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Rough Proofs 


Racing fans who heard Clem 
McCarthy call Faultless by the 
name of Jet Pilot all during the 
stretch run of the Preakness are 
wondering whether this cataclysm 
was due to his failure to use a 
Gillette Blue blade that morning. 


Noting that’ Knox College now 
has a famous researcher, Lyndon 
0. Brown, as president, old grads 
are hoping that he will be able 
to research a triple threat half- 
back or two for next fall’s foot- 
ball team. 


A financial writer says that 
Russia needs American dollars 
“more badly” than other coun- 
tries do. 

Does he mean Marshal Stalin 
is worse off than they are? 


“Even if you're one of those 
people who take their Starch with 
a grain of salt .. .” ruminates 
the ABP. 

Advertising men believe 
balanced diet. 


4 v v | 
United Fruit denies that it has | 


o bananas, but it does admit that | 


he spread between wholesale | 
rices and those charged by your | 
retailer looks suspiciously high. 


v v v } 

“Company ads during strikes | 

alled failures,” reports the world’s | 
sreatest advertising journal. 


When they’re throwing brick- | 


pats, what difference does a little | 
onfetti make? 
> v 
Senator Vandenberg thinks 
members of the world’s greatest | 
ebating society ought to stop 
printing in the Record speeches 
that were never delivered. If a 


the home folks know what a great 
man they had sent to Washing- 
ton? 


— v | 
Jerome Ellison, founder and 
publisher of °47, the cooperative | 


magazine owned by its contribu- 
tors, has resigned, and 
reported to be seeking a quiet job 
as a lion tamer. 


~~ e 
Merit Clothing Company has 


adopted the logical plan of adver- | 
tising men’s wear in Good House-| 


keeping. Many women help their 
husbands select their clothes, and 
in some families the wives also 
wear the pants. 


“LaGuardia” finds broadcasters 
derelict in duty,” the headline 
says, 

Thus far, in a long and stormy 
career, the Little Flower has dis- 
covered just one person who 
hever is. 


“Love Got ‘on at Buffalo,” is 
intriguing title of a Collier’s 
page which looks like a romantic 
presentation and turns out to be 
a lListerine ad. 

Halitosis may sometimes 
down, but it’s never out. 


be 


. on, 
‘ather has just about enough | 


time to recover financially from 
the effects of Mother’s Day be- 
fe having to prepare for the 
*nslaught of Father’s Day. 


v 
sob Hope couldn’t mention CBS | 


mn his NBC program, but Gen- 
tral Tire & Rubber Company ran 
ull-page newspaper ads boosting 
‘the Goodyear broadcast on ABC. 
Copy Cus. 


in a} 


is now | 


2" r 
Hed 


E ARE THE PEOPLE OF BRITAIN 


Together we must face the fact that our whole future depends 
now on how much more we can produce in a working day. 
And that means everybody, from the manager to the 
apprentice, women as well as men, you along with the man 
next door. 

If we get down to it and keep at it, we shall pull our country 
round. If we don’t, very soon we shall have to go without 
much that our families now take for granted. 


We've ups against uw! 


Joomed by Waa MM ajcoty ¢ 6 ovement. 


WORK OR WANT—Potent new slogan and straight talk is used by the British 
government in this ad from the Manchester Guardian. The same words might 
easily appear in this country. See editorial, Page 12. 


Advertisers Men Need 


ongressman did that, how would | 


Education, Vir Den Says 


Cry of ‘Bunk’ Based 
on Incomplete Data, 
Says Agency Head 


In answer to AA’s query: “Does 
anybody want a fight?” Mr. Vir 
Den says definitely, “Yes! But 
what we want to fight for is a bet- 
ter understanding between adver- 
tiser and agency. 


Not All Beer and Skittles 
“It is the agency man’s business 
to know his client’s problems. He 


| ‘xt | must know his product. . .his dis- 
| (And another advertising man- | tribution his sales picture. 


|ager, bossing another seven-figure | He must devote much time to 
|appropriation, who also prefers| study and research work in order 
anonymity, wrote AA: “I don’t) to keep abreast of changing mar- 


know who wrote the article on | kets and other governing factors. 


agency profits in your April 28 is-| He must live with his client’s 
|sue, but I certainly believe that! problems night and day . . . and 
|what he (or she) says makes|his spirits and fortune rise and 
| plenty of sense.”) (Continued on Page 59) 


(The anonymous adman who 
cried “Bunk” to agencies’ cries of | 
| vanishing profits—AA, April 28— 
One | 
|is presented here; others will ap- 
|pear next week. 


/has drawn several replies. 


| 


| alarmingly small (AA, March 24). | 


Complete Newspaper Ad 


Figures in This Issue 


Individual Expenditures, Many Special 
Tabulations Appear in Two Sections 


House Group Seen 
Near Accord on 
30% Postal Boost 


Report Ad Surtax 
Dropped, Lower Hike 
for Second Class 


WASHINGTON — The House post 
office committee was reported near 
agreement last week on a general 
rate bill calling for an average 
30% increase in charges on pub- 
lications, direct mail advertising, 
parcel post and other services. 

With second class_ increases 
scaled down considerably from the 
100% boost proposed by the Post 
Office Department, committee 
chairman Ed Rees (R., Kan.) ob- 
tained a green light a week ago 
from Republican leaders for a 
rate hike this session. 

At the same time, 
agreed to take up 


the House 
immediately 


proposals for a full-scale study of | 


departmental efficiency, in an ef- 
fort to find ways of scaling down 
a deficit currently mounting be- 
yond $300,000,000 a year. 


Details Kept Secret 


Details of the new bill are a 
closely guarded secret. 

It has been drawn under most 
elaborate security conditions by 


a five-man subcommittee, the ex- | 


istence and membership of which 
has never been officially an- 
nounced. 


The bill reportedly involves di- | 


rect mail and parcel post scales 
slightly above the proposals sub- 
mitted by Dr. Lewis Sorrell, for 
the National Council of Business 
Mail Users. 

Second class provisions are said 
to be drawn to exempt news- 
papers delivered within a county 
from any increase. 

In addition to this important 
concession to weekly and daily 
newspapers, the revised bill is 
said to drop the proposed addi- 

(Continued on Page 85) 


New York—“In leveling his| 
|charge of ‘Bunk’ to vanishing | 
profits in the advertising agency | 
‘business (AA, April 28), the an-| 
‘onymous advertising manager who | 
wrote the article either lacks 
knowledge of the agency business 
|or is resorting to the old trick of 
the political campaigner who tells 
his audience only part of the story 
when he cites his examples as the 
|accepted standards of practice in 
the agency business.” 

These are the sentiments of Ray 
Vir Den, recently-elected presi- | 
dent of Lennen & Mitchell, reply- 
ing to those of an anonymous ad- 
man who took sharp exception to 
Mr. Vir Den’s previous opinion | 
\that agency profits had become 


National Advertising in Newspapers 


This week’s issue of ADVERTISING AGE is in two sections. 
The second section includes a complete list of 2,024 national 
advertisers and their dollar expenditures for newspaper 
space for 2,702 products in 1946. The tabulation was pre- 
pared by Media Records, Inc., and covers 338 newspapers 
in 107 cities, Whose aggregate circulation is 73% of the total 
newspaper circulation of the United States. It covers all 
national advertisers who spent $5,000 or more for a single 
product during the year. The very substantial cost of this 
report was underwritten by ApvERTISING AGE and two other 
organizations, as a service to the entire advertising field. 

(Last Minute News Flashes are on Page 87) 


By ROBERT MURRAY JR. 


_ CHICAGO — For the second 
consecutive year, ADVERTIS- 
ING AGE this week presents 
detailed data on newspaper 
advertising expenditures—by 
| both company and product— 
‘in a special 52-page section 
‘of this issue. 

_ The newspaper dollar fig- 
‘ures, which were not avail- 
able for publication before 
‘last year, are prepared by 
Media Records, Inc., and are 
| based on 338 newspapers in 
107 cities, accounting for 73% 
| of total U. §S. newspaper 
circulation. The substantial 
cost of making this special 
tabulation was borne in its 
entirety by ADVERTISING AGE, 
Printers’ Ink and the Maga- 
zine Advertising Bureau. 


Many Special Tabulations 


| The record, as prepared by 
|Media Records, shows the ex- 
|penditures of all “national” and 
“automotive” advertisers spending 
$5,000 or more in the measured 
|newspapers during 1946. For 
comparative purposes, ADVERTIS- 
ING AGE has also included news- 
paper expenditure figures for 
these companies and products for 
1945. In the special second sec- 
tion of this issue, in which the 
|complete figures are given, there 
appears (1) an alphabetical list of 
2,024 companies and 


their ex- 
penditures for 2,702 individual 
products; and (2) a “product 


classification” listing, showing ex- 

penditures for all products—re- 

gardless of their maker—in each 
(Continued on Page 63) 


Be Kind to V.P.s 
Club Organized by 
Henny Youngman 


New YorK — Comedian Henny 
Youngman last week made an 
adroit move to capitalize on all 
the free vice-president publicity. 

The young showman founded 
the Vice Presidents’ Anti-Defama- 
tion Society and automatically 
bestowed membership upon all 
vice-presidents of radio networks, 
advertising agencies, Hollywood 
studios and 


publishing houses 
throughout the nation. ADVERTIS- 
ING AGE’s executive editor was 


made an honorary member. 
Members have only two duties, 

according to the Youngman mem- 

bership card. They must “report 


all instances of insubordination, 
insult, indifference, insincerity, in- 
compatability, inertia and indecent 
exposure,” and return member- 
ship cards within five days of 


becoming presidents “or the mat- 
ter will be put in the hands of 
Allen, Hope, Skelton and Mor- 
gan.” 
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Market Institute 
Names Federal 
for PR Campaign 


New YorkK—Supermarket Insti- 
tute, Boston, last week appointed 
Federal Advertising Agency, New 
York, to direct a public relations 
campaign for the group. 

The institute, which represents 
3,000 supermarkets—a pproxi- 
mately 30% of the total outlets— 
doing between $1.5 and $2 billion 
sales annually, embarked on its 
first public relations effort. This 
is also the first account handled 
by Federal on a public relations 
basis with no advertising appro- 


SIGHS OF LONG LIFE" 
FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 


Division of 
z 2 ¢, 


nti, 


</ Artkraft* M g Corp 
900 Kibby St., Lima, Ohio, U.S.A. 


“Trademarks Reg. U.S. Pot. OF | 


priation set. 

The institute, headed by Sidney 
Rabb, head of Boston’s Stop ’n’ 
Shop chain, has no specific ob- 
jects slated. Federal will begin 
with a study to single out public 
relations problems in the field, 
lay out a long-range educational 
program, and will dramatize the 
supermarkets’ contributions to the 
economy. For example, the super- 
markets reduced distribution costs 
5%, normally consider any profit 
above 2% excessive. 

Federal’s account executive will 
be Don Parsons, who worked 
closely with supermarkets while 
promotion manager of McCall’s. 


Kaiser-Frazer Ups List 

Kaiser-Frazer Corporation, De- 
troit, next month will add 500 
newspapers to its list for monthly 
1,200 -line advertisements. The 
company will, with the additions, 
use one or more dailies in all 
cities where it has dealers. K-F 
has 4,400 dealers, third largest 
for any auto maker. Swartey, 
Drake & Bement, Chicago and 
Detroit, is the agency. 


Se eee 


Waterman Plans Drive 


for Taperite Crusader 


L. E. Waterman Company, New 
York, will launch intensive adver- 
tising for the Crusader, latest 
Taperite model manufactured to 
sell at $5, the first week in June 
with four-color pages scheduled 
for The American Weekly, Col- 
lier’s, Look, The Saturday Eve- 
ning Post, This Week and Sunday 
magazine sections of the Chicago 
Tribune, New York Sunday News, 
New York Times and Philadelphia 
Inquirer. 

Newspaper and magazine cam- 
paigns will be backed by the na- 
tional radio hookup on “Gang 
Busters,” ABC network show, and 
business paper insertions. Chas. 
Dallas Reach Company, New York 
and Newark, is the agency. 


Joins Burnet-Kuhn 

Fred S. McCarthy, formerly 
radio director and sales consult- 
ant in the Chicago office of Abbott 
Kimball Company, has_ joined 
Burnet-Kuhn Advertising Com- 
pany, Chicago, as vice-president 
and director of sales and mer- 
chandising planning. 


The Central Indiana Market 


Belongs Exclusively to 


Indianapolis 


Wealthiest Major 


*33 Counties 
415,000 Families 


$1,197,331,000 Retail Sales 


$1,704,621,000 Net 


Effective Buying Income 


City in the Midwest 


| 


i 


4, ry f 
hos 
‘ 


= are some figures that really mean something! We just did some 


long division .. . and found that the average net buying income per family is 


more than $4103 a year. That includes all families—and means considerably 


higher income for the families you're trying to reach through advertising. 


There is no way to cover Indiana’s 33 central counties so thoroughly and 


so economically as by using The Indianapolis News, the most influential news- 


paper in this wealthy market. With the largest daily circulation of any news- 


paper in Indiana’s history, The News delivers you a market well able to buy 


your product! 


*Soles Management's Survey of Buying Power, 1947 Edition 


THE INDIANAPOLIS NEWS | 
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A —IN DAILY CIRCULATION 


—IN DAILY ADVERTISING 
—IN THE HEARTS OF HOOSIERDOM 


OWNING AND OPERATING RADIO STATION WIBC 


| 


WINS AWARD—The new Fuller Brush 
Co. family package, designed by J. 
Gordon Lippincott & Co., New York, 
won highest honors for “superiority in 
art work and printing" at the national 
_ convention of the Folding Paper Box 


Association in Chicago. National Fold- 
ing Box Co., New Haven, producer of 
| Fuller's paperboard cartons, submitted 


the package in the competition. 
| 


| FCC Turns Down 
WMEX Proposal 
for Boston FM 


WASHINGTON — With eight ap- 
plicants for Boston’s seven FM 
channels, FCC Wednesday pro- 
posed to eliminate the Northern 
Corporation, because programming 
on its standard station, WMEX, 
“generally is not well balanced or 
designed to meet the needs of its 
listening audience.” 

The commission promised a 
Boston FM channel to WNAC, 
key station of the Yankee Net- 
work, despite a “duopoly” ques- 
tion raised by partial overlap with 
an existing Yankee Network sta- 
| tion in nearby Worcester. 
| “Even if we considered WMEX 
'financially qualified,’ FCC said, 
“Yankee Network is to be pre- 
| ferred because it has developed 
|many fine programs which meet 
the needs of the people of Boston.” 

In addition to Yankee, Boston 
FM permits were proposed for 
CBS (WEEI); Matheson Radio 
Company (WHDH); Unity Broad- 
casting Company (International 
Ladies Garment Workers Union); 
Templeton Radio Mfg. Corpora- 
tion; Massachusetts Broadcasting 
Company (WCOP); Cowles 
Broadcasting Company, and Har- 
vey Radio Laboratories. 

FCC also made final its pro- 
posed New York television grants 
to the New York News, ABC, 
Bamberger Service, Inc., and 
Bremer Broadcasting Corporation. 


CFAC Nominates White 
for Club President 


The nominating committee of 
the Chicago Federated Advertis- 
ing Club has selected William T. 
| White, sales manager of Wieboldt 
Stores, Inc., for president, and 
Harlow P. Roberts, vice-president 
of Goodkind, Joice & Morgan, 
Blanche Martin, advertising and 
promotion manager of Child De- 
velopment, Inc., and Geo. A. 
Brandenburg, Chicago editor of 
Editor & Publisher, as first, sec- 
ond and third vice-presidents, re- 
spectively. 

Others nominated include: Doug- 
/las M. Smith, executive art direc- 
tor of Buchen Company, secre- 
tary; C. Chester Carlson, repre- 
sentative of American Colortype 
| Company, treasurer, and Jos. W. 
| Hicks, owner of Jos. W. Hicks 
| Organization, and C. F. South- 
| ward, vice-president of Harry At- 
|kinson, Inc., as representatives- 
|at-large on the board of gov- 
'ernors. Announcement of the 
| officers elected will be made at 
the May 22 meeting. 


| ia 2. os 
‘Kay Daly Still Looking 

| Kay Daly, Foote, Cone & Bel- 
ding account executive, who used 


|a 24-sheet poster to find a San| 
| Francisco apartment “with view,” | 


has for obvious reasons added 
“Still Looking” to the poster— 
even though she got several dozen 
legitimate offers from the adver- 


DAN A. CARROLL, 110 E. 42nd St., New York 17 © The JOHN E. LUTZ CO., 435 N. Michigan Ave., Chicago 11 ¢ JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 | tisement (AA, May 12). 
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Coca-Cola Plans 
Huge Expansion 


ATLANTA—The Coca-Cola Com- 
pany was reported last week con. 
sidering expansion plans ulti. 
mately to run into millions of dol- 
lars, and to get under way with 
the era of ration-free sugar. 

Informed sources, said the At. 
lanta Journal, revealed that the 
company is laying the ground 
work for plans to expand the 
business on a worldwide basis 
when sugar again becomes plenti- 
ful. 

As part of this postwar pro- 
gram, said the Journal, Coca-Cola 
is transferring back to Atlanta 
from New York the bulk of the 
company’s fountain sales and ad- 
vertising personnel. The group 
includes Deloney Sledge, adver- 
tising manager, and members of 
the extensive staff. J. Hixon Kin- 
sella, who has been associated 
with Tucker Wayne & Co., At- 
lanta agency, for the past two 
years, is planning to return to 
D’Arcy Advertising Company, 
which for years has handled the 
Coca-Cola account. 

Mr. Kinsella has already estab- 
lished offices in the Coca-Cola 
building here, which means 
D’Arcy will again have an Atlanta 
office to serve the account, it is 
said. However, Felix Coste, Coca- 
Cola advertising director, plans to 
remain in New York. 

Coca-Cola moved its executive 


| offices from Wilmington, Del., to 


New York some time ago to take 
advantage of adequate space. 


Speakers Named 
for AFA Banquet 


After-dinner speakers at the 
annual banquet May 26 of the 
Advertising Federation of Amer- 
ica’s 43rd annual convention i 
Boston will be New Jersey Re 
publican Congressman Fred A. 
Haertley, chairman of the House 
labor committee; Alfred Schindler, 
former Under Secretary of Com- 
merce and past sales manager of 
Ralston Purina; and Benjamin H. 
Namm, chairman of Namm’s De- 
partment Store, Brooklyn, and 
immediate past president of the 
National Retail Dry Goods Asso- 
ciation. 

Mr. Schindler’ will discuss 
present business conditions i 
South America, and Mr. Namm 
will discuss “Let’s Sell Our Sys: 
tem Along With Our Products.’ 


NY Adclub Elects 


The Advertising Club of New 
York, at its 42nd annual meeting 
reelected Eugene S. Thomas, 0! 
Station WOR, as president. Othe! 
officers are Andrew J. Haire 
president of Haire Publishin: 
Company, and Arch Davis, ex 
ecutive secretary of Internation@ 
Business Machines Corporation 
vice-presidents, and James A 
Brewer, president of Brewer Can 
telmo Company, treasurer. 
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THE MARTIN CANTINE COMP 
- SAUGERTIES, N. Y. 
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Today, with widespread claims that all prices are exorbitant, 


obtain an expression of policy. Almost without exception, manu- 


extent of which can compare favorably with new construction. 


vee if DOMESTIC ENGINEERING editors have just concluded a new study facturers went on record saying that they would hold their prices Again DOMESTIC ENGINEERING has served as a focal point in 
5 m 
Our Sys. to determine where plumbing, heating and air conditioning prices to an absolute minimum. crystallizing industry opini Readers, through the vital informa- 
'roducts.” stand in relation to 1941, and in relation to recent increases Again, today, DOMESTIC ENGINEERING editors have, with tion received from DOMESTIC ENGINEERING’s editorial pages, are 
manufacturers have experienced in cost of labor and raw materials. unquestionable proof, established the fact that manufacturers of equipped to tell their customers, the buying public, the true sto 
ry 
of New A year ago while price controls were still in effect and pro- plumbing, heating and air conditioning equipment have kept faith regarding today’s plumbing, heating and air conditioning prices. 
meeting} ponents argued that the lifting of controls would cause prices to with the American public. Through increased efficiencies, improve- Through this service they have the assurance that manufacturers 
ee skyrocket, DOMESTIC ENGINEERING’s editors contacted all manu- ments in product design and through the actual absorption of are supporting them and that now is the time to redouble their 
|. Hairefi facturers in the plumbing, heating and air conditioning industry to increased production costs, manufacturers in the plumbing and sales efforts. 
) j n¢ 
agape heating industry have held prices down .. . . and have made it This editorial program is another in a long series of DOMESTIC 
rnational possible for our industry to say that “Today's Best Buy is Plumbing ENGINEERING projects which are gauged to serve the best interest 
oo rn and Heating.” Increases to the public have not kept pace with of not only our industry but the general public and upon which 


wer Can 
r. 


D avoid | 
or waste ¢ 


e 


increases in labor and materials which manufacturers have received 
. not by a wide margin. 
Because the remodeling of plumbing, heating and air conditioning 
installations in existing buildings is not dependent, to any great 
extent, on the utilization of other products, our industry, is in 


an ideal position to forge ahead with a remodeling program, the 


DOMESTIC ENGINEERING readers have come to depend for the 
success of their individual businesses. 

Further information on how DOMESTIC ENGINEERING can be of 
equally vital assistance to manufacturers with products for this 
field is available upon request either through your advertising 


agency or by writing to DOMESTIC ENGINEERING. 
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NAB Code Group 
Refers Study 
to Subcommittee 


New YorkK—After two days of 


meetings last week during which 


proposed code revisions were con- | 


sidered, the NAB special standard 
of practice committee referred the 
study to a new subcommittee. 

The subcommittee will prepare | 
a second draft of the revised | 
code, which is being formulated | 
with all criticism of radio in 
mind, for submission to _ the) 
standards of practice committee at 
a meeting next month. 

Robert D. Swezey, committee 


Blankets Northwest 
Growers 


® No competition — Only N. W> 
growers’ magazine. 

© 5 editions — ods run in all 5, 
no extra cost. 

© Serving growers neorly holf 
century. 


Gath, Jul 


5-IN-1 MAGAZINE: 


Write for full story. 


chairman and vice-president and 
general manager of MBS, said the 
new set of standards will include 
general programming practices as 
| well as commercial practices. 


Appoints Van Derzee 


Karen Van Derzee, formerly 
with Lawrence H. Selz, Chicago, 
has been appointed head of a 
‘new home economics department 
'of Klau-Van Pietersom-Dunlap 
Associates, Milwaukee agency. 


| Blair Appoints Weldon 


William H. Weldon, account ex- 
ecutive, has been appointed vice- | 
| president and assistant manager | 
|of the New York office of John | 
Blair & Co., national radio repre- 
sentative. 


Gets Furniture Account 


. Houck & Co., Advertising, Roa- 
noke, Va., has been named to di- 
rect the advertising of Rowe- 
Jordan Furniture Company, Roa- 
noke. Magazines and trade 
publications will be used. 


& Eckhardt, 


O. A. Kenyon 


ARF Names Kenyon 
Chairman; Adds 
New Directors 


NEw YorkK— Otis A. Kenyon, | 
chairman of the board of Kenyon | 
has been elected 
chairman of} 


the board of di- 
rectors of the 
Advertising Re- 
search Founda- 
tion, succeeding 
Stuart Peabody, 


assistant vice-| Kurie, 


by it gee 


| 1943. 

Also elected as new members 
of the 18-man board are John F. 
Apsey Jr., 


advertising manager, 


ik re 
J. F. Apsey Jr. Gordon Hyde 


Black & Decker Mfg. Company; 
Gordon E. Hyde, president, Fed- 
eral Advertising Agency; John F. 
vice-president in charge 


president of the| of merchandising, M&M Ltd.; and 


Borden 
pany, who served 
as board chair- 
man _ for 
years 


two 
and has} tisers, 
been reelected a director. Mr. 
Kenyon has been a director since | ciation of Advertising Agencies, 


Com-| Walter P. Lantz, assistant to the 


president, Lambert Company. 
Paul B. West, president of the 
Association of National Adver- 
and Frederic R. Gamble, 
president of the American Asso- 


HOW MANY DOES 


YOURS COME 


No matter where you live, it’s a safe 


comes from 30 different countries 


FROM? 


bet that World Trade has made itself at 


home right in your house. 


In fact probably ne part of your American- 


American radios contain quartz from 
Brazil, mica from India, Argentina 
and Canada. The shellac in records comes 


built home could be as comfortable as it is from India. 
without materials from dozens of foreign 
countries. 6.) 


For example, just look at this American 
living room and compare it with your own. 


The wool in your carpets comes from 

Scotland, China, Syria, Russia, India, 

Argentina and 20 other countries. 8.) The brier for father’s pipe comes from 

Italy or Algiers and the U. S. tobacco 

he smokes is blended with tobacco from 
Turkey, Bulgaria, Greece and Sumatra. 


This American mother’s cosmetics 

contain materials from all over the 
world. Her perfume may have in it ambergris 
from France, civet from Ethiopia, musk (9.) 
from China. The diamond in her ring comes 


from South Africa. 


France and Canada. 


The mahogany in this desk comes 
from Honduras and is cross-banded 
with satinwood from Ceylon. 


4.) Draperies like these contain mohair 
from Africa, Turkey and Iran. 


The paint on your walls may contain 
oils from Argentina, 
China, and pigments from Belgium, Spain, 


and 


Telephones contain 36 different ma- 
terials—18 of them imported. 


(0) Over half a dozen nations meet on 
this coffee table. The coffee comes 


from Brazil, Colombia, and Central Amer- 


This is how 


ican countries. 
the coffee cups from England. 


The sugar comes from Cuba, 


World Trade affects you in 


just one room of your house. But it doesn’t 
end there. The jobs of millions of Americans 


—perhaps yours—are dependent wholly or 


It adds 
income. 


are the Intern 
LIFE. Their 
business mak 


in part on our trade with the rest of the world. 


So world business is your business! 


to your comfort and your 
So let’s have more of it! 


Proved and effective tools for trade-building 


ational Editions of TIME and 
advertising pages help U.S. 
e millions of new customers 


abroad. Their editorial pages help make 


more friends for our country everywhere in 


the world. 


Webbing for sofas is made out of In- 
dian jute and sofas are often stuffed 
with kapok from the Philippines. 


The International Editions of 


TIME and LIFE 


Bringing the products of U. S. journalism and industry 


to the men and women of more than seventy nations, 


WORLD TRADE WEEK, MAY 18th TO 24th... WORLD TRADE UNITES NATIONS 


Advertising Age, May 19, 19-7 


were reelected as secretary and 
treasurer, respectively, and 14 di- 
rectors were reelected. 

Mr. Kenyon organized K&E in 
1929 after 10 years in the teci- 
nical advertising field, and served 
as treasurer until 1942, when he 
became its board chairman. He 
is chairman of the foundation's 
technical committee and admin- 
istrative committee on the Con- 
tinuing Study of Transportation 
Advertising. 

Mr. Apsey joined Black & 
Decker in 1927 after a year with 
its advertising agency, and has 
been advertising manager since 
1935. He is president of the Ex- 
hibitors Advisory Council, chair- 
man of the foundation’s admin- 
istrative committee on the Con- 


John Kurie 


Walter Lantz 


tinuing Study of Business Papers, 
and past president of the Mary- 
land Industrial Marketers. 

| Mr. Hyde became president of 
Federal in 1945 after entering the 
| agency business in 1928 as vice- 
| president of Cowan, Dempsey & 
| Dengler. He has held executive 
| positions with Anderson, Davis & 
| Hyde, N. W. Ayer, J. M. Mathes, 
and McCann-Erickson. 

Mr. Kurie joined M&M in 1945 
after five years as general re- 
search director of Look. He is a 
director of the Point of Purchase 
Advertising Institute and a mem- 
ber of the Market Research Coun- 
cil and the foundation’s technical 
committee. 

Mr. Lantz has been with Lam- 
bert since 1928 and became as- 
sistant to the president in 1944, 
after serving in the Army from 
1942 to 1944. He is a member of 
the Market Research Council. 


| 


Brand Names Group Cites 
Pacific Coast Stores 


The Brand Names Foundation, 
New York, has awarded certifi- 
cates of merit for outstanding re- 
tail ads depicting basic values of 
the brand names system to the 
John Breuner Company, Oakland, 
Cal., furnishings store, and Meier 
& Frank Company, Portland, Ore. 
department store. 

The ads were selected from the 
April issue of “Advertising Trends 
in Brand Merchandising,” a 
monthly publication of the Na- 
tional Research Bureau, Chicago, 
which reproduces the best ex- 
amples of brand name _ ads 
screened from thousands published 
in newspapers. throughout the 


Kiggins Opens Own Firm 

Keith Kiggins, who resigned as 
vice-president of ABC in Janu- 
ary, has entered private practice 
as consultant on managemen', 
financing, appraising and indus 
trial radio problems. He has se! 


up offices as Keith Kiggins Com- 
pany at 527 Lexington Ave., Ne 
York. Mr. Kiggins formerly w: 
manager of NBC station relatio:s 
and director of the old Blue Ne - 
work. 


in CIRCULATIO 
in ADVERTISING] 
in LEADERSHIP || 
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EXTRA AREA — so advertisers and editors really can send readers—costs $10,000 more a month 


than routine magazine format. Yours: big-page opportunity to show more — tell more —sell more. 


Big ML 
gives you 


ALMOST every magazine uses some pictures 
to illustrate a story. But only a few publica- 
tions—such as LIFE and big MI use pictures 
to tell-a-story. 

Every publication employing pictorial jour- 
nalism also employs a larger-than-routine for- 
mat. It costs us $10,000 more a month to pro- 
vide area so pictures are big enough to tell 
more to more readers. 


Two for One 


Big MI features pictorial journalism because 
a story told primarily in pictures—wins 2 to 
4 times more readers than wade through con- 
ventional text treatment. 

Granting advertisers the extra area of a big 
MI page, nothing stops them from equaling 
or bettering our editorial records for reader- 
ship. This increases results and lowers costs 
for getting same. Attracting double the num- 


for all management men con 


ing better products at lower cost, Gelling PUCTORIAL JOU RNAL{S/U 


Published by Magazines of Industry, Inc., 347 Madison Ave., New York 17, N. Y. 


More area: 2 to 4 
_mre--- J times more readers 


ber of readers is tantamount to buying two 
magazines for the price of one. 


Space for Selling 


Big MI’s greater area per page permits—yes, 
invites—advertisers to tell more; show more; 
present more sales arguments; knock down 
more sales resistance; make more memorable 
impressions through larger area and its greater 
impact. The effective advertising message is 
2 to 4 times more effective because it works on 
a doubled audience. 

Big MI’s primary readers are 55,000 man- 
agement men at all levels—in the nation’s top 
manufacturing plants producing about 89%, 
of all made goods. You can talk to these 
essential people—essential for successful sell- 
ing to industry—at an average very low cost 
of 134 cents per worthwhile plant—37,500 
of them! 


Staff-researched and staff-written 
ned with making 


: mi ¢ 
REARED ON abe picture books, America likes pictorial 


journalism best. Big MI features it—management goes for it. 


EXTRA SIZE—extra significance. Big MI’s bigger pic- 
tures provide sharp detail and quick understanding for all. 


BIG THINGS command attention. There’s room to double 
readership — as editors do—with pictorial presentation. 


YOU CAN cut quite a figure when a big MI page has al- 


most a8 many square inches of area as two routine pages. 


HOLDS THE READER! 


and market- 
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Appoints Nolen V.P. 


Dr. Herman C. Nolen, professor 
of marketing at Ohio State Uni- 
versity, Columbus, has been ap- 
pointed vice-president of McKes- 
son & Robbins, New York, in 
charge of drug buying policies, 
effective June 9. 


JWT Moves Frisco Office 


J. Walter Thompson Company 


| contract on the basis of the pres- | 
-ent percentage when it comes up| 
for renewal in 1949. Some two-| 
thirds, or $6,000,000, of Ascap’s | 


Ascap and NAB 

Well Pleased 
|income is derived from radio. 
_ Theodore C. Streibert, 


With Discussions ae) 


New YorK—No definite infor-| chairman of NAB’s advisory com- 
mation on contract terms was re-| mittee, said that the main points 
‘leased following last week’s meet-|of disagreement center around 
‘ing of the joint committees of | program licenses, payment on co- 


Koch Advanced 


Lou Koch, who for the past six 


years has been in charge of all 
theatrical accounts of the Los An- 
geles branch of Foster & Kleiser 
Company, has been appointed 
sales manager, succeeding How- 
ard McKay. 


Promotes New Playhouse 


Advertising Age, May 19, 1947 


\D’Arcy Copywrite: 
Wins Proetz Award 


Sr. Lours—Jane Williams :! 
D’Arcy Advertising Company cai - 
|ried off top honors at the thir) 
annual Erma Proetz award dinne- 
here last week, winning the first 


Ascap and NAB, but both groups 
expressed satisfaction with the 
| progress of negotiations. 

The current amicable discus- 
sions are a far cry from the bitter 
|dispute of a decade ago during | 
which the public got an overdose 
of such non-Ascap composers as 
| Stephen Foster. : 


has moved its San Francisco of- 
fice to 320 California St. 


the HOSIERY Industry 


RETAILERS * JOBBERS * MANUFACTURERS 


There is only one publication 
covering this industry exclusively : 
Both the society and the in- 


KNIT GooDs WEEKLY /dustry are said to be in agree- 


_ operative programs, and televi- 
| sion. 


Industrial Admen Elect 
The Niagara Frontier Industrial 

Advertisers Association has elected 

Gerald J. Slade, Hewitt-Robins, 


Inc., president. Other officers 
elected include: Kenneth G. Nib- 
lack, Melvin Hall Advertising 


Agency, vice-president, and John 
Owen, Buffalo Chamber of Com- 


ONE MADISON AVE. * NEW YORK 10,N.Y. ment on a continuation of their 


merce, secretary-treasurer. 


award and 
$200 cash prize 
for a newspape: 
and magazine 
campaign pre- 
pared for the Si. 
Louis Globe- 
Democrat 

The campaign, 
for which Miss 


National Games, Inc., West 
Springfield, Mass., is using trade 
publication copy to introduce its | 
new Add-A-Room playhouse, a 
playhouse that can be purchased 
room by room. 


Howard Joins NAB 
Royal V. Howard of Station 
KSFO, San Francisco, has joined 


ee 


the National Association of Broad- naa Ba 
casters, Washington, as director | si { 
of engineering. Jane Williams prepared the 


front door 


Boys his age all over have to be re- 
minded about the doors. The point 
being there are a lot of front doors for 
them to forget; for we are pointing an 
index finger at Philadelphia, where a 
very high proportion of families live 
in their own individual homes. 

These homes mean business, for the 


leaves 


people that live in 

And Philadelphia, 

is a leading retail 
you can reach this 
tical purposes, one 
complete coverage ( 
delphia families rea 


read 


single avenue — because, for all prac- 


layouts, was en- 
tered in the annual competition 
by D’Arcy. The national award 
was established three years ago 
in memory of the late Erma 
Proetz, one of the nation’s leading 
women advertising counsellors. It 
is sponsored by the Women’s Ad- 
vertising Club of St. Louis. 

Second prize, a $100 cash award, 
was won by Mrs. Viola Rollins 
Hoag, fashion copywriter at Fam- 
ous-Barr, for copywriting and 
layout work in a series of local 
newspaper advertisements dealing 
with fashions. Honorable mention 
was given advertising displays 
prepared by Barbara Siverson of 
Des Moines, Ia.; Gussie O. Jones, 
| Atlanta, and Mary A. Chave, 
Cleveland. 

Miss Williams, who was gradu- 
ated from the University of Mis- 
souri school of journalism in 1941, 
joined the advertising department 
of the Daily News, Boonville, Mo., 
j}and became associated with 
D’Arcy here in November, 1942. 
During the past semester, she 
| taught advertising at the Linden- 
| Sas! College for Girls, St. 
} 
| 


Charles, Mo. 


Benson Advanced 


B. C. Benson, formerly Chicago 
zone sales supervisor of the apart- 
ment controls division, has been 
appointed supervisor of hospital- 
control sales of Minneapolis- 
Honeywell Regulator Company, 
with headquarters in Minneapolis. 


Joins ‘Junior Bazaar’ 

Audrey Lee Ives has been ap- 
-| pointed beauty editor of Junior 
Bazaar, New York, succeeding 
Dorothy Thompson, who has been 
beauty editor of both Junior 
Bazaar and Harper’s Bazaar. Miss 
Thompson will devote her time to 
Harper’s Bazaar. 


Flesher Opens Agency 


Bernard R. Flesher, formerly 
sales promotion editor of Mont- 
gomery Ward, Chicago, has opened 
Bernard R. Flesher & Co., adver- 
tising agency, with offices at 707 


Railway Exchange building, Den- 
ver. 
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F.. an opening, punch with power, hit the mark, 
—this is how champions are crowned. The whole 
sequence is just as necessary in effective advertising 
—and this is what FIRST 3 offers. 

The opening is in the three largest cities in the 
country and their surrounding territories. 

The power is that of the FIRST 3 Sunday news- 
papers of these FIRST 3 cities,— The New York Sunday 


News, The Chicago Sunday Tribune, The Phila- 
delphia Sunday Inquirer. With either the Magazine 
and Picture-Roto Combination or the All-Picture- 
Roto Group. 

FIRST 3 /rifs the mark with an average coverage 
of 679%, of the FIRST 3 metropolitan areas,—total 
circulation Sunday after Sunday of OVER 


7,200,000. 


To make this lucrative market your mark, YOUR FIRST BUY IS FIRST 3. 


THE GROUP 
WITH THE 
SUNDAY 

PUNCH 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retogravu twee C larga 1e 


Picture Sections + Maga ive Sectious 


News Bldg., 220 East 42nd St., New York 17, VAnderbilt 6-4894 * Tribune Tower, Chicago 11, SUPerior 0044 * 155 Montgomery St., San Francisco 4, GARfield 7946 
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Moves Toronto Office 


Confederation Life building. 


Benton & Bowles has moved its 
Toronto office to Room 521 in the 


ARF to Act Soon 


The management man's \ 
preferred source of daily /S 
business news in the nation’s 
greatest industrial area 

— the Central West. 


‘Chicago Bournal 


— of Commerce © 


on Regular Study 


of Point of Sale 


$3,000 for Testing 
Raised by Institute; 
Committee Named 


New Yorx—Decisions on a con- 
tinuing study of window display 
advertising, to be conducted by 
Advertising Research Foundation 
and financed by Point of Purchase 
Advertising Institute, probably 
will be made by the ARF board of 


governors June 16, on recom- 
mendations of representatives of 
both, the institute was told at its 
first major meeting here last 
week. 

Representing the foundation in 
this group are its new chairman, 
Otis A. Kenyon of Kenyon & Eck- 
hardt; A. W. Lehman, its manag- 
ing director, and John F. Kurie of 
M&M Limited. Representing the 
institute are its president, Clifford 
L. Vanderbogart of Niagara Litho- 
graph Company; Norman McKean, 
its executive secretary; Charles 
Solomon, American Safety Razor 
Company, and Ralph Thomas, 
Forbes Lithograph Mfg. Company. 


Test Fund Ready 


The institute, which now con- 
sists of 54 “producer” members 
and advertiser members, has of- 


fered $3,000 for preliminary tests. 

Mr. Lehman pointed out that 
one major question to be answered 
is: “Can the foundation make a 
contribution in this field?” Also, 
should such studies have as their 
objectives readership, sales effec- 
tiveness, or potential traffic? 
Whatever objective is determined, 
he emphasized, the project should 
be a long-range program. 

Paul West, president of Associa- 
tion of National Advertisers— 
which jointly sponsors the ARF 
with the American Association of 
Advertising Agencies—said that 
the 400 ANA members are con- 
cerned with the sales effectiveness 
of point of purchase as an “auxili- 
ary to national advertising.” Mr. 
West cited the work in coopera- 
tive research now under way 


If “national” advertising seems complex to you, look at it this way. 


Every sale advertising makes is a local transaction between a local consumer 


, 
and a local dealer. Local sales in many markets make 


Differences are similarly wide for othez mass 


national business. But markets differ because people differ. Two recent 
7 brand preference studies, made by newspapers in two different 
cities, for instance, show a nationally advertised packaged food being used 


by 9.8% of the families in one city, by. only 2.6% in the other. 
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through the ARF in newspapers, 
car cards and farm papers, and 
the parallel programs of the Trif- 
fic Audit Bureau, for outdoor, and 
the Broadcast Measurement Bu- 
reau. 

But he asked the _instituie: 
“Should you consider yourself an 
advertising medium, or something 
else?” 


New Directors Named 


The institute elected directors 
for the new year—a new producer 
director being H. E. Zipprodt of 
Zipprodt, Inc., Chicago, and in ex- 
panding the advertiser part of its 
directorate from six to eight, 
elected Murray Kopf of Seagram 
Distillers, New York; Ward 
Maurer, Wildroot Company, Buf- 
falo, and Arthur Meares, Centaur 
division of Sterling Drug, New 
York. New officers will be 
elected by the board of directors. 

Carl V. Haecker of W. T. Grant 
Stores (which have seven miles of 
windows and 121 miles of counter 
display in 491 stores) criticized 
national advertisers for their fail- 
ure to tie in with store planning. 
Some manufacturers, he said, 
were sending stores Mother’s Day 
material hardly more than a week 
before the day. 

Retailers, he pointed out, “put 
counter displays first—not last” in 
their thinking. ‘Customers want 
better displays. Other advertis- 
ing causes customers to buy, but 
on a shopping trip good point of 
sale can get them to buy four 
times as much as they intended.” 

Mr. Haecker urged that adver- 
tising agencies have a vice-presi- 
dent in charge of point of sale. 


Kerns Plugs New Chest 


Kerns Company of Oregon Ltd., 
Pilot Rock, Ore., maker of pine 
furniture, has launched a cam- 
paign to introduce the Kerns 
Chest-of-Pine, using quarter-page 
ads in American Home, Better 
Homes & Gardens, House Beauti- 
ful and House & Garden. A full- 
page ad appeared this month in 
House & Garden, with another one 
to run in the December House 
Beautiful. Joseph R. Gerber Com- 
pany, Portland, Ore., is the 
agency. 


Rockett Heads Adclub 


V. O. Rockett, Ad-Craft Service, 
has been elected president of the 
new Industrial Advertisers Coun- 
cil of Western Washington. Byron 
Walker, Pacific Car & Foundry, 
has been elected vice-president, 
and Rowland Johnson, Isaacson 
Iron Works, secretary-treasurer. 


Gets Shoe Account 


Badger & Browning, Boston, has 
been named by Portland Footwear 
Company, Portland, Me., to handle 
the advertising and merchandis- 
ing of its Fancy Free shoes for 
women. Consumer fashion maga- 
zines and trade publications will 
be used. 


DeLoach Opens Agency 


James W. DeLoach, former'y 
| with the Dallas Morning Nevw’s, 
| has opened an advertising agency 
|}at 2208 Cedar Springs Ave. I 
| will be known as DeLoach Aji- 
| vertising Agency. 
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Meet Your Newest Competitor! 


Piggy banks are a national habit. 
You'll find hundreds of thousands of 
them in homes where they have accu- 
mulated millions of dollars. Eventually 
these dollars find their way into the 
bigger stone-faced institutions. Today, 
when more people are working than 
ever before, plenty of these dollars are 
going into the bank...ta stay. 

People are spending very carefully, 
buying very cautiously. 

And when people tighten up on buy- 
ing... you have to sell harder. 

To sell harder... your advertising 
has to reach more customers, be seen 
by more people. 

In Puck—The Comic Weekly—your 
advertising reaches far more adults at 
a much lower cost than in any other 
national publication! 

For 37¢ in Puck you get as many 
readers of advertising as would cost 
you a dollar in either Collier’s, Life, 
or Saturday Evening Post.* 

Puck — The Comic Weekly is dis- 
tributed with 15 great Sunday news- 


papers and reaches over 7,000,000 fam- 
ilies from coast to coast. 80% of the 
adults, and practically all of the youth 
in these families read Puck devotedly 
every week. 

Why do they read it? 

Because Puck’s all-star cast is as 
exciting as a Hollywood studio’s roster 
of talent. There’s the comedy team of 
Jiggs and Maggie; Blondie, the home- 
maker, and capering Dagwood; Pop- 
eye, the tough guy; Snuffy Smith, the 
slap-stick hillbilly; those little devils, 
the Katzenjammer Kids; and all the 
other pen and ink celebrities, along with 
a new star, ‘“Dick’’ who first appeared 
in “Dick’s Adventures in Dreamland” 
in the April 20th issue. These charac- 
ters enjoy a greater popularity than 
most stars of stage, screen or radio! 


Puck — The Comic Weekly has a 
broad national circulation, yet a great 
part of that circulation is concentrated 
in the cities of 10,000 population and 
over. These cities constitute the major 
markets for American business. That’s 


The Only NATIONAL Comic Weekly—A Hearst Publication 


63 Vesey Street, New York 7, N. Y. 


¢ Hearst Building, Chicago 6, Ill. 


eee ce s 


why a manufacturer can localize and 
intensively merchandise his advertis- 
ing in Puck — The Comic Weekly ... 
and at the same time obtain national 
sales and distribution! 


*Proof? Write us for the figures and readership 
statistics compiled by Daniel Starch & Staff. 


More Customers 
for your money 


in Puck! 


Another specific example of how Puck 
delivers more readers—more customers— 
to advertisers: 


Case No.7 Cosmetics 


A leading cosmetic advertiser spent $220, - 
300 in five national magazines during the 
first part of 1946. 24.5% of that money 
went to Puck. Yet Puck delivered 44% of 
the women ‘‘Seen-Associated’’, and 42.4% 
of the women who ‘‘Read Most’’! 


ALL ALL ALL 
OTHERS OTHERS OTHERS 


COST «READERS «=—si(‘tési‘«éREA@“ERS 
(SEEN-ASSOCIATED) (READ MOST) 


Case History No. 7 is an example of 
what's happening all the time in many 
lines...food, drugs, automotive, cosmetic, 
etc. Would you like to have all these case 
histories for study? Write to Puck—The 
Comic Weekly. 
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‘Holiday’ Ups Zigler 


Zelia Zigler, formerly director 
of information service of Holiday, 
published by the Curtis Publish- 
ing Company, Philadelphia, has 
been appointed to the magazine’s 
advertising sales department, de- 
voting her time to hotel and resort 
advertising. 


'Telechron Boosts Blair 


Telechron, Inc., Ashland, Mass., 
has elected David Blair Jr. vice- 
president in charge of marketing. 
Mr. Blair recently became gen- 
eral sales manager in charge of 
sales and advertising, and as vice- 
president he will retain these re- 
sponsibilities. 


Don Gussow, Publisher & Editor 


SURVEYS BY ADVERTISERS THEMSELVES PROVE | 


ANDY [INDUSTRY 


is MOST reav, MOST prererreo 


in the confectionery field! 


FIRST in savenising Volume 100! 


: *Figures on request 


Philco Appoints McLean 


James D. McLean, formerly 
sales manager of the transmitter 
division of General Electric Com- 
pany, Syracuse,- has been ap- 
pointed commercial manager of 
television station WPTZ, Phila- 
delphia, owned by Philco Televi- 
sion Broadcasting Corporation. 


Appoints Eller 


Russell Z. Eller, advertising 
manager of the California Fruit 
Growers Exchange, Los Angeles, 
has been elected senior vice-presi- 
dent of the Advertising Association 
of the West, succeeding Harwood 
Fawcett, who has resigned because 
of ill health. 


WCCO Appoints Wilkey 
Gene Wilkey, program director, 

has been appointed acting man- 

ager of Station WCCO, Minne- 


Granted 2 New Stations 


Midwest Broadcasting Com- 
pany, Milwaukee, has received 
authorization from the FCC for 
two new Milwaukee radio sta- 
tions—WMAW (amplitude modu- 
lation) and WPAW (frequency 
modulation). Officers are Post- 
master John A. Fleissner, presi- 
dent; George Ingraham,  vice- 
president, and Clifford A. Ran- 
dall, secretary. 


Rutherford Advanced 


Bruce Rutherford, with the 
company since 1928 and in the re- 
tail operations department since 
1945, has been appointed assistant 
manager of retail store operation 
of Gamble-Skogmo, Minneapolis. 


Jones to Gray & Rogers 
Franklin P. Jones, with the 


s 


(ANDY [INDUSTRY The Newspaper of Confectionery Business 


33 W. 42nd St., New York City 


Other Don Gussow Publications * Bottling Industry © Tobacco Record 


signed. 


apolis, succeeding A. E. Joscelyn, 
general manager, who has re- 


director of publicity. 


Philadelphia Record for 13 years, 
until its sale this year, has joined 
Gray & Rogers, Philadelphia, as 


Topcoats in August... 


In the official archives at Madrid are still 
kept the yellowed, brittle parchments 
which record the colonial fortunes of 
Imperial Spain. In these ancient pages are 
to be found wondering and incredulous 
references to the unchanging seasons, the 
cool nights and warm days, the kindly 
climate that seemed near-miraculous to 
the travel-worn missioners, soldiers and 
legates who came to the mission of St. 
Francis in the crown colony of California. 

Currently, summer vacationists in San 
Francisco never fail to remark the natives 
wearing topcoats in August... 


Merrorovocists attribute the cool 
summers to the warmer trade winds 
passing over the cooler coastal waters... 
become mist-laden, form the fogs that 
protect the region from afternoon sun, 
bring on topcoat evenings. 

Only recently, has the phenomenon of 
San Francisco climate been correctly 
termed 


natural air conditioning. 

Yearly average maximum temperature 
in SF is 62.6 degrees Fahrenheit. Between 
the warmest and coldest month, mean 
maximum variation is only 13 degrees. 

Despite the reputation for fog, San 
Francisco has 164 clear days per year, 
while Washington, D. C. has 128, Chicago 
117. Percentage of possible sunshine is 66 
—nine percent better than Boston. Wind 
velocity averages only 9.1 miles per hour, 
against New York’s 14.9... 

Much touted as tourist bait, the effect 
of the climate on residents is generally 
overlooked by economists and advertisers. 

The human organism is not compelled 
to adjust itself to temperature extremes, 
expends less energy in cold resistance, 
loses less to heat depletion... has a more 


constant flow of effort. Summer does not 


san Francisco Chronicle 


slump activity, production or business... 
Specifically, the salesman loses inclination 
and excuse to hug the radiator when it’s 
cold, or find cover in a cool spot if it isn’t. 

Health is improved. Children escape 
winter illnesses, thrive on the all-year 
outdoor activities, grow faster and taller. 

Housing and heat costs are lower. Food 
habits, consumption and purchasing show 
less change. Two weights and kinds of 
clothing are unnecessary. The family 
budget, free of winter’s demands, includes 
more semi-luxuries and non-essentials. 


Cars are used more, gasoline consumption 


AVERAGE MONTHLY TEMPERATURE IN SAN FRANCISCO 


MEAN jaw] FO0 | MAR | APR | may | Jue JULY | AUG | SEP | OCT | wow | DEC 


MAXIMUM ss 


re 
goes up. Recreation, sports and travel find 
wider markets, more customers. 


Climate constitutes a definite plus in 
the San Francisco market . . . and so does 
The Chronicle. 

Few cities have a medium as good as 
The Chronicle ... with high circulation in 
the hilltop districts, home influence in all 
income brackets, high readership among 
both men and women... The Chronicle 
is a maker of sales as well as opinion. 

Mainstay of most of the better retail 
stores, linage leader in luxury classifications 
..» The Chronicle is also a major producer 
in medium price ranges for department 
stores, works well with want ads, sells 
milk shakes as well as mink coats, is a 
profitable mover of popular goods. 

With the climate and The Chronicle 
working with your advertising, you'll go 
farther faster in San Francisco! Any 


Chronicle representative can give you 


[> 


EN 


data and details. 


SawYER-FERGUSON-WALKER Co., National Representatives, 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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Magazine Sales 


Hit Record in ‘46 
with 161,000,000 


New YorK—In the last six 
months of 1946, the 254 member 
magazines of Audit Bureau of 
Circulations had a record aggra- 
gate circulation per issue of 161,- 
022,740, the Magazine Advertising 
Bureau announces in its annua] 
circulation summary. 

This was an increase of 13,- 
234,795, or 9%, MAB says, from 
the total of 147,787,945 of the 23) 
ABC member magazines for the 
parallel period of 1945. 

Average single copy sale per 
issue in the 1946 period was 94,- 
492,332, or 58.7% of the total, and 
subscription circulation was 66,- 
530,408, or 41.3%. 

Total circulation of ABC mem- 
ber magazines rose to 61,300,000 
in 1925, and then climbed to 100.- 
000,000 in 1940. 

The single copy part—which at 
19,800,000 was less than one-third 
of the 1925 total—rose to 27,400,- 
000 in 1930, to 26,700,000 in 1935, 
44,200,000 in 1940, and then moved 
sharply ahead of subscriptions to 
92,100,000 in 1945 and 94,500,000 
in 1946. 
| The subscription part increased 
;only about 50% in this period— 
|from 41,300,000 in 1925, to 51,- 
| 500,000 in 1930; 49,300,000 in 1935, 
| 55,800,000 in both 1940 and 1945, 
-and then moved forward more 
rapidly to 66,500,000 of the 1946 
‘total of 161,000,000. 
| Between 1933 and 1946, the 
MAB shows, circulation of ABC 
Magazines gained 131.5%. Daily 
newspaper circulation in _ this 
period rose 44.8%; yearly motion 
picture attendance was up 66.7%; 
homes with radio sets increased 
| 71.5%. 
| The nation’s population in- 
creased only 12.5% in this period, 
but income payments to individ- 
uals were 256.8% larger. 


‘Plugs Children’s Jewelry 


Marathon Company, Attleboro, 
|Mass., has plans for promoting its 
/Kiddie Kraft line of children’s 
jewelry in 30 rotogravure news- 
|paper sections, over more than 
| 400 radio stations, and with news- 
| paper mats and counter cards for 
dealers. A trade publication cam- 
paign in connection with the ac- 
tivity is based on the theme 
“Three R’s that spell results for 
_you,” the letters standing for 
| rotogravure, radio and retail aids. 


Arndt Ups Seeburger 

Harry Seeburger has been pro- 
moted from assistant production 
manager to production manager 
of the John Falkner Arndt Com- 
pany, Philadelphia agency. 


SY 
CANNOT BE SOLD 
FROM THE OUTSIDE 


| Concentrated Circulation! 

| 92% of the Times 14,906 ABC 
circulation is home-carrier-deliv: 

| ered with a 73% Bayonne famil) 
subscription. Get your story into 
a majority of the homes sit 
evenings every week. 


THE BAYONNE TIMES 


NEW JERSEY 


| BOGNER & MARTIN 

| National Representatives 
| NEW YORK CHICAGO 
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As any keyhole can tell you, people consist of males and females. 
Neutrons, and stuff, cause the male and female to attract one another. 

Once permanently in the same magnetic field, male and female 
set about feathering their nuclear nest with assorted gadgets and 
groceries. 


er : ‘ . 
en pro- Shelling out for coffee means agreeing on the one brand they're 


duction 


anaes both sold on (no female’s going to brew two brands every morning). 
m- P 


Vi 


SOLD 
UTSIDE 


On the other hand, the cigarettes they light up to enjoy with their 


coffee may very well be two different brands — male and female can 


each buy their own. 


But either way — whether you peddle coffee or cheroots, radios 


or wrist watches — you've got to sell two sexes, males and females. 


Either together, or separately. 


lation! _ 

And who can woo males and females like The American Magazine! 
06 ABC , ‘ 
ier -deliv- Dollar for dollar, page for page, no other magazine can match 


1¢ family 
he into the multimillion male-female circulation delivered by ... 
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We WORK or WANT 


Edward L. Bernays, New York; In sending the clipping to us 


public relations counselor, called | 


our attention to the remarkable 
ad of the British government 
which is reproduced on Page 1. 

It applies, of course, with par- 
ticular emphasis to hard-pressed 
Britain. But its philosophy is so 
sound, and so simply stated, that 
it might well be used with equal 
sense in America or any other 
country in the world. 

Here are 94 short, simple words 
that state a fundamental truth 
not for today, but for all time: 

“We are the people of Britain. 

“Together we must face the fact 
that our whole future depends 
now on how much more we can 
produce in a working day. And 
that means everybody, from the 
manager to the apprentice, wom- 


(from the Manchester Guardian 
of May 1), Mr. Bernays com- 
mented upon it as “an interesting 
validation of advertising in a 
crisis period of a people.” 


states a basic economic truth that 

has been too often overlooked. 
What each of us—worker, 

owner, laborer, professional man 


cannot add up to more than all of 
us together put into that pot. 
can share only what exists. We 
can argue—sometimes to good 
purpose—about how the contents 


first of all, there must be some- 
thing in the pot to divide. If we 
spend all or most of our time 


en, as well as men, you along with | 
the man next door. 

“If we get down to it and keep 
at it, we shall pull our country | 
round. If we don’t, very soon we | 
shall have to go without much | 
that our families now take for | 
granted. 

“We’re up against it! 

“We WORK or WANT.” 


| contribute to 


arguing about how to split the 
pot, and less and less of our time 


putting anything into the pot, we | 


all wind up with less to split. 

As the British have put it, we 
work or want. The more effi- 
ciently we work, the more we 
the pot, and the 


more we are able to take out) 


of the pot. 


Business Is Still in the Doghouse 


The Department of Commerce is 
supposed to be of value and assist- 
ance to business, in the same way | 
that the Department of Agricul- 
ture is supposed to help farmers | 
and the Department of Labor is 
supposed to serve labor. 

All during the New Deal days 
business men got the impression 
that they were in the administra- 
tion doghouse. A number of po-| 
liticians—including especially Re- 
publicans—got the same idea, and 
said so, vociferously. 

Now the Republicans control 
Congress, and the Department of 
Commerce gets the worst shel- 
lacking it has ever had, at the 
hands of the Republican - domi- 
nated House appropriations com- 
pretty obvi- 
ously, is still in the doghouse. 

The requested appropriation for 
the Department of 
didn’t 
slashed, by 


mittee. Business, 


Commerce 
trimmed; it got 
$100,000,000. 
The appropriation for the Census 
of Manufactures was cut from 
$5,000,000 to $4,000,000, which is 
But far worse is the 
fact that the appropriation for the 
current program of the 
Bureau of the Census was slashed 
$11,500,000 to $5,000,000. 


just get 
almost 


bad enough. 


statistics 


from 


| vital, 
| and 


Since $1,200,000 of this fund is 
earmarked for foreign trade sta- 
tistics, the actual slash in the cur- 
rent statistics program was from 
$10,300,000 to $3,800,000. 

Perhaps some water can be let 
out of all budgets, but these cuts 
are fantastic. They mean that the 
basic facts which business 
industry need desperately 
now—after seven years of statis- 
tical blackout — will be either 
eliminated, drastically curtailed, 
or issued with far less frequency. 

These figures are absolutely es- 
sential if business is to chart a 
course that makes sense through 
the turbulent economic seas. Their 
absence will hurt every single in- 
dividual in the United States. 
Business won’t be as smart or as 
successful as it might be; job op- 
portunities will therefore decline; 
and government will suffer in its 
tax collections: 

The full appropriation for the 
Census of Manufactures should be 
restored. A minimum of $8,000,- 
000—and preferably more—should 
be allocated to the current statis- 
program. If business wants 
these figures, it had better make 
its voice heard in the halls of the 
House and Senate. 


tics 


We be- | 
lieve it is; but we also believe it | 


—gets out of the economic pot| 


We | 


of that pot should be divided. But | 
we cannot overlook the fact that, | 


—This Week Magazine 


“And now, madam, we're ready to begin the demonstration." 


| 
| 
| Monsanto Report 


,and fires which swept Texas City, 
Monsanto Chemical Company is- 


In the wake of the explosions |°f the reports about the disaster 


sued a report to its stockholders | 


|about the disaster. 
| which seems, to the Ad-libber, to 


It is a report. 


| be a monument in honest report-| 


ing, and a credit to the company 
| which sponsored it. 
Edgar M. Queeny, chairman of 


it he traced the history of the 
catastrophe, beginning with the 
explosion of the French _ ship 
Grandcamp, and the progress of 
fire and explosion, listing the fa- 
talities — “Charles Comstock, the 
division’s technical director; B. F. 
Merriam, chief plant engineer; 


the board, signed the report. In/'! 


R. E. Boudinot, production man- | 


|ager; R. D. Southerland, safety 
engineer; and F. A. Ruecker, chief 
power plant engineer and all his 
staff, are dead. 
'and promising chemists who were 
| supervising production in differ- 
'ent departments, 16 perished, leav- 


Then Mr. Queeny turns to some 


which were untrue. He 
flatly: 

(1) Monsanto was not making 
ammonium nitrate, nor was _ it 
loaded from Monsanto docks, nor 
does the company use it; 

(2) There were no major ex- 
plosions in the company’s plant, 


says 


and “none of the minor ones .. .| 


was great enough to cause any 

damage outside our plant area”’; 
(3) “Our Texas City operation 

was not considered a hazardous 


one—no more so than oil refining, | 


which it resembled. It carried the 


same insurance rates as oil re- 
fining.” 
(4) An irresponsible criticism | 


of the plant’s 


/construction company which em- 


Of 17 young | 


ployed the man who criticized the 
plant. “In rebuilding, we expect 


'to utilize the same type of con- 


|ing behind many young widows | 


'and families of tiny ones. To this 
list may be added other technical 
men who are still in critical con- 
Gun. 

Then Mr. Queeny told what his 

company has done to assist the 
families of men killed in the ex- 
| plosion: 
(1) Payment of $1,000 to each 
‘widow or nearest dependent; 
group insurance payments averag- 
ing between $6,000 and $8,000, 
with payments beginning to be 
made 48 hours after the blast; a 
payment of $20 per week for 360 
weeks to widows, as required by 
Texas law: all cases of hardship 
were asked to contact the com- 
pany’s Texas City personnel of- 
ficer who had “authority to deal 
liberally with them”; 


(2) Hospitalization costs other | 


than those covered by the Blue 
Cross scheme were borne by the 
company; full base salaries and 
wages were guaranteed during 
hospitalization; those who received 
permanent injuries would receive 
compensation beyond that legally 
required; 

(3) A housing group made tem- 
porary repairs to the homes of 148 
employes; the company agreed to 
pay for the transportation of re- 
mains of employes whom it had 
moved into the area, to transport 
their families and household 
goods, and guaranteed the sur- 
vivors against loss of equities they 
had acquired in their homes; 

(4) Monsanto’s board has ap- 
propriated $500,000 for the pay- 


ments above legal liabilities and 
to reward outstanding cases of 


heroism and “we hope our stock- 
holders will approve the use of 
this part of their profits .. .” 

(5) Monsanto employes in other 
cities are taking up voluntary col- 
lections for the disaster areas, and 
Mr. Queeny lists the plants where 
the contributions are being made. 


/ rumors 


struction.” 

(5) Rumors that the company 
was inadequately covered by in- 
surance are untrue, although the 
company does not yet know what 
its replacement costs will be and 
how its insurance income will 
match them. 

Candidly, Mr. Queeny admitted 
the loss of such a unit would ad- 
versely affect profits. He pointed 
out that the unit was the pioneer 
in producing styrene, necessary 
for the synthetic rubber needed 
so badly after Pearl Harbor. The 
plant and many of the men who 
manned it are gone, but “not the 
products of their minds 
[which] will continue to 
their fellow men.” 

No report like this is easy to 
write, but we’ve seldom seen one 
which told the worst of a situa- 


serve 


tion, what the company had done | 


to better it, and laid at rest the 
which inevitably follow 


any major calamity, with such 
skill and honesty. 
Jottings 

Bombi Perfumer, Inc., New 


York, calls attention to the fact 
that a recent issue of Harold 
Hutchins’ Drug & Cosmetic News- 
letter was perfumed with its 
“Black Magic.”” Remember the 
perfumed ink craze? If not, see 
AA for ’39 and ’40... 

Michigan State College, East 
Lansing, uses a booklet much like 
a corporation report for its an- 
nual president’s report to the 
governor and state board of agri- 
culture. . . 

A Miss Mabel Somerville is 
now visiting in the U. S., seeing 
American radio. She is on leave 
from her job as assistant con- 
troller of talks for BBC... 

Sharp & Dohme, Philadelphia, 
used ads stressing the importance 
of smallpox vaccination in Time 
and Newsweek for April 21, timing 
them nicely to catch New York’s 
vaccination wave... 


design was later | 
repudiated by the president of the | 


Advertising Age, May 19, 1947 


The following documents may be 
secured without charge from coim- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 


letterhead. Address ADVERTISINc 
AcE, 100 E. Ohio St., Chicago |}. 
Ill. 


No. 2758. The Making of a 24- 
Sheet Poster. 

McCandlish Lithograph Cor- 
poration has completed the third 
reprint of its booklet, which ap- 
peared originally some years ago, 
and has been used by artists, ad- 
vertising classes and art schools as 
a source book on 24-sheet poster 
production. 


No. 2764. The Metalworking In- 
dustry Reports on Prospects 
for 1947. 

_ Trends, and the 1947 outlook for 

|the metalworking industry are 

discussed in this brochure, the ma- 
| terial for which was prepared by 
| the editors of Steel, a Penton pub- 

‘lication. Graphs and charts il- 

lustrate coverage of production, 

plant capacity, employment, in- 


dustry shifts, costs, prices and 
profits. 
No. 2776. The Toledo Market. 


Hot off the griddle is this brand 
new market study issued by the 
Toledo Blade. With charts, maps 
and tables, it provides detailed 
data on the city’s retail trading 
area, metropolitan Toledo and the 
corporate city, giving an explana- 
tion of population groups, home 
ownership, distribution of single 
residences, manufacturing, and 
coverage of the market by the 
Blade. 


No. 2786. Report No. 3, Continu- 
ous Consumer Brand Inven- 
tory of Grocery Products. 

The Pittsburgh Sun-Telegraplh 

has issued the third report in its 
continuing study, giving the de- 
tails on brand data resulting from 
household inventories made dur- 
ing December, 1946, and January, 
1947. The area of investigation 
was extended for this study to 
include the entire ABC city zone 
of Pittsburgh. This area contains 
a population in excess of 1,000,000 
as against the two-thirds million 
in the corporate city, former area 
of the study. The total panel of 
760 households remains the same, 
but 290 of the households were 
dropped by random drawing fron 
the corporate city sample and the 
number added in the area beyond 
the corporate city zone. 


No. 2787. Gold Buckle on th 
Cotton Belt. 


This market data file folder, is- 
sued by the Commercial Appea 
and Memphis Press-Scimitar 
enumerates Memphis industries 
lists wholesale and retail sales an: 
important outlets, and tabulate 
population, retail sales and news 
paper coverage in counties an 
towns over 2,500 in the market. 


No. 2771. A Picture of the Ameri 
can Teacher Out of School—! 
School. 


This study, made by Stat 
Teachers Magazines, reports a sul 
vey of subscribers in 39 states, an 
covers ownership of autos, radio 
etc., preferences for branded prod 
ucts, travel expectations and othe 
extra curricular information. Th 
“in school” part of the report dea! 
with practices in teaching nutri 
tion and cleanliness, use of radi 
and visual education, and the us 
of informative advertisements i 
the classroom. 
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First in Fiction Linage 


Ameri 


act First in Good Looks Linage 


Stat First in Home Furnishing Linage 


a sul EDITORIAL Second in Food Linage 
es, an RECORD ay 


pene First in Health Linage . 
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— With the Greatest Editorial Linage Gain for 
the First Quarter in the Woman’s Service Field. 


OMAN’S HOME COMPANION .. . AVERAGE MONTHLY CIRCULATION OVER 3,700,000 
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LIVING-DINING COMBINATION 


Sells more to homemakers 


because il does more 
for homemakers 


Do you sell anything used to furnish or decorate 


homes? If so, your best Chicago customers and 
prospects are going to be made particularly receptive 

to your offers by a unique series of presentations coming 
up in the Chicago Tribune during the months ahead. 


Last month a distinguished jury of interior decoration 


authorities completed the first phase of an editorial 


program more ambitious in concept and scope than any 


Similar project ever before attempted by any publi- 
cation—the Chicago Tribune’s $26,250.00 
“Better Rooms for Better Living” competition. 
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(RCH AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 1,040,000 — SUNDAY, OVER 1,500,000 


THE CREAM OF 1,600 ENTRIES 

There were 161 awards ranging from 
$1,000.00 to $100.00. Despite the stiff 
requirements of the contest more than 
1,600 entries were received. The excel- 
lence of the entries has amazed and de- 
lighted artists, designers, architects and 
leaders in the furniture and home fur- 
nishings field. Many entrants utilized 
from three to six 20x30 inch sheets of 
illustration board to set forth the wealth 
of detail required. 


Reflecting the broad, national scope 
of the ideas received, the winning entries 
represent the work of creative talent liv- 
ing in 25 states and the District of 
Columbia. [llinois led with 61 winners, 
New York placed second with 24 and 
California third with 12. 


SELECTING THE WINNERS: Assuring the technical and 
esthetic excellence of the winning entries was this distinguished jury 
of interior decoration authorities, left to right: Sterling B. McDon- 
ald, industrial designer and consultant, Chicago; Marie Kirkpatrick, 
furniture designer, Grand Rapids, Mich.; McStay Jackson, Presi- 
dent, McStay Jackson Co., industrial and interior designers, Chicago; 
Marc T. Nielsen; national board chairman, American Institute of 
Decorators, Chicago, and Meyric R. Rogers, curator, department of 
decorative and industrial art, Art Institute of Chicago. 


; 


Reproduced here are the original draw- 
ings of a number of prize winners. In 
black-and-white, they give only a hint 
of the power of the full-color adapta- 
tions now being prepared for presenta- 
tion to Chicago Tribune readers. 


SERVICE THAT BUILDS SALES 


Timed to capitalize the interest created 
by the return to the market of many 
long scarce items of furniture, furnish- 
ings and appliances, this project illus- 
trates the practical, aggressive action 
with which the Chicago Tribune seeks 
to serve the interests of readers. 


It provides another example of the 
hard-driving enterprise which spares no 
expense or effort to keep out in front of 
an alert public—the reason why the 
Tribune keeps out in front as Chicago’s 
most productive advertising medium. 


THE WORLD’S GREATEST NEWSPAPER 


MASTER BEDROOM 


KITCHEN 


Chicago Tribune Representatives: 
A. W. Dreier, 810 Tribune Tower, Chicago 11 
E. P. Struhsacker, 220 E. 42nd St., New York City 17 


Fitzpatrick & Chamberlin, 
155 Montgomery St., San Francisco 4 


W. E. Bates, Penobscot Bldg., Detroit 26 


MEMBER: AMERICAN NEWSPAPER ADVERTISING 
NETWORK, INC., FIRST 3 MARKETS GROUP, AND 
METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Evans Launches Drive Esquire, Life and True, and is) $tarts Belt Campaign 
using trade publication copy) 


which stresses the fact that slip- | 
Wakefield, Mass., has launched a pers are year-round sellers. 


L. B. Evans’ Son Company, 


campaign in American Magazine, 


_T.M.Reg. U.S, Pat. Off. 
Self-adhesive displays 


. SIMON ADHESIVE PRODUCTS CORP. | vertising with Walsh Advertising, Don S. Hall, who prior to serv- | sociates, New York, to handle its 


220 Fifth Avenue, New York I, N.Y. Inc., Montreal. National maga-| ing in the Army was in the adver- 


| zines will be used. 


ule in Esquire and The Saturday | 
Evening Post, featuring Boston! John W. Walter, 


| belts for men. 


'tising department of Gruen Watch tion. 


Company, Cincinnati, 


3 appointed assistant director of ad- 
George Frost Company, Shirley, | yertising and sales promotion of 


The | Mass., affiliate of President Sus-|Gorham Company, Providence, 
schedule will be stepped up for| Pender Company, has started a/R. I. 
the holiday promotions. Dealers entien aia ane color — hed | 2 
, . will be provided with newspaper | /!cauon ads, plus a regular sched- am ars 
Write for information on cane and display material. Walter N es M h 


E Z t . 5 Td K ‘Seisihdden Wah Aabions 


| Parisian Leather Goods Com- . 
| pany, Montreal, has placed its ad- Gorham Appoints Hall 


‘Island City, distributor of major 
|and traffic electrical appliances in 
|the greater New York area, has 
|named Terrill Belknap Marsh As- 


publicity, advertising and promo- 


These Famous Firm 


Pee 


RCA—VICTOR 
PHILCO 
ALLIS-CHALMERS 


DR. PEPPER 
DUO-THERM 
DEEPFREEZE 
BENDIX HOME APPLIANCES 


1847 ROGERS BROS. 
NORGE 

IRON FIREMAN 
SARGENT PAINTS 


For Displays 
that SELL! 


New York Office, Circle 57570 « Chicago Office, Briorgate 0066 « Los Angeles Office, Hempstead 484! 


REPRESENTATIVES IN ALL PRINCIPAL CITIES 


—— 


A great number of the best-known brand names in America are 
displayed on neon and fluorescent product-identification signs 
designed and produced by Neon Products, Inc. 

This distinguished clientele offers proof of the superior 
quality of our signs and our recognized leadership in the field. 

Nearly twenty years of specialized “know how,” plus the most 
advanced creative and mass production facilities, enable us to 
supply the very finest in illuminated displays . .'. . dynamic, 
eye-appealing, sales-stimulating signs that give long, trouble- 
free service. 

Our expert designing staff is completely at your command. 
Just tell us your requirements—trade-mark, slogan, colors, etc. 
We'll gladly submit sketches and samples with complete plans, 


without charge or obligation. 


"QUALITY NEON AND FLUORESCENT SIGNS ...%IN QUANTITY” 


Advertising Age, May 19, 1947 


National Wage 
Policy Possible, 
Slichter Says 


Boston — The outcome of the 
present economic battle of the 
unions for higher wages may be 
a national wage policy to contro} 
the results of collective bargain- 
ing by relating wage increases 
closely to the over-all increases 
in output per man hour, Sumney 
H. Slichter, Harvard University 
economist, told the 27th annual 
conference of the National Asso- 
ciation of Mutual Savings Banks. 

If the trade unions push wages 
up faster than the engineers and 
managers raise output per man 
hour, one of two things will hap- 
pen, he said. Either there will be 
;a steady increase in unemploy- 
|ment until the bargaining power 
of unions has been reduced to 
such a point that they are unable 
_to raise wages faster than output 
| gains, or there will be an off- 
| setting rise in prices. 
| “In my judgment,” he said, “the 
/community will insist upon the 
‘rise in prices. Hence the strong 
| labor movement probably will 
mean that the long-run trend of 
| prices will be upward.” 


Prices Up 20%-30%? 


Prices may have to rise from 
20% to 30% every decade in order 
to compensate for the ability of 
trade unions to raise wages faster 
than output rises, he said. 

“T have great confidence in the 
\ability of the American economy) 
_to raise output faster per man 
hour than any other economy,” 
‘he declared. “No regimented 
economy can hope to compete in 
dynamic drive with an econom) 
which possesses nearly 10,000,000 
| centers of initiative. One may ex- 
,pect the American economy t 
|solve the problem of production 
|far more effectively than any 
other economy.” 

| Much depends on how effectivel) 
the U. S. deals with three eco- 
nomic problems, he said. These 
are (1) how to develop interna- 
tional economic policies which fit 
|'the political responsibilities  th« 

U. S. is assuming; (2) how t 
develop cooperation between 14.- 
000,000 organized workers and 
management; and (3) how t 
| operate the economy with stabil- 
| ity, avoiding ups and downs. 


WOV Studies Audience 


Station WOV, New York, has 
completed an intensified audienc¢ 
audit to obtain specific informa- 
tion on listeners’ buying habits 
economic status, residence, and 
{likes and dislikes. The researc! 
is being made available to spon- 
sors as an aid to analyzing rad 
advertising. 


Joyner Appoints Schock 


James O. Schock, former!) 
northwest sales engineer for J. ) 
Seeburg Corporation, Chicag 
phonograph manufacturer, has 
been appointed sales manager 
the Joyner Corporation, Chicag» 
manufacturer of electrical and 
mechanical products. 


It's sim e to reach 


top chain store men when 
you advertise in 


7 specialized pub- @ 
lications for executives 
and store managers 
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— In 1946, the first full year of radio set manufacture for civilian use since the end of 


ae the war, U.S. radio manufacturers set an all-time production record. 


audience 
nforma- 
’ habits 
a. Soe What happened to these new sets? 
to spon- 


ng rad How many new radio homes resulted? 


— What is the effect on total radio listening? 
former!) 


for J. ? What are the latest facts on multiple set homes? 

r, has ° ° e ° ° ° 

nager How much higher is total listening in multiple set homes? 
cal and 


How many sets are now—today—actually in use? 


In short, what are the true dimensions of radio today? CBS set out to get the answers 


early in 1947. Here they are—the results of the largest, most up-to-date survey of 


radio since the war—new facts of tremendous importance to all advertisers. 
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] Total U.S. radio homes today 
—35,900,000—an all-time peak 


The first finding of the new survey is that 35,900,000 U.S. 
homes now have radio sets in use...an increase of 1,902,000 
over the 33,998,000 reported by BMB as of January 1, 1946. 


In all, the study reveals, America’s radio families own and 


operate a total of 53,500,000 receivers—exclusive of auto- 


mobile radios. 


Dy, Today, 93% of all U.S. homes 


have radios in use 


The CBS survey counted only sets actually in operation as of the 
first two months of 1947, found that 93 out of every 100 families 
have radios in use. Accordingly, Columbia believes, this figure 
isa highly realistic estimate of the total number of families being 
reached by radio today. 

How radio families have grown since the 1940 census is 


shown in this chart: 


millions 


35 


34 


33 


32 


31 


30 


29 


28 


1940 1941 1942 1943 1944 1945 1946 1947 


2 Multiple set homes —now | in 3 


—show 89% increase 


The number of secondary sets people have bought provides one 
of the most striking evidences of the public's intense appetite 
for radio. The new CBS survey shows that today, 9,600,000 
U.S. families own two sets; 2.400.000 own three, and 950,000 
own four or more. (One Tennessee family visited by the inter- 
viewers had a total of 13 sets in operation —four in automobiles 


and nine in the home.) Today, in fact, J in every 3 U.S. families 


owns more than one radio...an increase of 89% in multiple sei 


homes since the last comparable survey, three years ago. The 


figures: 
| 
MULTIPLE SET HOMES | 
OCR — 1944" CBS — 1947 
% of allhomesowning2 radios . . . . 14% . . 25% | 
% of allhomes owning 3 or moreradios . 4% . . 9% | 
Total multiple set homes 18% 34% | 


*An area-sample survey reported by the Office of Civilian Requirements (W PB) 


A further indication of the public’s appetite for radio—and one 
which highlights the companionship which millions of listeners 
seek and find in radio—comes from analysis of the location of 
radios in the home. Interviewers found that, while the usual! 
setting for the family radio is the living room, more and more 
sets— particularly in multiple set homes—are being installed 
in such important rooms in the family’s daily life as bedrooms 


and the kitchen. The figures: 


LOCATION OF NEW SETS IN THE HOME 

Location of set All sets Sets bought in 1946 only 
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A 1 in every 5 families bought 


a new radio in 1946 


The new CBS study shows that 20.5% of all U.S. families bought 


one or more new radios in 1946, Clearly, the extent of these 


purchases in a single year is extraordinary testimony of the 


American people’s eagerness to buy new radios, better radios. 


and more radios. 


5 Total home sets bought 
in 1946: 8,500,000 


A good part of the sets manufactured in 1946 supplied the 
normal inventories of dealers, but 8,500,000 —well over hall! 
the total production—found their way into U.S. homes before 
the year was out. (An interesting corroboration of this figure 


comes from analysis of the Radio Manufacturers’ Association 


data o 
RMA. 
1% hi 

A 
cut ac 
huge t 
averas 
—as ¢ 
rural } 


Distri 
1946 


PB a 
ee ee 
a 
_ 
- {LU 
m T/lTIITIIZ 
- ite MGS MT a T 
| ve ON es Ys 
a 
: : i a 6 
S JA 
s sere E 
: ce OE OD ES —————————— ———— 
i ee ee | 
4 a 
_ 


once 


ners 
n of 
sual 
nore 
illed 


OMS 


yught 
these 
f the 


idios. 


ds the 
r hal! 
before 
figure 


‘jatiol 


data on radios sold last year. Excise tax figures reported by the 
RMA indicate a sale of 8,600,150 home radios in 1946 — about 
1% higher than the finding of the CBS survey.) 

And, as was always true before the war, radio purchases 
cut across all economic and geographic lines in rolling up the 
iuge total for 1946, Distribution of set purchases by prosperous, 
average and poor families showed a remarkably even pattern 
—as did distribution of set purchases among families in rural, 


rural non-farm and urban areas. The figures: 


| 
RADIO SET PURCHASES IN 


“/o of all families in each group 


1946 


Prosperous Average Poor 

Bought | or more radios in1946 . . . 23% .. . 20% ... 19% 

ae palletes = Se ee 
Rural 

Urban non-farm Farm 

Bought | or more radios inI946 .. . 19% ... 22% .. . 23% 


Distribution of set ownership today (including sets bought in 
1946) is shown below: 


ECONOMIC DISTRIBUTION 


%/o of all families in each economic level 


98% 97 % 
OWN RADIOS OWN RADIOS 
| 86% 
| OWN RADIOS 
54% 

OWN 2 OR MORE 

35% 

OWN 2 OR MORE 
| 16% 
| OWN 2 OR MORE 
| PROSPEROUS AVERAGE POOR 


GEOGRAPHIC DISTRIBUTION 


‘fo of all families in each type of community 


6 Total public outlay for new 


95% 93% 
OWN RADIOS OWN RADIOS 85 
OWN RADIOS 
39% 
OWN 2 OR MORE 
26% 
OWN 2 OR MORE 20% 
OWN 2 OR MORE 


URBAN RURAL NON - FARM RURAL FARM 


radios in 1946: $330,000.000 


This expenditure, huge as it is, represents only part of the value 
the public at large placed on radio in 1946. It does not include 
the cost of repairing the sets that had been out of working order, 
or the normal electric power costs of operating the nation’s 


radios (the latter item alone usually runs well in excess of 


$200,000,000 a year). 


7 Total radio listening up 
4,600,000 hours per day 


to an all-time peak 


‘lo supplement the quantitative data unearthed by the set owner- 
ship survey, CBS asked A. C. Nielsen to undertake a special 
study of his Radio Index data on listening. The resulting figures, 
applied to the new CBS findings, provide a relatively new con- 
cept in radio listening measurement—total family hours of 
listening per day. They spell out some of the “hidden values” 
in present day total radio ownership. 

In total listening hours per day, 1946 was ahead of 1945 
—the year with the highest previous listening —by 4,600,000 


hours. The figures: 


TOTAL FAMILY HOURS OF LISTENING 


PER DAY 
Jan. | Hours 
1944 120,300,000 
a a eer 
1946 | 46,200,000 
1947 150,800,000 


All figures in this table are based on Nielsen Radio Index 
listening data. Radio family figures used in the calculations (as 
of Jan. 1 each year) are from NAB for 1944 and 1945, from 
BMB for 1946, and from the new CBS survey for 1947. 


THE CBS 1947 RADIO OWNERSHIP 
—~WHO MADE IT—HOW IT 


The survey was made by the Market Research Company 


SURVEY 
WAS MADE 


of America in January and early February 
1947. The sample was set up on an area basis according to new procedures developed by the 
States Bureau of the Census 

The purpose of area sampling is to give highly precise estimates by permittin nterviewers I 
Households are selected by a random 4 dure nd the inter 


P ¢ f thy j nate } ‘ ld ¢ 
viewer must call back where necessary to insure representation of f lesigna isehoid rh 


hoice in the selection of respondents 


sample sreas in which the iterviewing is done are lso selected by a random procedure, Over 9,000 
households were visited in 200 sample 
The Bureau developed and now uses this advan 
is to eliminate sampling naccuracies in surveys 
Phe CBS study is believed to be 
scale by a commercial or 
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What these new facts 
about radio mean to all 


advertisers and agencies: 


1. Radio Ownership is at an all-time high 


2. Multiple Set Ownership is at an all-time high 


3. Total Radio Listening is at an all-time high 


To long-established radio advertisers, these facts demonstrate anew the solid basis on 
which their use of radio for promoting goods and services rests today. 

To new business enterprises faced with the problems of promoting mass sales, 
these facts reveal (perhaps for the first time) the striking opportunity which radio offers 
for reaching and influencing people. 

To all elements of the business community, these facts affirm that radio advertis- 
ing today is a better investment, in terms of sales-per-dollar opportunities, than at any 


time in its history. 


The Columbia Broadcasting System 
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Advertising Age, May 19, 1947 


21 

. Marketers Elect ‘Kennedy Will Head , wood, Consolidated Edison Com-j| bership of 4,782, and in addition 

Hoo er | . . 4 . . . ‘ pany of New York, director. to the New York group (member- 
_Charles Petrie, Falk Corpora-| Special Libraries Ass'n ‘The association, founded 36 


‘tion, has been elected president ship, 1,233), there are 22 other 


i | of the Milwaukee Industrial Mar- Olive E. Kennedy, researc h| years ago, has a national mem-'! chapters. 
f) | keting Association. Others elected | librarian of the National _Elec- 
‘include A. R. Tofte, Allis-Chal-| trical Manufacturers Association, 


'mers Mfg. Company, vice-presi- | has been elected president of the 


ee ie 
f i Second tf d |dent; Bruce Stablefeldt, Black- | yoo Se of — Leger oe ! We're Old Hands walt 
hawk Mfg. Company, secretary;| Libraries Association. ther of- . gent: aden oh cena 
0 U y | Eimer Stein, Dosie & Johnson| ficers are Ruth M. Crawford, NBC,|* = 4% PHOT oO - etscopies for you that are taith- 
.,| Company, treasurer; Joseph Dilot,| first vice-president; Barbara B.|> ~~ COPIE Ss & o..dprints — but quick —in any quan... 
New YorK—C. E. Hooper said| a’ ©. Smith Corporation, local di-| Brown, James O. Peck Company, | ae geey ' 


last week that he will meet with) rector, and Tony Crossman,|second vice-president; Winifred 


the technical committee of the |Cramer-Krasselt Company, na-| Sewell, E. R. Squibb & Sons,| M‘U-\2))@0) 2M6y7'aU(@ ae WaM Men le Gig Drive, Chicago 6 
Broadcast Measurement Bureau | tional director. treasurer, and Josephine I. Green- 

May 29 to propose the use of his | 

diary station listening index in| 
the second BMB study. 

Asserting that the meeting with | 
Mr. Hooper has been arranged at) 
his (Mr. Hooper’s) suggestion, | 
Philip Frank, executive secretary, | 
said if the question were one of | 
deciding who would handle the | 
physical mailing job in the 1948 
survey, Hooper would be wel- 
come to place a bid along with 
others, but if it were a question 
of the technique to be used in the 
study, BMB could make no com- 
ment in advance. 

The committee, however, is 
considering making certain 
changes in the ballot to include 
such factors as the average daily 
audience and total weekly audi- | 
ence for individual radio stations, | 
Mr. Frank said. 

Asked to explain exactly what 
proposition he intended to make 
to the technical committee, Mr. | 
Hooper answered: “I will ask | 
them to commission me to do the 
job for them. We will use our 
methods in the field work, but 
the editing, publishing, distribut- 
ing and collecting will be up to 
BMB.” 


Points to NBC Survey 


He pointed out that C. E, 
Hooper, Inc., made an all-county 
survey for NBC in 1939 and had 
used the diary, which originated 
at CBS, in several studies made 
for that network. 

Meanwhile, the American As- 
sociation of Advertising Agencies 
and the Association of National 
Advertisers, principal champions 
of the BMB since its inception, 
came to the support of the tri- 
partite organization. 

Harold Beckjorden, assistant ex- 
ecutive secretary in charge of 
media relations for the Four A’s, 
said that agencies, which are 
showing increasing evidence of 
the use of the first BMB study, 
still are very enthusiastic about 
the BMB. 

Asserting that advertisers have 
great faith in the findings of the 
BMB to date, Edward T. Batchel- 
der, secretary of the ANA, char- 
acterized the services performed 
by the research agency as “very 
important and necessary.” 

Both Mr. Beckjorden and Mr. 
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sufficiently familiar with the ch over 92 PE jous ao - 
Hooper diary index to compare it Wi a rhe 4 erits i a 
with the ballot technique (which centrate t cald-Expre® a planne 
they described as satisfactory), con s, the He ny campate 
employed by the BMB in Study a retail zONe>> dium in 4 
No. 1. | a® the basic me 

| stion 4S et 

| positto his miracle mark 

et 
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CHICAGO SPACE asl 
SALESMAN WANTED 


A national monthly, leader in 
its field, wants an EXPERI- 
ENCED SPACE REPRESENTA- 
TIVE for Chicago staff. 


Complete familiarity with 
Western territory, impressive 
sales record, wide personal ac- 
ceptance prerequisite. 


25%, to 50% salary increase. 
Interviews convenient to your 
present location to be arranged 
within a week. All information 
received is confidential. Ad- 
dress 


Box 6721, ADVERTISING AGE 
330 West 42nd Street, New York 18 


BMB to Use ee ae 
- 
pe 
° a 
VLAN UAE ues “ 
«2 
A single county —Los re ae for a 
approximately 40 pet cent of California's entire population aol 
retail sales, puyins income and auromouve registration 7 
Likewis¢ it is the source of over 50 pet cent of che : a 
state’ S gotal factory payrolls: Ir is the West's FIRST and 
the nation § THIRD jargest and richest market. - 
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Inventories Up; 


So Are Prices in 
Radio Parts Field 


Labor, Material 
Levels Will Prevent 
Heavy Price Cuts 


Cuicaco—In almost direct con- | 


trast to the condition of the radio 
parts industry last year—when 
shortages existed in almost every 
line—frantic buying during the 
year and overproduction by some 
manufacturers has_ resulted in 


heavy but spotty inventories, de- | 


mands for price cuts, and return 
of the much-vaunted “buyers’ 
market.” 

There appeared a general feel- 
ing at the 1947 Radio Parts & 
Electronic Equipment Conference 
& Show, held here May 12-16, that 
prices of radio parts are too high, 
but also that the industry has, 


| 


for the most part, caught up with | 


the tremendous demand that has 
existed since the beginning of the 
war. 

S. W. Berk, Concord Radio Cor- 
poration, Chicago, told AA that 
extra sales boosts, including addi- 
tional advertising, are needed to 
move some types of parts. He 


declared that there is considerable | 


opposition by buyers to some of 
the current prices. 

While scarcities in loudspeakers, 
copper and magnetic metals, as 
well as cabinets and steel, con- 
tinue to plague the industry, labor 
costs at their present level will 
prevent any appreciable reduction 
in prices, declared Jerome Kahn, 
president of Standard Trans- 
former Corporation, Chicago. He 
said that the over-all industry 
wage amounts to $1.08 per hour, 
virtually double that of prewar 
days, and, further, that wage 
levels show no signs of lowering. 


Prices Stabilized 


Bond Geddes, of the Radio 
Manufacturers Association, told 
AA that there is a demand for 
larger distributor discounts. He 
declared that the present situa- 
tion, with radio set manufacturers 
suffering from overproduction, will 
be stabilized by about July, 1947. 
Present price cuts, he said, will 
not last long. Costs of materials 
and labor, Mr. Geddes declared, 


will keep radio set prices at about | 
their present level, despite hope- | 


ful predictions that there is such 
an oversupply that dealers will, of 
necessity, cut prices substantially. 
The current overstocking of radio 
sets, he said, is due to heavy out- 
put of table models by numerous 
makers when cabinets for other 
types were scarce. 


He predicted that if radio set | 
production remains at the point 


established during the first four 
months of this year, there will be 
about 18,000,000 sets made in 


1947. Business trends, however, | 


will bring this number to about 


The Grocery Editions of 


CHAIN STORE AGE 


provide complete coverage of the 


7-billion-dollar 


chain grocery field 


14,500,000 or 15,000,000 by year’s | 
end, he said. Production in 1941 | 
was estimated at about 13,500,000 | 


sets. 
Inventory Reports Set Up 


Stability in the radio parts mar- 
ket is predicted soon, according to | 
Mr. Geddes, who said that RMA} 


to complete inventories. He said | 
that about five of these reports | 


have been sent out to the industry | 
since February. At the same time, 


ated scattered reserves of given | 
parts while other sections of the 
industry may be extremely short 


stockpiles. 


Geddes said, that when coopera- 
in clearing 
he pointed out that there is no one | stocks becomes effective, stabiliza- 
part which is scarce for all) tion of the parts market will be 
| makers. Varying inventories § effective to an extent unknown 
| throughout the country have cre-| since the beginning of the war. 


Delay Changes 
It was evident at the exposition 
is operating a clearance service| of the same item. He blamed| that numerous manufacturers had 
report whereby manufacturers of| many of the present shortages on | Surrendered hopes of radical de- 
sets may exchange items needed|this uneven series of company sign change, to gain needed pro- 
|duction of scarcer parts. 
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| were only getting back into busi- 
|ness following the series of short- 

ages which virtually paralyzeq 
| production. 

Hallicrafter is showing its new 
radio, phonograph and wire re- 
corder combination, which will be 
| offered to the public during the 
latter part of 1947, and which 
will be priced at about $1,000. 

Many of the 169 exhibitors 
were quick to admit that they 


Many /|had gained knowledge and ex- 


It is the industry’s opinion, Mr. | frankly said that they felt they} perience during the war which 
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enabled them to enter private 
business for the first time as any- 
thing but government suppliers. 
Workshop Associates, Inc., Newton 
Highlands, Mass., told AA that it 
had gained the “know-how” dur- 
ing the war and had blossomed 
at the beginning of peace into a 
full-fledged maker of antennas. 
These and other manufacturers 
oi parts were visited by an esti- 
mated 7,000 persons from all parts 
of the U. S. and 14 foreign coun- 


tres. 


Chicago Adwomen Elect Motorola Ups Handwerg | 

The Women’s Advertising Club, Howard C. Handwerg, regional 
of Chicago has elected Leah An-| sales manager of the north cen-| 
derson, Foote, Cone & Belding, as| tral area, has been promoted to | 
its president. Other officers elected assistant sales manager for Motor- 
are: Marion Luce Govan, free-| ola home and auto radios and car | 
lance writer, first vice-president; | heaters, made by Motorola, Inc., | 
Annia Hart, Sears, Roebuck & Co.,| Chicago, formerly Galvin Mfg. 
second vice-president; Frances | Corporation. 
Hornaday, Sears, Roebuck & Co., | 


recording secretary; Virda Young- | Weston Agency Moves 
berg, State Teachers Magazines,! The Frank Weston advertising 
corresponding secretary, and Flor-| agency has moved to 837 Indus- 


| ence Mueller, Chicago Times, | trial Trust building, Providence, 
| treasurer. 1, Ee 


23 


Dincin, of Pictorial Research, as 
secretary, and Archibald U. 
2 - Braunfeld as treasurer. 
Video Society The list of new ATS directors 
New YorkK—Don McClure, di- | includes: Mr. Shupert; Edward 
rector of television for N. W. Ayer | Sobol, NBC; Paul Mowrey, ABC 
& Son, has been named president video director; Charles J. Durban, 
of the American Television So-| United States Rubber Company; 
ciety for the coming year. He suc-| Charles Alicoate, Advance Tele- 
ceeds George Shupert, Paramount | vision Picture Service; Edward 
television executive. Stasheff, educational consultant 
| Herbert Taylor, chief of station for WCBS-TV, and Jack Levine. 
/equipment sales for DuMont, was | 
|elected vice-president, with Dian | 


‘Columbia Records 


McClure to Head 


‘the Webster Electric Company, the Weste 


Rauland Corporation. 


t CT: In 1946, Business Week carried 


FACT: 


In 1946, Business Week carried 


zines combined. 


eral-business or general magazine. 


WHEREVER YOU FIND IT 
YOU FIND A 
MANAGEMENT-MAN — 
WELL INFORMED 


. a BW advertis 


in the communications field who have been with Business Week 


‘for 10 years or more include the Radio'Corporation of America, 

| Bell Sound Systems, Inc., Dictograph Products, Inc., and the - 
MUNICATIONS advertising than any national newsweekly. 
MUNICATIONS advertising than all other general business maga- 


FACT: Per advertising dollar, Business Week reaches a 


greater concentration of management-men than any other gen- 


R ta S$ ON ¢ Advertisers of business goods and services 


know that Business Week is a profitable “buy” because... 


ne. ie. *Based on Publishers’ Information Bureau analysis of 1946 advertising. 


‘ - . 

‘Plugs ‘Carnegie’ Film 
| Timed to capitalize on the de- 
|mand arising from the United 
| Artists Musical, “‘Carnegie Hall,” 
/Columbia Records has a new 
|album, featuring the best songs 
from the film as sung by Lily 
| Pons, Ezio Pinza and Rise Stevens. 

As an aid to dealers for promo- 
tional tie-ins, Columbia has pre- 
pared a special window display 
built around the new album, and 
merchandiser cards which call at- 
tention to other selections from 
| the movie that are available on 
Columbia wax. 


NEE 7. 

‘ % ' 4 
#4 C T: For 18 years the American Telephone & Telegraph oo s y i) 
Company has advertised consistently in Business Week. Others >» 2 4 


rn Electric Company, 


 *Proved 


ites Builders! 


more pages of *COomM- 


more pages of *COM- 


New business, re- 
orders, result from 
decal marked 
products with mfrs. 


identification, in- 


struction, lubrica- 


PRODUCT 
IDENTIFICATION 


tion, etc. 


Easily applied, 
durable decal dec- 
erations provide 
the appeal that | Sh 
catches the eye — 
and the sales too. 


Attractive decal 
window signs sug- 
gest, remind, ond 
sell — making 
“go-buys” of “go- 
bys”. 


Americon decals 


make moving bill 


boards of your 

trucks. Uniform 

durable speedy 
effective — 


TRUCKS 


economical 


Write for FREE Illustrative Folder 
on Company Letterhead Please. 


AMERICAN DECALCOMANIA CO., 


4346 W. Fifth Ave. 636 Eleventh Ave. 
“Chicago 24, Il. New York, N. ¥7 


Please Send Free Folder Illustrating 
various Decal Products, their uses and 
how they help “Build Business’. 
NAME 

ADDRESS 


city 
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The Building Plans of 
New England Farmers 


Our readers represent more than four out of every five farm families 


in New England. 


We have a survey for you of their building and remodeling plans. 


Many interesting facts are revealed, such as — 
10.4°, Planning New Dairy Barns 

18.9°, Planning New Roofs 

18.2°/, Planning Heating Plants 

54.3°/, Planning to Paint House 


We will be glad to mail you a copy 
of this farm building survey. 


SPRINGFIELD (3), MASS. _ 


Economy Ax Cuts Scope 
of ‘47 Manufactures Study 

WASHINGTON—Unless the House 
appropriations committee is re- 
versed and the Census Bureau 
gets more money for its current 
statistics program, the 1947 Cen- 
sus of Manufactures may be less 
satisfactory than many had hoped. 

Aside from the 20% cut in funds 
earmarked for the census, officials 
are deeply concerned about heavy 
additional overhead costs which 
Census will have to pay if Con- 
gress agrees to chop $6,500,000 
from the $11,500,000 current sta- 
tistics fund. 

The original $5,000,000 estimate 
for a Census of Manufactures 


By STANLEY E. COHEN, Washington Editor 


|counted on the availability of the 
| specialists who compile monthly 
and quarterly figures for various 
\trades and commodities. These 
|people with their up-to-date 
mailing lists, would hold prepara- 
tory work on the census to a 
minimum. 

With the current statistics pro- 
gram cut to half its present size, 
they cannot be retained nor can 
their work be kept up to date. 
Since this preparatory work must 
|then be paid out of the funds for 
the Census of Manufactures, there 
will be less detail, and fewer 
tabulations for industry. 

* * * 
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Trademark 


about the “Streamliner”’ 
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1. The Streamiiner 


is more brilliant than neon, a 


The Streamliner R 


compact than neon. <i 


is more 


The Streamiliner 

costs a fraction of neon 

4. The Streamliner—reproduce 
brand names, superior to neon 
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WRITE, WIRE, OR PHONE FOR FULL DETAILS. 4 


OHIO 
ADVERTISING DISPLAY CO. 


1216 JACKSON ST. 


CINCINNATI 10, OHIO 
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Act goes into effect July 5, Pa‘en; 
Office expects a land-office busi. 
ness. Commissioner Casper Ovm; 
estimates that trademark applica. 
tions will hit 35,000 this year, 60. 
000 next year, and that trademark, 
granted will number °10,000 this 
year and 50,000 next year. Ap. 
plications reached 8,462 in 194). 
the biggest trademark year of the 
prewar era. A peak of 11,329 
grants was hit in 1937. 
oe * 7 

Milton Caniff’s new comic char- 
acter, “Steve Canyon,” will be iy 
a bad way when he learns of the 
Civil Aeronautics Board ordey 
prohibiting cargo carriers from 
carrying persons or property out- 
side the United States and _ its 
possessions. CAB’s latest rules for 
“non-scheduled” firms establishes 
an “all-cargo carriers’ class for 
large freight carriers interested 
in advertising regular flight sched- 
ules. It retains an “irregular air 
carrier” service for small firms 
limited to “for hire” service. The 
“all cargo carriers” are eventually 
| to be certificated, but neither class 
| will be: permitted to fly outside 
this country. 

ok * w 

The first of three articles on 
consumer finances — income, sav- 
ing and spending—scheduled for 
mid-June in the “Federal Reserve 
Bulletin,’ should focus light on 
consumer resistance to present 
price levels. Research was con- 
| ducted by the same “team,” now 
|}at the University of Michigan. 
that conducted last year’s famous 
| BAE-Federal Reserve study. 

* * & 
War Department is trying to 
|seare up caiis to Germany for a 
new telephone and telegraph serv- 
ice it has established to the Ameri- 
can and British zones. Though 
messages can be sent to business 
contacts, friends or relatives, com- 
paratively few persons took ad- 
vantage of the opportunity during 
the first weeks the service wa: 
available, the Communications 
| Branch, Internal Affairs and Com- 
munications Division, Office of 
Military Government, complained 
Calls, at $12 for three minutes, are 
placed with the regular long dis- 
tance operator. 

OK * * 

FTC’s stuffy normalcy was up- 
set during final arguments in what 
we shall call ““FTC vs. Coty’s dem- 
onstrators’” when Coty President 
Phillip Cortney brought 10 of his 
loveliest into the hearing room 
As the commission finished this 
second in its series of seven ac- 
tions against demonstrator set-ups 
in the cosmetic industry, it heard 
cosmetic supervisor Betty Spare 
explain her job, and watched 
other demonstrators through their 
routines. 
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HERE’ 
Your New Boo 


OFFSET CUTOUTS 


BRAND NEW! Biggest $3.00 worth in adv.r 
tising. 2200 headline display cutouts, usable « 
art. 52 pages of ideas, expertly compiled ad 
classified, a rich source of inspiration «1 
practical help. Will return its cost maw 
times in composition and lettering savin«s 


Unlimited type styles; attention getters, nevi 
announcers, quality emphasizers; style, o 
struction, flavor and value headings; free 


fers; coupon heads; arrows, panels, border 
ete., together with classified lists of 1200 
scriptive words use in advertising any type 0! 
product or service. ORDER NOW. Postp: 
$3.00, returnable if not genuinely pleased 
Compiled, copyrighted and published only 


A. A. ARCHBOLD 


1209 S. Lake St. Los Angeles 6, Cai! 
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TOP OF THE LIST 
IN RADIO LINAGE 


“AND TOTAL LINAGE TOO 


© ADVERTISING AGE 


In radio advertising, as in other principal classifications, Advertising Age is the 


established leader. In 1946, as usual, it carried more radio advertising linage 
© Mise 


than any other general advertising publication, leading its nearest contemporary 
by a margin of 13%. Radio stations, networks, representatives and services 
placed more advertising linage in Advertising Age in 1946 than any other pub- 


lication in the general advertising field ever has carried. 


- ; cee ( LOGICALLY THE LEADER! 
aa\ A dyertisin 


The leadership in advertising linage in all major classifications 
THE BATONS yeysests 


which Advertising Age has enjoyed for many years has re- 
sulted from its basic, essential service to its readers. Since 
1930 Advertising Age has reported the news of advertising, 
marketing and merchandising completely, promptly and ac- 
curately. Every Monday morning all over America, top 
agency and advertiser executives turn to Advertising Age 
for news of developments vitally affecting their business. 
More than twenty reader-preference surveys in recent years 
have proved that Advertising Age is their favorite publication 
in this field. Those with space, time or services for sale have 
logically recognized Advertising Age as ‘The World’s Number 
One Promotion Medium for Advertising Media and Services.” 


Age 


THE NATIONAL NEWSPAPER OF MARKETING 
100 E. OHIO ST., CHICAGO 11 


e 330 W. 42ND ST., NEW YORK 18 
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RADIO ADVERTISERS IN 
ADVERTISING AGE, 1946 


Air Features, Inc. 

American Broadcasting Co. 
*Avery-Knodel, Inc. 

John Blair & Co. 

Don Lee Network, Hollywood, Calif. 
Free & Peters, Inc. 

*Lester Hopper 

McClatchy Broadcasting Co. 
Michigan Radio Network 
Mutual Broadcasting System 
N.B.C. Television—WNBT 
National Broadcasting Co. (N.Y.C.) 
National Broadcasting Co. (West 

Div.) S.F. 

North Central Broadcasting System 
*Oregon-Washington Radio Group 
Edward Petry & Co., Inc. 
Texas Rangers Library 
*Universal Recording Corp. 
Westinghouse Radio Stations 
Wright-Sonovox, Inc. 

Yankee Network 

Frederic W. Ziv Co. 

*CKLW, Detroit, Mich. 

KABC, San Antonio, Texas 
KCMO, Kansas City, Mo. 
KDYL, Salt Lake City, Utah 
KFH, Wichita, Kansas 

KFI, Los Angeles, Calif. 
KMBC, Kansas City, Mo. 
KQW, San Francisco, Calif. 
KQV, Pittsburgh, Pa. 

KRNT, Des Moines, lowa 
*KSD, St. Louis, Mo. 

KSDJ, San Diego, Calif. 
KSTP, Minneapolis, Minn. 
*KTUL, Tulsa, Okla. 

KVI, Seattle, Wash. 

KVOO, Tulsa, Okla. 

WAAT, Newark, N. J. 
WABC (WCBS), New York City 
WAVE, Louisville, Ky. 
WBEN, Buffalo, N. Y. 

WBBM, Chicago, Ill. 

WBNS, Columbus, Ohio 
WCLO, Janesville, Wis. 
WCOP, Bosten, Mass. 
WDAY, Fargo, N. D. 

WDNC, Durham, N. C. 
WNBC (WEAF), New York City 
*WFBR, Baltimore, Md. 

WFLA, Tampa, Florida 
*WFODF, Flint, Mich. 

WGAR, Cleveland, Ohio 
WGBI, Scranton, Pa. 

WGR, Buffalo, N. Y. 

WHB, Kansas City, Mo. 
WHDH, Boston, Mass. 

WHK, Cleveland, Ohio 
WIBC, Indianapolis, Indiana 
WIBW, Topeka, Kansas 
WING, Dayton, Ohio 

WJHP, Jacksonville, Florida 
WJR, Detroit, Mich. 

*WJW, Cleveland, Ohio 
*WKBB, Dubuque, lowa 
*WKBW, Buffalo, N. Y. 
WKRC, Cincinnati, Ohio 
*WKY, Oklahoma City, Okla. 
WKZO-WJEF, Kalamazoo, Mich. 
WLAW, Lawrence, Mass. 
*WMAQ, Chicago, Ill. 
WMBD, Peoria, Ill. 

WMCA, New York City 
WNAX, Sioux City, lowa 
WOW, Omaha, Nebraska 
WRNL, Richmond, Virginia 
WROL, Knoxville, Tenn. 
*WRRF, Washington, D. C. 
WRR-KFJZ, Dallas & Ft. Worth, Tex. 
WRVA, Richmond, Virginia 
WSBT, South Bend, Ind. 
WSGN, Birmingham, Ala. 
WSIX, Nashville, Tenn. 
WSJS, Winston-Salem, N. C. 
WSM, Nashville, Tenn. 
WTAM, Cleveland, Ohio 
WTAG, Worcester, Mass. 
*“WTCN, Minneapolis, Minn. 
WTIC, Hartford, Conn. 
WWL, New Orleans, La. 
WXYZ, Detroit, Mich. 


*Exclusive in Advertising Age 
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Dry Leaders 


onLiquorAds Betis 


Federal Council of the Churches | 
of Christ in America, pointed out. 
“Today, however, women are very | 
| frequently pictured. 


eee a 


ing Whistler’s famous painting of 
his mother, plus a bottle of beer 


standing on her nearby table, with 


'the advice, “Put beer in whole- 


Launch Attack | “Thus there is a tendency to | some surroundings.” 


establish the social propriety of 
| women drinking as well as men, | 


| both on social occasions and in| 


Henry M. Johnson, Louisville | 
“attorney who summed up the Dry 
| case, referred to a sales promo- 


Capper Bill Wins 
Support, but New 
Delay Is Forecast 


tion brochure of the National As- | 
| Sociation of Broadcasters sketch- | 


Says Radio Unfair 


” 


“T mention this, 


the radio industry throws the 
weight of its facilities behind the 
promotion of beer and wines.” 
Some of the heaviest Dry at- 
tacks were leveled at radio for 


Mr. Johnson | 
| said, “to show the extent to which | 
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refusing to sell time to prohibi- | tions. 
tion and temperance interests. Media representatives and offi- 
Sam Morris, San Antonio tem- | cials of the Brewery Workers 
perance broadcaster, demonstrated | |Union branded the bill “a back- 
how CBS stations carried wine/| door to prohibition” and warned 


broadcasts into dry areas of| that it would infringe freedom of 


Kansas, Texas, Oklahoma, Ken-/the press, and threaten the se. 
tucky and other states. curity of more than 200 induvs- 
Mr. Morris, who has a $33,000,-| tries which sell to or service the 


000 suit pending against the net- | alcoholic beverage industry. — 
work, complained that sustaining) ANA Attorney Isaac W. Digges 


time for the Drys is a “hoax,”’| warned that a ban on liquor ad- 


since it is irregular, at bad hours,| vertising would be a precedent 


and on only a relatively few sta- | for groups opposing tobacco ad- 


WASHINGTON — Liquor advertis- | 
ing was stigmatized “the lifeblood | 
of destruction” as a parade of 32 
Dry witnesses went before the 
Senate interstate and foreign | 
commerce committee last week | 
to support S. 265, the Capper bill 
outlawing all interstate periodical 
and radio advertising of alcoholic 
beverages. 

Before the hearings closed, and | 
the bill was put back on the table, 
at least for the present session, 
one Dry witness after another 
complained that advertising “lend- 
ing prestige and desirability” to 
the product “is having an influ- 
ence on the mores of the people.” 

The prediction that the bill 
would be tied up in the general 
legislative jam for the duration 
of this session was made by its 
own sponsor, even as militant ad- 
vocates called for Congress to 
“make good” on a 1932 promise 
that there would be no offensive 
promotion of liquor. 


Charge ‘Broken Promises’ 


“The industry has not kept its 
promise,” . the Drys_ declared. 
“Congress must act to regulate 
magazines and radio programs 
coming into dry areas to advocate 
the sale of something flatly pro- 
hibited by law.” 

The Dry case, offered by clergy- 
men, youth workers, sociologists, 
teachers and church laymen as 
well as the Anti-Saloon League 
and WCTU, was buttressed with 
telegrams from James L. Kraft, 
chairman of the board of Kraft 
Food Company; R. G. LeTourneau; 
Roger W. Babson, president, Bab- | 
son Institute, and Samuel Reid, 
president, industrial tape mills 
company. 

As to mores, “it was not so 
long ago that the pictures in- 
cluded in liquor advertising gen- 


erally included men only,” the | 
associate general secretary of the | 


3 ber pages years. 
CHICAGO SHOW 
PRINTING CO. 


2639 N Kildore Ave Chuoge 39 


S ER VE 


a merger and expansion of all ls overseas 
a eee ree 


American Industry is the keystone of American lead- 
ership in world affairs. American products and the 
skills that create them not only are in great demand; 
they inspire the peoples of all other nations to reach 
for ever higher levels of accomplishment and living 
standards. American Industry thus has new oppor- 
tunities to sell its products in the world’s markets. 

McGraw-Hill extends its full publishing resources 
to this enterprise by creating an International 
Headquarters for Industrial Information. 

This expanded combination of publishing services 
offers new benefits for manufacturers—new oppor- 


tunities for international trade. It embraces a world- 


wide network of news gathering, publishing and 
distributing facilities unique in publishing history. 

All of the services consolidated in this compre- 
hensive organization are listed in the panel. Some 
will be familiar to you; others may be new. All can 
be of service in promoting your business overseas. 

McGraw-Hill International Corporation is the suc- 
cessor to Business Publishers International Corpora- 
tion—for 22 years a prime factor in developing over- 
seas markets for American products. Its executive 
and staff personnel with others long experienced in 
international publishing offer every assistance to you 


in sharing today’s business opportunities abroad. 
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vertising, drug advertising, and |said the liquor industry’s history | 
promotion of other commodities. is “sordid, shameful, slimy, scrofu- | 


/lous, rather than glad, noble and 
| fine as the ads try to tell us.” 
Arthur Gildea, secretary of the; In an attack on such slogans as 


Sees Anti-Pleasure Trend 


Massachusetts Council of Brewery | “Men of Distinction” and “Clear | 
Workers, visualized future ap- | Heads Call for Calvert,” Sen. Glen 


peals against advertising of smok- 
iig for pleasure, driving a car 
for pleasure, riding in airplanes | Calvert whisky.” 

or trains for pleasure. | “So seductive, so misleading, so 


Taylor (D., Ida.) quipped: “No 


Denver, acting as “master of cere-| pealing liquor ads that it is easy 


head was ever made clearer by | 


that you cannot keep up with the| Before an audience of enthusi- 
Joneses unless you imbibe alco-|astic supporters in the Senate’s 
holic beverages,’ Bishop Ham-| largest hearing room, the Dry wit- 


® | F 
maker said. | esses blasted the “Luce empire” 


Ads Ignore ‘Awkward Scenes’ | for accepting $8,400,000 of “Judas 

} money” for advertising in Life, 

He complained that the ads| Time and Fortune “to encourage 

never picture the man or woman | boys and girls in colleges to take 
drinker “disheveled or silly in| their first cocktail or drink.” 


/appearance” or betray “a sign of| The Drys praised The Saturday 


| boisterous gayety.” “The men who Evening Post, which i 
Bishop W. E. Hammaker of! false are these bewitchingly ap-| aia sack ceeaeae act on 


create the ads seem to know advertising, and claimed that an 


nothing about such awkward increase of 1,000,000 in Post cir- 


monies” of the Dry presentation,| for the inexperienced to believe 


scenes,” he told the committee. 
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McGRAW-HILL INTERNATIONAL 


ag 


iin 


ply for importers, wholesalers and other 


ae 


provides all these specialized 
publications and services. 


McGRAW-HILL DIGEST reaches more 
business executives throughout the world 
than any other English-language publi- 
cation devoted to business, science, engi- 
neering and industry. Published monthly, 
it carries important articles digested from 
all domestic McGraw-Hill magazines. 


EL AUTOMOVIL AMERICANO, pub- 
lished monthly in Spanish for the Auto- 
motive Trade and circulated throughout 
Latin America. THE AMERICAN AUTO- 
MOBILE (Overseas Edition) in English 
covers the rest of the world. 


INGENIERIA INTERNACIONAL 
INDUSTRIA published monthly in 
Spanish for plant executives, engineers 
and importers of industrial equipment. 
Circulated throughout Latin America. 


INGENIERIA INTERNACIONAL 
CONSTRUCCION published monthly in 


Spanish for contractors, engineers, gov- 
ernment officials and importers of con- 
struction machinery. Circulated through- 
out Latin America. 


EL FARMACEUTICO published monthly 
in Spanish for buyers of drugs, pharma- 
ceuticals, cosmetics, toiletries and allied 
products. Circulated in Latin America. 
PHARMACY INTERNATIONAL, a 
new magazine in English covering the 
same field, will circulate throughout the 
rest of the world, except the United 
States and Canada. First issue will ap- 
pear in June. 


ANNUAL BUYERS’ GUIDES incorpo- 
rating data on U. S. manufacturers and 
their products, serve as a source of sup- 


buyers overseas. Issued in separate 
English and Spanish editions for the 
Automotive Trade, and in Spanish edi- 
tions for industrial machinery, construc- 
tion equipment and for pharmaceutical 
and allied products. 


McGRAW-HILL PUBLISHING CO., 
LTD., (London) publishes and distributes 
McGraw-Hill business, technical and 
trade books, as well as THE MACHINIST, 
@ weekly magazine devoted to the 
metal-working industry. 


TRADE COUNSELORS’ SERVICE ad- 
vises Americon manufacturers on the 
location of advantageous markets, sales 
agents and distributors, This service also 
offers assistance on such problems as 
service facilities, shipping, financing and 
exchange. Up-to-date analyses of fac- 
tors affecting business and political situa- 
tions are furnished through CONFIDEN- 
TIAL TRADE BULLETINS. 


McGRAW-HILL WORLD NEWS provides fast coverage of foreign news pertinent to 
each field covered by McGraw-Hill magazines. Correspondents operating out of 40 of 
the world's largest cities are a constant source of articles and information which help 
American manufacturers find new foreign markets—new ideas for business at home. 


McGRAW-HILL INTERNATIONAL CORPORATION 


McGraw-Hill Building, 330 West 42nd Street, New York 18, N. Y. 


WORLD-WIDE HEADQUARTERS FOR 


INDUSTRIAL 


INFORMATION 


sarees 


, parently at the expense of liquor 

ad-carrying papers for which 
| subscriptions are being cancelled 
/on account of their liquor adver- 
| tisements.”’ 


Gannett Restates Ban 


The Luce publications, selected 
as outstanding benefactors of the 
$100,000,000 liquor industry ad- 
vertising fund, were chastised for 
permitting the industry “to use 
its facilities to stem the rising tide 
of opposition to their business, to 
| glamorize, to make popular and 
respectable the drinking of alco- 
|holic beverages, to increase the 
|large army of drinkers, particu- 
larly among the youth.” 

Publisher Frank E. Gannett re- 
ported that none of the 21 news- 
papers nor the radio stations 
which he owns accept liquor ad- 
vertising, “and that so long as I 
have anything to say about it, 
they never will.” 

Rating liquor more harmful 
than lotteries, he saw no reason 
why publications containing liquor 
advertising should not be barred 
from the mail. 

He estimated his organization 
was refusing $1,000,000 of poten- 
tial liquor advertising revenue, 
but said: “I am sure our papers 
have really profited to a con- 
siderable extent in another way 
by excluding liquor advertising.” 

“There are many things a 
newspaper excludes as a matter 
of decency and good taste,” Mr. 
Gannett declared. “Why should a 
business that causes such misery, 
suffering, crime and piles up such 
enormous costs on the taxpayers, 
| be promoted by government?” 


Braucher Explains Policy 


| Frank Braucher, appearing for 
12 members of the Magazine Ad- 
vertising Bureau, said advertis- 
ing of alcoholic beverages in na- 
tional magazines “must measure 
up to rigid standards which ex- 
clude advertising that is dishonest 
or in bad taste.” 

| He said “national advertising of 
alcoholic beverages may be re- 
garded as a positive protection of 
the consumer against unscrupu- 
lous distributors who might other- 
wise be able to purvey inferior 


If you sell 


| DENTIFRICES 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


y, 
WIBW 
"Thc Weice ff Mamaaa” 


Topeka... Kansas 
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and deleterious products.” Though 
the Dry entourage claimed that 
50,000,000 persons were behind 
them, Mr. Braucher reported that 
the 23 national magazines carry- 
ing liquor advertising had re- 
ceived a total of only 10,043 com- 


plaints in 1946 from a circulation | 


of 32,018,398. 
“Considering the diversity of 


magazine readers and of the maga- | 


zines in which liquor advertising 


appears, plus the diversity of pub- 


proaches a general public reac- 


Pee ce 
GROCERS MANUAL 


on your 
‘*must"’ list of sales producers * 


national magazines,” 


| involved a tear sheet with a 


|ad,”’ Mr. Braucher reported. 
| ‘Seductive Advertising’ 


| More than 9,000,000 of these 
'stickers were distributed in an 
| 18-month period, David N. Don- 
‘nan, founder of “The Liquor Ad 
_Crusade,” told the committee. He 
| referred to the spending by liquor 
interests of $100,000,000 a year “in 
| seductive advertising.” 

“They brazenly capture and 
profane our sports events, class- 
ical musical programs and news 


annual issue 
A) OUT JULY 1 


as a special section of the 


Grocery EXECUTIVES Edition 


and 


Grocery STORE MANAGERS Edition 


of 
. CHAIN STORE AGE Ge y 


| broadcasts, hanging their parasitic | 


lishers’ mail, it cannot be said we | 
have anything which even ap-| 


tion against liquor advertising in | 
he declared. | 
Many of the 10,043 complaints 


| sticker reading, “I don’t like this | 


propaganda to them to deceive | 
|}and entrap the unsuspecting,” Mr. 


Donnan said. 
“Their object is to make drink- 
ing appear respectable in the eyes 


of the uninformed and susceptible. | 


“Assuming that 500,000 new re- 


cruits a year are secured by ad-| 
vertising, the cost is only $200 per | 
Once they are snared, | 


person. 
the victim contributes an average 
of $158 per year to the business, 


|not just this year, but every 
year.” , 
The United States Brewery 


Foundation, only industry group 


filed a statement reporting that 
in the last 10 years American 
brewers paid a minimum. of $100,- 
000,000 annually for domestic 
farm products. 

“The economic benefits that ac- 
crue from the legal sale of beer 
extend not only to those within 
the brewing industry, but also to 
many industries that furnish sup- 
plies, materials and services as 


Mr. Digges said that so far as | 
is the first time 
Congress had been asked to out- | 


he knows this 


law advertising of a commodity, 


other than narcotic drugs, which | 


may be lawfully produced and 
sold. 


Defends Radio 


He sensed an effort “to re-assert 
Congressional control over a moral 
and social question which was 
returned to the states by the 21st 
Amendment.” 

Turning to the attacks on radio, 


he termed the proposal “a slap in 
to participate’ in the discussion, | 


the face” to a medium that has 
achieved a remarkable degree of 
self government. “A growing wine 
industry in California and a brew- 
ing industry which sponsors 
worthwhile public events are 
minor factors in the radio fare of 
the nation,” Mr. Digges said. 

“If they were really offending 
the public interest, they would 
have heard long since from the 
FCC, which has not been silent on 


well as the transportation indus-| other aspects of radio advertis- 


try,” the foundation explained 


| ing. 


” 


Lee 7 Ae 


When you think of “national” advertising 


all 


business 


ls 


local 


— 


\ 
\ 
\ 


\ 
\ 
\ 
\ 
1 
1 
i 


... think a minute of this fact: 26% 


of all U.S. drug sales are made in only 17 counties, among only 19% of the population. 


You see, markets are not national . . . they’re local. Every sale your 


advertising makes is a local transaction between a local consumer and a local dealer. 


Multiplied many times in many markets . . . this local sale builds into national business. 


But markets differ as people differ. That’s why newspaper advertising is so efficient. 


It enables you to take advantage of those differences. Newspapers, with 51,000,000 


circulation daily in the U.S. and Canada, are the biggest mass medium. 


They reach practically everybody. Yet they give you unique precision control. 


With newspaper advertising you can build sales where you want them when 


you want them... and at low cost, with no waste. 


Our business analysis people have lots of facts. 


Maybe they can put some together about your business. Try them. 


ISHERS ASSN 370 LEXINGTON AVE 


the bureau 


of 


NEW Y 
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UNITED FRUIT COMPANY'S 


BANANA PRICE POLICY 


JP 3 om patcy w provide the Amutean peaple with high 

quality bananas at reasonable prices. In line with this 
policy, since the termination of price control, we have kept 
the price of our bananas well below what could have been 
obtained under the temporary conditions of supply and 
demand. 


We are selling our bananas at Siéc per Ib. seaboard at 
southern ports. This price is considerably less than the 
prices received for bananas at public auction prior to price 
control. 


Under the law we cannot fix the resale price of our 
products and dealers are free to sell bananas purchased 
from us at any price they see fit to charge. However, the 
spread between the price we are charging for our bananas 
plus rail freight and handling charges and the prevailing 
retail prices is, in our opinion, excessive. It is to be hoped 
that dealers who handle our bananas will reduce the retail 
price of such bananas to more reasonable levels. 

UNITED PeuIT COMPANY 
3 Federal Street, Bestes 


NEW FACET—United Fruit Co. takes 
the fight for lower prices right to the 
retailer with this newspaper copy. 


Dog Bites Man: 
Bananas Costly, 
Says Fruit Exec 


Boston — Current retail prices 
for ‘bananas are excessive. The 
man who knows says so. He’s 
Samuel Zemurray, president of 
United Fruit Company, and he 
wants people to know that United 


| Fruit isn’t responsible. 


Bananas are now being sold by 
United Fruit for 5% cents on 
seaboard at southern ports. This 
price, Mr. Zemurray said, is less 
than the prices received at pub- 


lie auction prior to price control. 


The company is not permitted 


legally to fix resale prices of its 


products, and dealers may set 


| them as high as they like, and 


Mr. Zemurray notes “the spread 
between the price we are charg- 
ing ... plus freight and handling 
charges and the prevailing retail 
price is, in our opinion, excessive 
It is to be hoped that dealers who 
handle our bananas will reduce 
the retail price to more reason- 


| able levels.” 


Finds Farmers Don’t 


Buy Brand Name Tools 


Although farmers comprise a 
large potential market for hand 
and power tools, less than half of 
them buy their tools by brand 
name, Country Gentleman’s re- 
search department discovered in 
a recent survey. The study re- 
vealed that 88% of the farmers 
queried had purchased hand tools 
within the last year, and 80% 
have electricity on the farm. Of 
the latter group, 40% now own 
electric grinders, while more than 
20% have electric drills and saws, 
and another 20% intend to buy 
power tools. 

The failure of farmers to buy 
by brand name is indicated | 
the fact that purchasers que 


rf 
tioned knew the brand names off 


less than half of the tools which 
they had acquired within the past 
year. Steel files, wrenches and 
screw drivers were the most 
popular purchases. 


Insurance Group to Meet 


The North Central Round Table 
of the Life Insurance Advertising 
Association will be held at tie 
Edgewater Beach Hotel, Chicago, 
May 30-31. The theme of tie 
meeting will be “Life Insurance — 
the Ideal Property.” 


Promotes Hawke 


Clarence E. Hawke, former!y 
sales manager of the refractories 
division of Carborundum Cor1- 
pany in Perth Amboy, N. J., has 
been named director of domes’! 
sales, with headquarters in Ni- 
agara Falls. 


Elects Baker V.P. 


Ivan F. Baker, treasurer a: 
director of Westinghouse Electr! 
International Company, New 
York, has also been elected vice- 
president of the company. 
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Kansas Authorizes 
$15,000 Ad Budget 


TorpEKA—Kansas, listed as stop- 
ping advertising this summer 
(AA, May 5), has “revised its 
plan somewhat and will be able 
to allocate $15,000 for space dur- 
ing the period August, 1947, to 
August, 1948,” said J. R. Halla- 
day, publicity director, Kansas 


Oe eee” a 


About half of this amount, he 
explained, “will be furnished by 
the Kansas Development Founda- 
tion, a non-profit organization de- 
signed to promote the state, and 
the remainder from the general 
budget of the Industrial Develop- 
ment Commission.” 


Launches Food Drive 


Prudence Foods, Inc., Boston, 
has launched a newspaper and 


Brown corned beef hash and other 
food specialties with the theme 
“Prudence is back.” The news- 
paper schedule includes weekly 
food page copy. Chambers & 
Wiswell, Boston, is the agency. 


To Robinson Agency 


Baltimore Pump & Equipment 
Corporation, manufacturer of 
Huber pumps, has named Robin- 
son Advertising Agency, Balti- 
more, to handle its direct mail, 


Appoints Waterous 


Donald M. Waterous has been 
appointed vice-president and gen- 
eral sales manager of Waterous 
Ltd., Brantford, Ont., manufac- 
turer of pulp mill machinery, 
road making machinery, etc. 


Ford Names Lundin 


Harry W. Lundin has_ been 
named director of the regional | 
and plant city section of the pub- | 


DAY AND NIGHT 
POINT -OF PURCHASE 


ADVERTISING 


tc 


n RADIANT 


m BLACK LIGHT ACTIVATION = 


DIMENSIONAL _—_ BRILLIANT 
FULL COLOR RANGE 


White for complete 


Industrial Development Commis- 


radio campaign in New England|business paper and-~° industrial|lic relations department of Ford 
featuring its Prudence Ready-to-| catalog advertising. 


VELVETONE COMPANY 
108 DAVIS STREET, SAN FRANCISCO 


Motor Company, Dearborn, Mich. | 


It’s hard to believe, when 
you see the beautiful Stover’s 
Inc. building in York, Ne- 
braska, that only four years 
ago this firm operated in a 
converted livery barn, but that’s the “success 
story—Nebraska style” of W. E. Stover. 


In April, 1943, Stover borrowed money and 
arranged with the International Harvester Com- 
pany for a dealership. Backed by 19 years ex- 
perience with International, the last 12 as credit 
manager of a branch—Stover set out to build one 
of the largest farm equipment, motor truck and 
service operation centers in the Middle West. 


Today he has a model building—14,000 square 
feet under roof, well-lighted, with radiant heat 
from 8,000 feet of piping laid in the floor. Stover 


Is This York--Or New York? 


is the only Harvester dealer in the county and, in 
addition, offers a complete line of farm machin- 
ery, trucks, Packard cars, appliances, and automo- 
tive equipment. 


Stover’s Inc. has some 3,000 customers on its 
books, and when Mr. Stover examined the Ne- 
braska Farmer subscription list for his area, he 
said, “I can show you that this list and my cus- 
tomer list are almost identical. And another 
thing my records will show is that products ad- 
vertised in the Nebraska Farmer move out of my 
store FASTER because people have confidence 
in the goods they see advertised there. A real 
selling job is done before the customer ever walks 
in my door.” 


Stover is another successful Nebraska mer- 
chant who has seen the results of advertising in 


W. E. Stover, owner of Stover’s Inc., 
one of the largest farm equipment, re- 
pair, and motor truck operation centers 
in the Middle West. 


the pages of the Nebraska Farmer. His own 
experience has proven to him—as it has to hun- 
dreds of others—that the Nebraska Farmer ranks 
first as an advertising medium for Nebraska 


farm people. 


x*n* 


The Nebraska Farmer is read in 
7 out of 8 Nebraska Farm Homes 
twice each month. 


These Products, Sold by Stover’s Inc., Are Advertised in the Nebraska Farmer. 


A. C, Spark Plug Company 

Acme Tractor Salvage Company 
Aeroil Products Company 
American Chain & Cable Company 
Anderson (Carl A.) Inc. 


Automatic Equipment Company 
Bearing Distributors Company 
Behlen Mfg. Company 
Bellingham Mfg. Company 
Blizzard Mfg. Company 

Briggs & Stratton 

Butler Mfg. Company 

Chicago, Burlington & Quincy Railroad 
Columbian Steel Tank Company 
Consumers Public Power District 
Continental Motors Corp. 
Eversman Mfg. Company 
Fairbanks-Morse & Company 


Falk Electric Company 

Firestone Tire & Rubber Company 
Fleischer & Schmid Corp. 

General Electric Company 
Goodyear Tire & Rubber Company 
Horn Mfg. Company 

Hudson (H. D.) Mfg. Company 
Innes Company 

International Harvester Company 
James Mfg, Company 

Ker-O-Kill Mig, Company 

Kerr (R. W.) Company 

Keystone Steel and Wire Company 


Keystone Trailer & Equipment Com- 


pany 
Lincoln Steel Works 
Piper (R. J.) Mfg. Company 
Sheffield Steel Corp. 
Siebring Mfg. Company 
Standard Engineering Company 
Superior Separator Company 


Timken 


Roller Bearing Company 


Tokheim Oil Tank & Pump Company 


Walters 


(Chas. G.) Mfg. Company 


Wincharger Corp. 
Wyatt Mfg. Company 
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3,065,000 


ADDED PROFIT T 


During the first 2 years’ of NRI service, its skilful application 


by advertisers and their agencies succeeded in raising 


audience levels 6.9%—repaying the NRI cost 7 times over. 


*The first 2 years following inauguration of NRI service to each client. 


___ GAINS IN TOTAL | 


“) NRI achievements on day- 
time shows, while equally im- 
portant, are not included here 
because the number of daytime 
programs sponsored by non- 
clients is too small to insure 
statistical validity of any com- 
parison. The comparison on 
evening shows is based on 414 
separate ratings of 107 differ- 
ent programs, and involves no 
appreciable statistical error 
(“Std. Error” applicable to the 
difference of 6.9% is only 0.3). 


®) It happens that most of the 
earlier “NRI advertiser clients 
(on which any 2-year compu- 
tations must be based) are in 
the $1,000,000-up class. We 
have matched these large radio 
users against non-clients in the 
same class—on the theory that 
it might be unfair to expect 
less experienced radio adver- 
tisers (as a group) to quite 
equal the results obtained by 
the most seasoned users of 
radio. 


EXTRA GAIN 
| FOR NRI USERS 


6.9% 


NON-USERS 
OF NRI 


USERS 
OF NRI 


EXTRA GAIN FOR NRI USERS: 10.3% —3.4%= 
VALUE RECEIVED PER YEAR (Eve. Only): 

6.9% x $50,489,000 (Eve. Time & Talent) = $3,484,000 
TO ACHIEVE THIS RESULT, 

THESE NRI CLIENTS PAID - - =- =- = = $§ 419,000 


NET PROFIT ON NRI INVESTMENT $3,065,000 


6.9% 


- NRI REPAYS ITS COST 7 TIMES OVER! . 


ee 
Re 
| 
—— $1,000,000 A YEAR FOR — 
_ 10.3% 
| 3.4% N 
4 
Fe | 
| Pe eS aa Nee a 


ito 


HESE RESULTS, vital and dramatic as they are, probably rep- 
resent the smaller portion of NRI’s total achievement—for they 


exclude not only the daytime results but also the increased selling 
power of NRI-client programs—derived from: 


(a) Increased market coverage (due to less duplication between 
programs). 


(b) Increased commercial audience, e.g. location of commercials 


(1) to reach peak audiences and 
(2) to minimize the listeners missed. 


(c) Selection of programs that fit the market for the product, 
shifting of products from one program to another, etc., etc. 


Nor do these results measure what NRI has achieved for advertising 
agencies, networks and stations. We now have a substantial list of 
sales made, and unwarranted cancellations prevented, by NRI in the 
hands of agencies, networks and stations. 


Even advertisers not now in radio, but actively preparing to go into 
the medium, are recognizing the important values to be gained from 
NRI analyses while p/anning their use of radio. 


With NRI now in its fifth year and backed by a $6,000,000 expendi- 
ture for practical operating experience, this service may be purchased 
with complete confidence that it will pay its way — and produce a 
handsome net profit. The chart says this— unmistakably! 


Would you, Mr. Advertiser, or you, Mr. Agency, like to know 
more about NRI? We'll be glad to give you the facts—in 


a most interesting presentation. No obligation, of course. 


A. C. NIELSEN COMPANY | ‘0 "t swus 


LARGEST MARKETING RESEARCH ORGANIZATION. NEW YORK 
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Bie ow THAT 
po you ® , chains 


You can reach this 


BIG market through the 
VARIETY STORE EDITIONS 
f 


CHAIN STORE AGE 


‘Sales Managers Elect 


O. R. Doerr, Pacific Gas & Elec- 
tric Company, has been elected 
president of the San Francisco 


Sales Managers Association. Other | 


new officers are: R. D. Stetson, 
Shell Oil Company, G. J. Ticoulat, 
Crown Willamette Paper Com- 
pany, and Harrison C. Smith, 
Automatic Electric Sales Corpora- 
tion, vice-presidents; Leo P. 
Blank, Stecher-Traung Lithograph 
Company, secretary; and A. 
Littler, Western Union, treasurer. 


McIntosh Retires 


A. N. McIntosh has retired from 
his position of chairman of the 
board of McKim Advertising Ltd., 
Montreal. He joined the agency 
around 1920, starting as account 


| executive. 
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Pick 
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best* 


The Veritone Company 
57 W. Grand Avenue 
Chicago 10 

Whitehall 5957 


% FINE OFFSET LITHOGRAPHY | 


DAILY CIRCULATION 
in 37 DOMINANT IOWA MARKETS 


Because each of the 38 
aggressive newspapers in the 
Iowa Daily Press Association 
has an eye to locally slanted 
news and other good report- 
ing, this association can 
point to a tremendous daily 
circulation of 510,090. It’s a 
circulation built by giving 
Iowans the kind of reading 


the advertiser needs, to ¢ 
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ir i : ‘ it’s the kind of circulation thar 
s their interest .. - and it’s t | 
ap jo an “A-1” selling job in lowa. 


*More than twice as much circulation 


as any single daily net 


- 405 Shops Building 


IOWA DAILY PRESS ASSOCIATION 


° Des Moines 9, lowa 


wspaper in lowa 


Bedell Completes 
Washington Ad 
Writing Course 


WASHINGTON—The first presen- 
tation of a revolutionary kind of 
course in creative advertising was 
concluded here May 9, when Clyde 
Bedell, Park Ridge, IIl., personally 


E. | gave the 14th and final lecture of 


a series he prepared for joint 
sponsors —the Washington Post, 
and the Advertising Club of 
Washington. 

This is said to be the first time 


advertising creation has ever been 
prepared in lecture form by one 
authority for delivery by a group 
'of prominent local ad people. 

In addition to Mr. Bedell, those 


‘who delivered the Bedell-pre-| 


|pared programs (which were 


| slides, case histories, both retail 


and national) are Henry Kaufman 


a professional training course in| 


| heavily illustrated with over 500) 


|Don Bernard, Marshall Trippe, 
/and Raoul Blumberg, Washington 
Post; Henry Voss of Lansburgh’s 
|}and Vi Sutton of Hecht’s, depart- 
/ment stores. 

| Mr. Bedell launched the course 
/before 245 enrollees in the U. S. 
Chamber of Commerce building, 
|Feb. 7. The program began by 
|discussing elementary principles 
|important to an essentially right 
|viewpoint for creating effective 
advertising. Following sessions 
| dealt with headline writing; sell- 
ing techniques available for mak- 
ing body copy powerful; writing 
style, and layouts. 


‘Post’ Paid for Course 


The aim of the course was to 
enable those who took it to pass 
a stiff examination in (1) the 
principles of persuasion, and (2) 
in what makes writing style in- 
teresting. “The creative ad per- 
son who can’t pass such tests can 


|hardly be called professional,” 


|said Mr. Bedell, “for advertising 


and Bill Sigmund, of Henry J.| to be maximumly good, it must be 


Kaufman & Associates, 


agency; | interesting enough to get itself 


Advertising Age, May 19, 1947 


read, and persuasive enough tp 
fulfill its selling function.” 

The Post contracted for the 
course and paid for it. The adclubh 
enrolled the “students” at $10 ang 
$25 per head, for members and 
non-members. The course was 
especially put together for the first 
time for Washington. 


Corby Advanced 


Thom W. Corby has been ap. 
pointed to the newly-created post 
of promotion manager of the 
Waterbury Republican - American 
and WBRY, Waterbury, Conn. Mr. 
Corby has been associated with 
the publication for 25 years, most 
recently in the display advertising 
department. 


Names Haskins 


James S. Haskins, formerly as- 
sistant public relations manager 
of a New York corporation, has 
been named midwestern field 
representative for the public rela- 
tions program of the American 
Petroleum Institute. He is open- 
ing. offices at 135 S. LaSalle St. 
Chicago. 
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AA 
TWO’ AT A TIME 


Dear Time-—Buyer: 
Enclosed herewith is 


an offer where— 


by your client can cover two fast- 


both for one price. 


stepping Texas markets with two 
hard-hitting 5000-watt stations— 


That’s right, sir—one price covers 


both stations. 


Where? 
course. Who? 
rally. Why? 


results, certainly. 


sir, NOW! 


NATIONAL 


WEED & 


| NEW YORK bd 


ReEepPpRE 
c Oo 


CHICAGO . 


DETROIT . 


a billion dollars worth of buying 
income twice...and it does it at 
Simultaneous or separate hours over 


Dallas and Fort Worth, of 
WRR and KFJZ, natu— 


For double advertising 


When? NOW, 


WRR 
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Pat Cothern, Ohio, 
Wins Essay Prize 
in AFA Contest 


New YorK — Pat Cothern, To- 
ledo, has been chosen first prize 
winner in the national essay con- 
test on “What Advertising Can 
Mean to the Future of America,” 
sponsored by the Advertising Fed- 
eration of America through its 
member advertising clubs 
throughout the country. 

Miss Cothern, who is 16 years 
old and one of a family of eight 
children, is taking a commercial 
course at Toledo’s Libbey High 
School, from which she will be 
graduated in June. Her hobbies 
include fashion drawing and 
music. As grand prize winner, 
she will receive a $500 cash award 
plus an all-expense trip to the 
federation’s 43rd annual conven- 
tion to be held in Boston’s Hotel 
Statler next week. 

The second prize award of $200 
went to Louis Rothschild Jr., 
Washington, D. C.; and third, prize 
of $100 to Barbara Oster, Dallas. 
A total of more than 12,000 essays 
were written in 36 contests con- 
ducted by local clubs among stu- 
dents in public, parochial and 
preparatory high schools in 36 
cities. 


Mail Users Organize 


A group of business men pri- 
marily interested in third class 
mail have formed a group called 
the Associated Third Class Mail 
Users, for the purpose of studying 
mailing costs and Post Office cost 
methods with a view toward pro- 
moting an equitable distribution 
of costs assessed against various 
classes of mail. John Tillotson, 
Modern Homecraft, Kansas City, 
Mo., is president, and A. L. Kool- 
ish, Chicago, vice-president. 


4 Appoint Moss & Arnold 


Moss & Arnold Company, New 
York, has been appointed to 
handle the advertising of Trico- 
Tex Knitwear Company, manu- 
facturer of sweaters; Debu-Form 
Foundations, Inc., manufacturer 
of girdles; J. E. Albright & Co., 
office machines; and Jonas 
Shoppes, national chain of retail 
women’s specialty stores. News- 
papers, fashion and _ national 
magazines, business papers and 
direct mail will be used by all. 


CKLN Names LeMoyne 


Henry LeMoyne has been 
named manager of Station CKLN, 
Nelson, B. C., operated by the 
News Publishing Company. 


~ “PREFERENCES in 
INDUSTRIAL LITERATURE” 
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Beginning At Once- 
a new convenience on the C&0 


NO TIPPING 
of any C&O employee 


NO TIPPING IN C40 DINERS ——THE 
SERVICE IS COURTEOUS AND FREE 


Ww should you—the pay- 
ing customer of the rail- 


roads—have to shell out for so 
many of the ordinary services 
you need when you travel? 


Why shouldn’t your rail ticket 
entitle you to courteous personal 
service—without extra charge? 


The Chesapeake & Ohio does 
not believe the travelers on its 
railroad should have to tip—and 
is taking the first step toward 
abolishing this nuisance. Begin- 
ning at once, you are urgently 
requested not to tip C&O 
employees for any of the serv- 


ices they perform. 


This means you won't have to 


leave a tip on the change tray 
when you eat on a C&O diner. 
It means you won’t have to dig 
down for change for the porters 
who serve the coaches on C&O 
crack trains. 


We cannot extend the no-tip- 
ping rule to union terminals 
shared by the C&O with other 
railroads, since the redcaps in 
these stations are not on our 
pay roll. Nor can the no-tipping 
rule apply on Pullmans, since 
the porters are employed by the 
Pullman Company—not by us. 


But wherever C & O employees 
are on hand to serve you, you'll 
find no outstretched palms—for 


NO TIPPING THE PORTERS IN C&O 
COACHES-THEIR SERVICES ARE FREE™ 


we'll compensate these employees 
directly for attending to your 
needs. 


This move to end the tipping 
nuisance is the latest, but not the 
last, of many improvements in 
rail travel offered by the C&O. 


* Naturally, this 
does not apply to 
Puliman porters, 
or to redcaps 
in union terminals, 
since they are not 
C&O employees. 


CHESAPEAKE & OHIO RAILWAY 


TERMINAL TOWER, CLEVELAND I, 


OHIO 
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Gigantic Campaign |about $250,000. Outdoor adver- 


Spurs $48,000,000 
Health Program 


DurHaM, N. C.—This state, 
shocked by disgraceful medical 
conditions disclosed by the North 
Carolina Good Health Association, 
has just completed a statewide 
“kick-off” promotion for a five- 
year program which would sub- 
stantially improve the §state’s 
medical services and facilities at 
an estimated cost of $48,000,000. 

Sparked by Kay Kyser, native 
of Rocky Mount, N. C., who be- 
came one of the nation’s leading 
radio personalities, the Good 
Health campaign aroused such 
public interest that the state’s 
General Assembly, with over- 
whelming public approval, voted 
to appropriate the state’s full 
share of the $10,040,000 program. 
The rest will come from the fed- 
eral and county governments. 

What got orchestra-leader Kyser 
and thousands of others thor- 
oughly agitated were such points 
as these: There is not a single 
general hospital bed in 33 of the 
state’s 100 counties; while the 
U. S. standard ratio is one doctor 
for 1,000 persons, North Carolina 
rural areas had in 1944 only one 
doctor for each 5,174 persons. The 
state ranked 45th in number of 
doctors per 1,000 population. Only 
nine states had worse infant mor- 
tality records. Among men re- 
jected for military service because 
of physical defects, no state had 
a greater percentage than North 
Carolina (February-August, 1943, 
56.8%). 

Other points cited were need 
for a four-year medical school, 
greater public health service for 
the state’s large Negro popula- 
tion, and treatment for school 
children who showed lack of med- 
ical and dental attention in an 
astonishing percentage of cases. 
In the two upper grades, 85% of 
all boys examined had dental de- 
fects. 


Campaign Procedure 


To sell the hitherto lethargic 
residents on the need for such an 
expensive program, the campaign 
opened in November with a half- 
hour radio broadcast carried by 
every North Carolina station. 


= 
REACH THE 


* The Post is edited for 
the active buying half of 
Cincinnati—the 155,000 
alert families who ac- 
tively respond to adver- 
tising. 


incinnati 
Post 


REACHES 57x OF CINCINNATI 


tisers and plant owners con- 
tributed about 1,600 postings of 
24-sheet posters. 

Theater owners throughout the 
state showed a series of shorts 
made for the campaign by RKO, 
M-G-M and Columbia Pictures. 
Actors and actresses from North 
Carolina who cooperated included 
Ava Gardner, Kathryn Grayson, 
Ann Jeffreys, Kay Kyser and 
Randolph Scott. Portable projec- 


|tors for 16mm. films provided 


showings of health films to more 
than 1,000,000 persons. 

Newspapers supported the pro- 
gram editorially as well as with 
ad space. The Charlotte News 
published a special 52-page tabloid 
health special. The new North 
Carolina magazine, Good Héalth, 
supported the campaign. 

In addition to contributing 
about -$10,000 in cash, the North 
Carolina Dairy Products Associa- 
tion, through its members, plugged 


the campaign with slogans placed 
on 1,250,000 bottles of milk, and 
displaying Good Health posters 
on dairy trucks. 

About 100,000 lapel buttons 
were worn by school children and 
grown-ups alike. The buttons 
were distributed at health rallies. 


Admen Contribute 


Admen, artists and printing 
craftsmen contributed their serv- 
ices. Volunteer art director of 
the campaign was William Meade 
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Prince, veteran illustrator. “Deac” 
Sawyer of James P. Sawyer & 
Associates aided campaign lead- 
ers with design and layout. Mc- 
Candlish Lithograph Corporation, 
New York, printed the outdoor 
posters. Among other admen who 
participated were William Rey- 
dell of Newell-Emmett; Jim 
Mathes of J. M. Mathes, Inc.; top 
staffers of Ted Bates, Inc.; Wil- 
liam Esty of the New York office 
of General Outdoor Advertising, 
and Bobby Carmichael of Cresset 


I found a nest egg 


V4 were doing all right on our new farm. 
Field crops were our mainstay—but I wanted an 
extra cash crop that would fit into our regular 
operation. From a market standpoint, turkeys 
looked good—but we found our neighbors had 
to hatch four birds to raise one. 


That’s the state we were in when I came across 
that article in Capper’s Farmer. It told about a 
new method of turkey raising that controlled 
blackhead disease and other risks in turkey rais- 
ing—cut losses to fifteen percent or less. 


That article seemed to make a lot of sense, so 
I sent in for the booklet about the method— 
bought eight hen turkeys and one tom. I fol- 
lowed instructions to the letter—hatched and 
brooded with incubators instead of hens—kept 
our poults and grown birds isolated and con- 


on page 5..." 


fined until marketing time instead of letting 
them run with chickens. 


It took a lot of time, and plenty of work. But 
it was worth it. After five years, turkeys were the 
biggest money-making crop on our farm. Now 
—thanks to those turkey profits—we’ve built 
a new home, bought some new land, and we can 
look to the future with real security. Yes, our 
confidence in Capper’s Farmer has been repaid a 
thousandfold. 


*Based on an actual case history from Capper’s Farmer 
Files. 


The confidence that 1,300,000 Mid-America farm 
families have in Capper’s Farmer stems from the 
practical information, profitable advice and farm- 
tested information that it offers them. This confidence 
gives your ads in Capper’s Farmer extra selling power. 
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Company. 

Cartoonists, including Ripley, 
Gus Edson and Frank Willard, 
contributed cartoons’ especially 
drawn for the campaign. 

C. Knox Massey and John Moor- 
head of Harvey-Massengale Com- 
pany, Atlanta and Durham agency, 
directed technical details of the 
campaign. 


Churchill Joins ADA 


Marian Churchill, formerly 
with the European edition of the 


New York Herald Tribune and 
with the merchandising depart- 
ment of B. T. Babbitt Company, 
has joined Advertising Distribu- 
tors of America, New York, to 
head a newly formed contest and 
premium department. 


Magazine Changes Name 


Effective with the May 17, 1947, 
issue, Cotton & Cotton Oil Press, 
Dallas, changed its name to Cot- 
ton Gin & Oil Mill Press. At the 
same time, the publication has ex- 
panded its editorial coverage to 


include the entire oilseed proces- 
sing industry in the United States. 


Buys Rotary Lift 

G. L. Ohrstrom & Co., New 
York, and associates have ac- 
quired all of the capital stock of 
Rotary Lift Company, Memphis, 
manufacturer of hydraulic lifts 
and elevators. There will be no 
change in policies, products, dis- 
tribution, active management or 
operation. George L. Ohrstrom 
has been elected a director and 
chairman of the board and Hugh 


Allan, formerly vice - president 
and director, has been elected 
president. 


.) ’ s 
Press’ Appoints Three 
Saturday Night Press, Toronto, 
has promoted Mel Warren of the 
sales staff to assistant sales man- 
ager. Jim Grosvenor is the new 
production supervisor of the crea- 
tive division, and Jack Morgan, 
recently with the city advertising 
department of the T. Eaton Com- 
pany, Toronto, has joined the crea- 
tive division of the publication. 
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Young Appoints 
Weir as Agency 
for RR Group 


New York—Roebert R. Young’s 
new Federation for Railway 
Progress has appointed Walter 
Weir, Inc., to handle an advertis- 
ing campaign, William C. Mac- 
Millen Jr., president of the fed- 
eration, tells AA. 

A newspaper campaign to ex- 
pand membership—which cur- 
rently totals 13,000—will start 
soon. The Weir agency will con- 
tinue to handle the New Haven 
Railroad account. 

Clifford H. Ramsdell, formerly 
a senior associate editor of Tide, 
has joined the federation in 
Cleveland as editor of its pub- 
lication Railway Progress. He 
succeeds Ray Connors, who joined 
the federation last month and 
then became manager of The 
Lodge, Stowe, Vt., of which he is 
part owner. 


Cloth Resigns Ad Post 


Neddie Cloth has resigned as 
advertising manager of the Sweets 
Company of America, Hoboken, 
N. J., a post she has held for 13 
years. Miss Cloth will continue 
as advertising and promotion con- 
sultant to the company, which 
manufactures Tootsie _ Rolls, 
Tootsie fudge mix and other 
Tootsie products, and will retain 
her position as director and secre- 
tary of the organization. 


Wise Joins Blums’ Candy 

Edward Wise Jr., recently an 
account executive with a St. Louis 
advertising agency, has joined 
Blums’ Candy of San Francisco as 
director of advertising and special 
sales. Mr. Wise will maintain 
business offices in New York and 
St. Louis, as well as San Fran- 
cisco and, in addition to his reg- 
ular duties, will supervise the 
opening June 17 of a new Blums’ 
store-within-a-store at Lord & 
Taylor’s, New York, where candy 
will be flown daily from the West 
Coast. 


Sponsors Lacrosse 


British Columbia Electric Rail- 
way Company of Canada this year 
will sponsor lacrosse games in the 
Canadian West Coast’s Intercity 
League and the Mann Cup play- 
offs. O’Brien Gourlay Ltd., Van- 
couver agency, directs the broad- 
cast series which started May 6. 
Posters, car cards and newspapers 
will also be used. 


WINSTON-SALEM: 
U. 8’ 100th MARKET! 


Among all the major Metro- 
politan Markets in the U.S., 
Winston-Salem ranks 100th 
in importance! This is of 
great significance to adver- 
tisers who know that 65°, 
to 75°, of all sales take 
place in Metropolitan Mar- 
kets.* 


The Winston-Salem Journal 
and the Twin City Sentinel 
saturates this dynamic mar- 
ket, and 
noon, — every day in the 
week;—a “must” for adver- 


morning after- 


tisers with something to sell 
in the South’s Number |! 
State! 


*Arthur Hurd’s Analysis in Sales 
Management, November, 1946 


J OURNAL and SENTINEL 


Winston-Salem, North Carolina 


National Representative: 
KELLY-SMITH COMPANY 


Circulation of the Sunday Journal 
and Sentinel exceeds 50,000! 


ae te ast .! ont th y * ee aE gf Rina gt i cmd ee! : ¥ a rs { bid xy é oY es ; Se 
: as P aes ees ‘ re oe - Sai Se TN as 3 é i ape : . ‘ou fn i 
‘ . ‘ 2 5 ¥ . e 4 i “s ine ‘ ai 2 ee 3 E E e me ‘ea ae = a : . f ie 
a oe tins 
. as: 
Tes 
—— a 
», 1947 P| 4 
gl Po | : A 
a 
ryer & ee 
 lead- a 
| Pe 
t. Mc- ¥ 
. > = J 
ration, a 
utdoor - 
nm who - - is 
Cnsle ee “a 
7 2 4 
. Jim aa 
ic.; top x 
. —— - “at 
3 Wil- | | 
< office | 
ar 
Ts Po | 
Cresset 
ee eS ns sssasssssssnescesesesees 
: 
| . 
| 
‘ 4 ie 
4: 
: a | : 
ee a i oe | 
a : ps ee # 7 | 
F- eS Re 6 cons ape ene 4 ; - ee | 
a fA ee <M eee Pie sae 3 eh eet (F.2% a Yt | 
a Oe ae tego er Ga. ee fee Be 
ee ae ge ee aed ss St ad : we ae Pe on ie ae 
ff ay. 4 Seas pe ae af Se ee OR b i > a Poh 0 i. 
a aor Sige as a es ee es eee egte z ‘. ‘. sa Crain! ea o eee: = ae) Peres ES 
oka is ry tie = a eee esi, pies fe ge : ns oe a eit "4 My. ~ 4 ” le ull ee wep a 
Re ee SE Rae Oe ah ee : a : 
3 eee Re ee Ask AOS oe Suit ae *. es we 
 —— | a es” eo ae. ee eS veces sf ae En oe 3k 
ee é % Fe ge ee” i ae a ee TS ASTD aa a ee, ene 
' Some St Sa ee Pode SAG Sy a Rn Cy eae Se «Foyt ae fe Re ee” 
Pe re se OA tea RA a ay $c Siege ie ee ey, as NP gee. fx oo 
(fe 7 eae ee A ORT IM Ge | 
Cf ee LE BD diy Be BE OS he gene en rn: ia Pa eld” 
“sae? 3 f, : ee ae PF Lg ln eae ele Mir, Mas ee PE gee, Me Be 
Be bas & ee is oe a iy 35 AI had eee : fi er tts, 
fi ee ie ig. tim. © . ee he a a My i > a re "uy, 
Femi ie CA tie ee ies 
PPR me ee ie Oe a gk al ee < ce 
OP tse tee Jae oo ee : a”, Sc hale ye he _ «Pog ON | 
tae Bee Fk se ie a ba ls cere ci ae ee ee ae 
Ste gs a ee a fe “Tae a gee 1 oe ots ‘eae ms 
oe ae eo ae } he - 
hi ee °4 i Se ea SE oo -3 ne 5 oe : 
a ar SR gee <0 ie aig “ae ay F ay oo a Dt ; oe 
ae x ee a : Rae ee ees ee Ly Se eee Ta j 
J a 2 i i. Be =. ae a ae eS ee as ae 
Sa ae _—. bers - See Oot me b fb cus Re. i } as 
9 a Se , ee oe F in 
a a sees : 7 a ae 2 er , ee ee 
ee ane ote es oh rs 
we ae - : 
a > . 
eS Pcaate p 
Se ‘ a ita ; ee ee oo ’ : i 
a oe ae SU ee “on eo ae eee ? * Mh 
ae —— ll SS eee a 
ie. ‘ «teste ie oe a ec = a Me avis ps a vz fs p ee 
a i ee Ses Gc A a SS Speirs 1 at Se ie YY Joo? , j a 
eee ; ne a Se Brees es ee geet ied? ci Be ET 
ae erg a i es e ae A “ee eee H «efi vai : i 
a o ee ae “ wee : 
es 5 - : ee: ll Oe id > > ote ee aay oe 
2 ae ‘ > a ‘ae te : a : Ae . Roa + 7" 5 oe . :.* 
ae . ae Bet a ee es pn ea << ann. Saint cs 2s soe. «6 ae aa 
eee 2 B= . - eee a 6s : Dee i BSP Rae ce “ cae: eal i ie . Prom | "gar . 
ae ee ee % — Oo. snc oe i iG th i o 
a Oe ee Mee et Een fete 
3 er Pelee, oa  § 
> ae: a eae ee ll i NR, oie Ge Seay nee ae, As 
% > a Bs, 4 is Sg re 2 ce. eee Dy - * owe Berac = ee ae gk : a4 Fi Pope : 
Se ee 7 ee Vee ae 2 Aas . fea si atte “Ee ha “ 
< . PSS same so a pes. eT Bey Ve . 2 a ne? ae ei gt t 
ae a ee ee ee athe so * i 0 CRE eee co i eae : 
eo 4 a se —ae ONE gee vo Cig .". "kar eae ane = 
ae fea ull a: ee OR es # Seo an Picadas eee phd Vee aa : 
bE 5 Sack. tia q ee : ee Re a ee whe a er ; 
ie BB ee Saad & ae ee et. ; ety Se ee ies in! Se 
ae ae oes gor: ee , ee wd eee RS! i tae a 
Soi ie ; ee ‘ ae es £ oe beg P ie é et eee A it _ 
age fe i er: ne es : x Se gece di : f i ae : 
seer ST 5 “4 oy ‘i ” pe ae Berke ms “ aim es i 1 ng ie i, y if of 4? ts rq 
ge ote 6 4 Jie sins ean Bey e > ae Pe aS > a eae “3 i F . perks j 
: Sy iG mo , ee Pee. a NS Besa. Ai 2 F | 5 
£ Bs e. £ ee et ae eS ee a Rit ie Ph: oe . ss oe ee € 
ae ae : a op Cite: ad pee a 2 ae a : ’ Doe & a. 
ey ae — — icine seat | . 
F e ota : - Sos ¥ ee ag 4 . ONS ae ie aa “ae ke Ly er . 
a: $2 i at ‘ : e ae i e ; aoe sy es Og a i Piece, | are 
ie. a ro s , a — ba Re aie, mee Mages ea ° 
. oe ae F gis ee Re. ie UU es) Meu Sa e ae 
, & 2 # ae oS >a eee ae ae tt oe ey ey eet 7 Botins 
I i ee era Seg i a mee Bese fr 
. 3 " —— ee oe ees a eee aes De ee as, * pe | ‘ 
7 ve Bi oo 2. al ome 43 — rst 2 2 ae Sa ee boa os i i Dees ee ee gv am; 
BF oes SSS ” Se 4 Beene. ~ * a en gin. eit Y aa er ir 
rhs 9 “<< F < eee oes ao ee : ‘ x ao — = 7 ors 
oe a. fe ee = ae I 4 > ties oo aren si 1 Sater aoass i He a, 
: ee —— — a Si ee Ye my a 5. i eae *) wee ¥ (See ‘in bee, ns at ee : oo .. 
ee as ee i = ee OS ai a ee ie So ae a oi ta 
fate a ae g os. 7 er <a + Se hes ae “E> ee “anv a " lee ‘ = 
ae — real ee | ok ae es he ~ 2 Ai “ rete oS ce , 
an . if Ree Ot! eee ae e- a ews a 4 
‘ i, ad 2 a : - - — be > — ts 7 Fis ma Ps, Baw ia h $ 
a a <i. ii 3 Se ah ee ol 
ie a ie eo re eS oe 2 ear 3 : 
—- CC ee —  ) a hk ie Se 
cee a ES ee a ar te Cte ae 
ae RS 8+. ee pr ia | 
g Reg ae os Be a ae che i — ae sega oo 2 bce 
p eos. ee — A ae ae — —— Sa m rae | 
eee oe “a eee a aad ‘i Ps oe ; i san oh Sa : be A 
Cet ako, oa SS a ‘ty “! ee eS eer ee ae om ts | 
=) bake eae p oe . ae a ae a a ot ee «ees ee ; 
Lear Eee ke 3 5 cl *, Se meee i area page Aa Pe ieee 5 Cea. * } 
oy aan 5a igen ae es * BS 8 Bet 2 gee an £1 tien j 
a ee 
jG oS ee cae e ga OU > aoe > Ki, } 
as x 1g ae rome? eee x a ae oe ae e Sate ey e ea 
ane i pega ar See Soar Rae! aE ev ek ee ~ aa | 
ye : ee ee I sg Re BG ah > Aa 
os ee ba as <gee ae eee Ke Se ey ; Bes ee "a Be 
ME ee? Si. . i I a at i SAS ee es , pe .. 
2 BS ie Ree Ft par ie oe P iy : 
4 PO Deere : es ee. ke : wea alia 
a oe Ee 2. ae a . 
case & yo aes ? piconet ‘ oe a ; "i iain me . 9 
a age oo ee CET yr ; ‘ } ‘ 
ee ec P mee E 2 a ; & e: Sn “4 pre vet ae Ne Fo oa oe ane: “pe NG ae | . e 5 Ss 
% Bis pre er ohn Re eee + | : 
Be OS ieee ie Spee : ar sy Seat ee es OS, | ; 
ae a ee Oe ee ee ¢ 
ay ee ee he es Pa a ee ‘a = bias Sg eee oe io - 
uct NE cr ais ee aie : 
. Pe AS og: Sito Di ga ii: atte me A a Me ees Bs eae pi hy, Pn 
ee ee 2: SE a rs ee De She Fa es ae ag $ Pe eng AS wr RIM SIN 2 Ben SD a ae 
aa ae ae ete ey he, ree OR ewe " P ae ee aera ke Be anes | 39 
ee a pe pt BES. cages ae ‘ nt git ee F €i3 ee 2 came ae 1h ame | 
a . eee tn Seas. eee Sn 8 5 Renee Bearer! Re =o ae ey ps el 
fe 7 e es oe ee “iS. SL sO aye mate Beek A a ue a. pera eae | ho a 
a Bee. Sor. ee “he Med ~Stiate ay a fe 4 ee of i: } oa 
"i 4 oe Be ee ah “Rtas Ua eta a wan Beas ne | Tie 
; eo ee ee CE eel Age : Ke ae RES eae | Ph 
oie Pe ee i a Ree a ; ae | ; 
y i ee BPRS Py, Teas oe epee ee : x 3 Oe, pret | 
Pr. ae F % CIOS vt ais i a bes “Po. 3 eel a 5 ieee. 4 ‘ : Va em tie | gfe ce, | .% 
: a ee ee ee ee ee Se SS aire ae RA ee. a eee ~ ide 
r & J om Pre ae EE ve Seen Re ie yee, See ae “2 , : | a in a 
=. ae Ls ia rn ae ee a ewe nas sabe 4 ae i : ae ef + ies ag } iy 
f i ea : 3 is eS a Me “ Pe GP Se Tce es < Bee cat ae gis te Pa oe i | oa r 
fe ‘a ee we imagen ee Ae ee — ; of : Sa 
Ls : RR neo f tg Sige, Se ape we ee ee aie Ae 2 <n ail 4 ; a 4 Pe 
Meee 3 ; eee ae ea BEGET ae oe ae se : : er Pie 
f es ee Me Pt, ae Mas lee ‘ — é Sol 
é j J om Pin Cs & Ske ® te snl S06 ie iby ra + 27 aa : J, et ia oa é? ne ¢ | po 
5 J 4 . eke a Bee ee ok og <oe s a a. 4 ae = i é 
& j j Be ga & OR ane ae f — A [7 f a? IRA 
& — ‘ i islet be ea ee 3 ae & f A ; BU bik 
f ee , ; a o ‘ wee See pas ‘ ag » oe to ‘ / “ : 4, ker: 
4 . Be ee ROE I<. th eo Bg ESS er ae ’ i ee 
; oe ee : a ed ae z ore 2 oe wy ot 2 oe a 4 E x Mid 
ae 4 Ni. ~ ial eee ae Re ste EN ES cre = a ; 4 
Mg « rs a bey eas 4 “ Fs ‘athens le a ee io ; te sist —- 7 
ee A a = 3 Pie HS os Be 7, ak wa. le i { ave 
a a. . ‘ (ene q Sh 5 b 3 & % one i>, 7 aa —- o- 
Heke . i _—— a ———_ ee. 
Mae SS fae Pt ys e 4 ie: ORES 2 — e ‘ Rat c$ 
es . Pe ee eg ; : ‘aon — i a a ing 
Pie ec . i = pa " 4 i Ye : ae ee Bey i 4 4 > ; | . Wie 
Si ties Ee. ‘ . Je a =. ; a aK i aaah or | i 
| ac _ pee ae 7 is pO. so i ail j | ae 
week 2 P ne , - Bis. var ss: eee Pe | | ve 
be P ‘ eae Ps ae 3 ‘4 r ' 2 a : ba 
; rs : be a e. j i ut Be 
2 ks J ay > j + ? 
cp Z ee a L « = 4 
y ¥: ’ oe : q ; é A + 
2 2 P a " a # } | 4 
Se ‘automa ag 2 * j 1% 
at = x a =e 
; a - eS” . 4 
. ne pre or" oa 
o fe 4 » ta af | 
; a = : % aed F 
' # . 
: ’ Ps ar 
; i eS | : Pe 
4 , ‘ "a TSS Se Pa - S 
ae — a — ——— a | 
| 
po ™ 
- ’ 7 * . = bic te, rey: : 4 i “ 7 ; j At iy 1 \, a : ‘ . & “ . ¢ 9 ‘ 4 ‘ Ps 4 , j : Sa 


36 


puyING power UP AGAIN 


* The South Bend Market 
Net Income 


Retail Sales 


* From Sales Management's current “Survey of Buying Power” 


STORY, 


BROOKS 


gs IN “TEST TOWN, U.S. A.” 


Year in and year out, buying power remains high in the South 
Bend, Indiana market. “Test Town, U. S. A.” stays consistently 
among the leading markets in Net Effective Buying Income. High 
Retail Sales prove that buying power is spending power in South 
Bend. This one-newspaper market is covered to saturation by The 
South Bend Tribune. Write for free booklet on “Test Town, U.S.A.” 


Last Year This Year Js a 
$505,317,000 $516,982,600 S$ outh Prarn d 
284,106,000 383,944,000 | . Nelo 
- Wu? ? e Fonsi f> t Va 


- 
_ 


Swf: SOUTH BEND, 
IND. 


~ Oribune 


NATIONALS REPRESENTATIVES 


& reer y, Sees 


Advertising Age, May 19, 1947 


WASHINGTON—Department store 
sales in the U. S. in the week end- 
ing May 3 were up 5% over the 
previous week and 12% over the 
corresponding week last year. Nu- 
merous markdowns and clearance 
sales helped greatly to hold sales 
at the high level. 

The latest Federal Reserve 
Board report shows year-to-year 
district gains ranging from 5% in 
the New York (second) district to 
18% in the Chicago (seventh) 
district. 

Atlanta’s 28% gain over the 
corresponding 1946 week was the 
highest reported, and Little Rock’s 
3% loss was the poorest showing. 
New Haven, with a 1% decline, 
and Springfield, Mass., where 
sales were even with those a year 
ago, were the only other cities not 
reporting gains. 


— 


that supports 55% of the nation’s retailers. 


hold... the magazine idea-planned to get action. 


@ More than 175 sparkling ideas are carefully planned and packed 
into each issue of Household. That’s what spurs more than 2,000,000 
families into record-breaking action. Action that leads straight to the 
sales counters of America’s small cities and towns... the great market 


It’s easy to see why one advertiser got 1,106 orders from a quarter 
page in Household. It’s equally easy to see why more and more smart 
advertisers are selling the rich small city and town market with House- 


HOUSEHOLD . wscarine oF action 


(Meaanlbved vor SMALL CITIES AND TOWNS 


CAPPER PUBLICATIONS, INC. « 


TOPEKA, 


KANSAS 


Federal Reserve Figures on Department Store Sales 


The national index of depart- 
ment store dollar volume reached 
278, on the 1935-39 basis. This 
was nearly as high as the index 


DEPARTMENT STORE 
~ SALES INDEX 


1935-39 EQUALS 100 


Week to May 3, ’47* .p.278 
Week to Apr. 26, ’47* .266 
Week to May 4, ’46*. .248 
Month of March, ’47..277 
Month of March, ’46. .258 


*Not adjusted seasonally. 
pPreliminary. 


mark in mid-March, just before 

Easter, but well below the peak 

of 317 reached the week ending 
April 5. 

Yr.-to-Yr. % Change 

Mo. Week ending 


Federal Reserve of Apr. May 
district and city Mar. 26 3 
UNITED STATES.. 12 ri5 12 
Boston District ... 15 19 7 
New Haven .... 7 5 —) 
Springfield ..... 9 12 0 
Providence ..... 6 8 2 
New York District. 11 r12 5 
ae 11 14 2 
WBUROIS ccc ciires 7 r24 15 
OW BOCE 2c ccae 12 rg 2 
Rochester ...... 10 15 16 
BYTACUBE. 2.00% 9 16 16 
Philadelphia Dist. 16 22 16 
Philadelphia .... 18 21 10 
Cleveland District. 11 r1s 15 
BEIGE 6 das cecdes 2 20 10 
Cincinnati ...... 11 8 16 
Cleveland ...... 9 17 15 
Columbus ...... 12 15 11 
co re 15 r17 10 
Pittsburgh ..... 11 21 17 
Richmond District... 9 r17 12 
Washington .... 10 17 10 
Baltimore ...... 11 20 13 
Atlanta District .. 10 rll 16 
Birmingham .... 13 16 4 
WE iwscievens 17 11 13 
REGGE SN diawe wes 5 r4 28 
New Orleans ... 19 24 14 
Nashville ....... 3 25 21 
Chicago District .. 10 r16 18 
COORG: a xeckve é 9 16 21 
Indianapolis .... 4 33 16 
DS ere s 12 17 
Milwaukee ..... il 9 8 
St. Louis District.. 9 15 16 
Little Rock ..... —1 8 3 
Louisville ...... 13 13 8 
BE. SAUER ict ese 12 16 19 
Memphis ....... 5 11 
Minneapolis Dist... 17 - 
Minneapolis .... 7 rd 
eee 19 ° 


Duluth-Superior. 13 


Kansas City Dist.. 12 1 12 
SE ie tadea ds 21 2 19 
, oe Pee -——1 7 
Kansas City ... 14 2 6 
Bt. SOGGOE 2 cccice 9 18 
Oklahoma City.. 4 1 11 
EF S468 ese 5 7 

Dallas District.... 7 
EE «aw ta ache 64 1 4 
Fort Worth .... 4 1 16 
BROMMGGM: 4605045 20 10 
San Antonio .... 8 22 


San Franciseo Dist. 15 


4 
-_ 
DOM OCU BR WHA ANWHK AOU © eM 
—s 
oO 


Los Angeles Area 15 11 
er 9 ad 
San Francisco .. 14 0 
POPGIGMG cesses 12 1 11 
Salt Lake City.. 9 1 23 
a) rere 8 3 


r—Revised. 
*Data not available. 


Opens Video Series 

Griesedieck Bros. Brewery Com- 
pany, St. Louis, long a sponsor of 
baseball broadcasts, is opening 4 
|series of pre-game telecasts, 
| “Baseball Closeups,” which will 
|go out via KSD-TV, St. Louis 
| television station. Ruthrauff & 
Ryan said that 42 of the programs 
have been booked. The telecasts 
will feature visiting sports edi- 
tors, players and press. In addi- 
| tion, a series of 26 “Sports Close- 
Ups” has been scheduled and wil! 
| feature sports headliners and dem- 
|onstrations of various phases 0! 
| sports. 


Boston Papers Name Butt 
| Ernest Butt, formerly with L. © 
McGivena & Co., New York ad- 
vertising agency, and promotion 
specialist for Newsweek and the 
Chicago Sun, has joined the Bos- 
| ton Record & American and Sum 
|day Advertiser as promotion man- 
ager. 
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covers it a 
effect 


To put your advertising before patronizers 
of all 1,786 Drug Stores in the St. Louis 
market, place it in the newspaper that 
covers the entire market effectively... 


the GLOBE-DEMOCRAT. 


Not only does the GLOBE-DEMOCRAT 
spread your sales message to the cus- 
tomers of 706 Drug Stores in St. Louis 
proper—it’s a fixture on breakfast tables 
in 87 surrounding counties in Eastern 
Missouri and Southern Illinois (the 49th 
State). Not just a smattering circulation, 
either! In 274 bustling towns, the GLOBE- 
DEMOCRAT is read regularly by at least 
50% of the families. 


Reach all the St. Louis market... the 
market that reaches for the 


ar 


|e 


5 - e 
Wh ‘ip ' al r pt * a 


~~ 4 


1947 Stage 
» S pae 
— a 
RS Ex a 
> ES age 
SS eae 
SS 
ES 
ded SS ot aioe 
: i iS wii 
>part- ea KS ia 
ached KS ae is 
This ES a 
. — ye 
index 'S aa 
7 ee : 3 — . : 
) S | | 
| ES i ‘ 
, SS : ; : 
bs SS a - . 
8 SS = : 
SS : 
36 ES lee | 
S 
18 3 > 7 
8 ft aad S P. a ¥ f ' * Ei 
Deieite BASS S 
— 
before ‘Ss 
ee 
2 peak Ss 
ending SS 
S 
Change pak: 
— i a Diet pe a iy - . “a tee re +) 
“ner S ae Sa yi mes ae = “Poem ss 
7" IS a a aa i ae 
i : : : F | | a 
0 pam 
2 | Ee, re : 
= os 
15 SS SS - eae: 
10 SS pele nese: 
15 SS i arene hee 
—= 2 aie it x 
10 — igh > o eS 
16 S bie ca eo sence 
3 S pede Tal ae e 
11 — ce ee re ‘ae 
10 S aca. aps 
17 —= a = - - Be: 4 phe bee 
12 S BRA ie ae 
— . 2 
10 SS  ——_— 2s 
16 = se "sg a See 
4 S Ie Rout a Sea: 
— > aes, Be aie oS 
14 S ‘a i a> 3 Te Pc eee te eee 
| 21 — Bag 
18 Mt 
: : ; vise aia 
: a . | SS | 
ist ¥ ™ . = . 
| ee v. “ ; Wis aa Be 
4 SF: igs 4 , a \ e.: ai ' - 
roe ewe eee | . 
— a Re ‘exe = at a 
Sy ee a a ae | oe 
; a ibe > ven i Ee... ’ ist ne * ‘ : Bes ry sails 
Pea 1 peasy eee ne 
ne , ? - t ) a ke f eS : 
SS : 22 ve é 
Ly) Ly 3% ‘305 Se ve 
fe . =e es a s, = * oes 7m rt: 3 ; : : 
- a : % j * < a ¥ - “Ate s 4 ua 
: “~ “ee 2 eae ie @ ed oe 
e # cs . fe te . i a e- : 7 
: nat (Adin oe ee ” st ¥ ae x E og es ie e 2 we Ps 
2 7 joe — . aa 4 = : : is ; " 
j ae fea. ole as J * 
ee a / i ag is 
: ao a sa 3; Saag — ie 
: ae re i 4 ; 2. ; ‘ aw j lin 
5; sie 0 fo —— ele 
7 ~ 
+ ng \ : 
, 4 mee) ts en tee Pi ’ -. I 
: | Sti obe Democrat 
fi | * eS "ee Bi, x. ee - 
ar ee See hoa wv ‘ ar ee a Fa ead a : eg ete te Pe: 4, onc SS :: a : —. E i ret ‘ \ . * WAS on’ SP gN ¥ : P ey i 


\) 


38 


Dew Advanced 


W. F. Dew, who joined the sales 
division of Clearing Machine Cor- 
poration, Chicago, manufacturer 
of hydraulic and mechanical 
power, in 1940, has been named 
sales manager. 


DO A TWO-WAY JOB 


through the « 


Variety Store Editions of 


CHAIN STORE 
AGE 


Reach the BUYERS who 


LIST your products and the 


STORE MANAGERS who 
direct point-of- De, 


sale distribution 


General Foods 


Mixes Soap Opera, 


Public Service 


NEw YorkK—Something new in 


radio programming—soap opera | 
mixed with public service—has | 
General | 


been inaugurated by 
Foods Sales Company, sponsor of 
“The Second Mrs. Burton.” 
Every Wednesday two or three 
|/minutes of General Foods’ 15- 
minute afternoon spot on CBS is 
devoted to a discussion of some 
topic selected to appeal to the 
predominantly female serial audi- 
ence. Last Wednesday listeners-in 
|were given hints on _ glamor 
secrets by Shirley Wolff, lecturer 
and writer, as well as an in- 
| stalment in the lives of the Bur- 
|ton family. This innovation was 
started three weeks ago with the 
appearance of Faith Baldwin, 


|famed novelist, who talked about 


marriage and divorce. 
The addition of the family coun~ 


seling feature of the program is |cards in New York and Philadel- 


viewed as a move designed to 
meet the sporadic criticism leveled 
at soap operas. 


Moves Main Office 

R. H. Winslow & Associates, | 
Hartford, Conn., management con- | 
sulting firm, has moved its main | 
office to Old Lyme, Conn. The 
Hartford office at 36 Pearl St. will 
still be maintained for the con- 
venience of central Connecticut 
manufacturers, but field activities, 
client service, and other functions 
will be handled from the new 
headquarters. F. E. Cummings has 
been promoted to executive in 
charge of operations. 


Promotes New Labels 


P. J. Ritter Company, Bridge- 
ton, N. J., launched a full-color 
Magazine campaign this month 
and will continue it through June 
to introduce its new labels, which 
will make their appearance on 
Ritter Foods early this summer. 
The company’s new trademark 
was publicized in newspapers and 
magazines last November. Car 


THE ¢ 


|... FOR TESTING CONSUMER ACCEPTANCE 
OF NEW PRODUCTS AND FOR EXPANDED 


SALES OF GOODS 


7 
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Syracuse, N.Y. 
is one of the most 


important di 


stributing 


centers. Its geographical lo- 
cation and facilities offers 


the best wholesale eco- 


nomic advantages. 


Syracuse, N.Y. 


products are known and 


accepted throughout the 


entire world and this man- 


ufacturing provides 


steady employment and 


steady wages. 


- SYRACUSE 3 
Bh MARKET 


S 
| HERALD-JOURNAL (Daily) 
me Syracuse, N.Y. 
: HERALD-AMERICAN (Sunday) 


AND SERVICES — 


Syracuse, N.Y. 
enjoys a 23 per cent 
gain in business... 
putting it in third place 
among the nation’s 10 


best cities. 


ENTRAL NEW YORK MARKET 


Advertising Age, May 19, 1947 Advertis 
; ;' Cons 
| 
woe Latter Fed with Thoto-fed Feat 
rm. Hous 
; PITTSB! 
plete ret 
handling 
up, “Pitt 
nagazine 
Glass Cc 
Pittsburg 
nation’s 
magazine 
The ne 
the sam 
‘ signed a 
a es ‘ ee : - nly a 
POSTWAR RARITY—The first postwar newspaper spread in the Southern Cali- ployes: 
fornia area was carried recently by the Los Angeles Herald-Express, which sold and typ 
the space early in the year to Victory Packing Co. when it found its national zine. Em 
quota unfilled. Originally planned for February, the copy was postponed until wanted | 
March because of production difficulties, then finally run in April despite the more née 
current paper shortage. slants at 
h , 1 local nev 
ia, plus playing cards and other = ain 
name P -oxspeve. Mey have also Standard Sizes Soe 
been carrying the new trade-|, = ; Forme 
mark. in Magazine Pages J..." 
= policy 0! 
Urgedin England [2 ; 
| Lonpon—Page sizes of various §§° 39% 
'British publications eventually problem 
/may undergo a decided change if (pictures, 
the industry accepts recommenda- ‘ompa 
7 ‘tions of the Trade & Technical [plants 
| Press Committee of the Institute units, W 
'of Incorporated Practitioners in magazin 
| Advertising. ized ins 
| The committee is urging that To pr 
| publishers reduce the 240 differ- [the fielc 
‘ent advertising sizes that existed Jan inte 
as of May, 1946, to five standard magazin 
| sizes. ited in | 
According to the committee, the magazin 
/popular standard now among western 
British publishers is the 10x7- f Jow 
|inch page size. The committee fjfrom 17 
| recommends this size wherever operatio 
possible. The other four sizes office st 
recommended are: 12x8% _in- 
_ ches; 11%x8% inches; 9x61, Founc 
'inches, and 7x4% inches. $170 0 
| Savings which, the committee ‘ 
; says, can be transferred from pro- Total 
t 'duction expense to purchases of — 
a a 


Syracuse, N.Y. 


industry payrolls are at 


their wartime peak 


resulting in a sound pros- 
perity that is reflected 


in increased 


retail 


local sales. 


THE 


HUB OF THE . 


EMPIRE STATE ° 


| space, will range from 20% to as 
high as 50%. The committee also 
'claims that use of impressive and 
‘attractive design will be greatly 


000,000 
Yec. 31 
cutive 


‘orset ; 
| facilitated by reduction of the f Amer 
|number of page sizes. He ] 
| Sa ioundat: 

. . ma lev 
Argus Acquires 2 Firms wat x 
Argus, Inc., Ann Arbor manu- if 1947, 
| facturer of cameras and optical for 18 
| instruments, has purchased the howed 


Industrial Tool & Die Works, Min- [Bnent bi 

/neapolis, and the W&D Corpora- luring « 
| tion, Faribault, Minn. The for- 18 POS} 
| 


mer, which includes two factories, 
will be operated as an Argus di- 


|vision. The Faribault property 

will be operated as an Argus sub- Two 
sidiary. Both are now producing Vilming 
|a variety of products including Muskeg. 
| electric clocks, heaters and irons, ranted 


and fountain pens and pen caps 


ower i 
| which are sold to other manu- OW al 
facturers. vith 1,( 


Re-forms Prewar Division 

Frigidaire division of General 
Motors Corporation, Dayton, has 
re-established the special markets 
division of the company’s appli- 
ance sales department, with C. E. 
Quigley, in the appliance sales de- 
partment since 1944, as manager 
The special markets’ division. 
which will handle quantity, home 
freezer, replacement, farm and 
school plan sales, was discontinuec 
during the war. 


WHAT’S GOING ON? © 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS ¥& partrs *& MAGAZINES © 
314 So. Federal St.. Chicago 4 
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Consumer Design Hesser Succeeds Father Issues New Rate Card | tion of Delaware, has been elected| Perry was scheduled to retire 
| C. H. Hesser, western sales di- | hoi Owner, New York, has eer tan Wau er a a from ~ corporation May 1, but 
= vision manager of Miller Brewing | issued a new rate card, listing no ’ ancisco, U. S. Steel’s | agreed to serve in the new posi- 
Featured in New Company, Milwaukee, has re- | price changes but showing re- | West Coast subsidiary, succeeding | tion until a permanent successor 
‘tired after 42 years with the com-| vised mechanical specifications to | the late William A. Ross. Mr.!|to Mr. Ross is elected. 


House Magazine |pany. His son, C. D. Hesser, has | bring them into accord with NIAA | 


, | been named to succeed him. recommendations. The new card 
PITTSBURGH — Following a com- ws |changes the cash discount period | 
siete redesign in both editorial he ea ‘to “10 days after date of in-| _— advertising =e 


nandling and mechanical make- | Birgeneau Joins Kelley voice.” | 
up, “Pittsburgh People,” company peter p. Birgeneau, formerly | —<——anenas . 

nagazine of Pittsburgh Plate| advertising manager of Sangamo|U. S. Steel Ups Perry the most profitable medium Af 
Glass Company, is presenting to|Company, has joined the Toronto! J. Lester Perry, assistant to | will produce the best results i 


most profitable field through 1 ¢ e 
c 


ww EXCESS 
pittsburgh employes one of the) branch of Russell T. Kelley Ltd.! Benjamin F. Fairless, president of | abc ™ = 
nation’s first “consumer-designed” | as account executive. the United States Steel Corpora- GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


magazines. 

The new publication, printed in | 

: the same size as Life, was de- 
signed after a survey showed that | 

nly a small percentage of em- 


Cali. ployes were interested in the size 
1 sold and type of the previous maga- 
tional zine. Employes indicated that they 
| until wanted more and bigger pictures, 
e the moré news about the company’s | 
plants and actual operations, more 
——— iocal news about plants, and more 
pictures and information on prod- 

uct use. : 
Formerly 8x 1l-inch size, the 
ges large-size magazine has adopted a 


d policy of using about 65% to 70% 
a] of the space for pictures, and 30% 
arious to 35% for reading matter. The 


* 
itually problem of localizing news and 
nge if pictures, to reach persons in the S OoIng ac 2 S 


1enda- company’s 35 manufacturing 
‘hnical nlants and 175 merchandising 
stitute nits, was solved by designing a ° ° ‘ F bh f 
a Cousin ok Oh iain aoe el MOTOR AGE in 1947 is definitely ahead even of the enviable position it 
zed inserts for various units. ° . . 7" ; 
s that To provide an adequate staff in | attained in the automotive after-market advertising field in 1946. 
differ- the field, the company sponsored | 
»xisted an intensive one-week, house- °° . > o 5 ‘ 
undard (magazine training course, oper- Its advertising folio has increased 23 * over the same period in 1946. 
ited in cooperation with its house | 
ee, the magazines consultants and North- 
nong [gwestern University’s Medill School | It now has a total monthly press run of 66,800. 
10x7- of Journalism. Correspondents 
mittee from 17 of the company’s major | . ‘ - x 
erever [§operations, plus the entire home | Its total paid circulation is 64, 180. 
sizes office staff, attended the course. 
% in- ——— 
9x64 [Foundation Garments Hit It reaches 23,579 Car and Truck Dealers out of a total of 36,354. 
mittee (9570,000,000 in Sales | 
n pro- ff Total foundation garment It goes to 34,854 Independent Maintenance Establishments out of a 
ses of wholesale dollar volume for 19 
in os Pye to $170,000,000, or ao total of 49 485. 
os eee 00,000 more than was estimate | 
ais dae Dec. 31, Fletcher D. or 8 
cutive vice-president oO the | e 
~ ‘orset and Brassiere Association It has 3,815 Jobber subscribers out of a total of 7,\ 16. 
0 e ff America, reports. 
He predicts that “sales of 
foundation garments will continue * 
ee eee one ane sn In other words, MOTOR AGE reaches better than two-thirds of the auto- 
ommodities during the remainder ° ° * ° ° © 90 ° a 
manu- [fbf 1947,” citing a study of figures motive retail establishments, and since its subscription staff is salaried 
optical for 18 years which, he said, d l 4 P . f : : : 
sd the JRhowed that the foundation gar- and completely controlled, this circulation is highly selective, quality 
mare Mcinadameeslan ond Oar te ail coverage. It t d | 
pora- luring depression and war as we ver ° i 
e for- [Bs prosperity.” ag represents preponderantly managers and proprietors of 
ctories, * ° ° ° 
sus di- | the larger and more important establishments—men with buying power 
roperty D, WKBZ Add Power d ‘“ _ ‘ 4 
1s sub- Two ABC. affiliates —WMFD, ana money with which to implement it. 
ducing Wilmington, Del., and WKBZ, 
cluding MMuskegon, Mich.—have been 
Bere ranted construction permits for 


owen Dumwonnes Se ie age Renewal Pe rcenta g e 7 5 . 8 2 % 


manu- 

‘ith 1,000 watts on full time. 
ision The popularity of MOTOR AGE with its readers may well be measured 
yenera! 500,000 


~ o. i; , by its subscription renewal rate, which is 75.85°/,—the highest for any 
“appli STOC K PHOTOS directly competitive publication. 
ee 
ie. 
wr oon 


vertising 
xpensive 
editoria! 
‘ch and 


Advertising to these readers of MOTOR AGE pays. 


IMIMIWOIR GIGI reivsocceuia 39, pa. 
PHILADELPHIA 39, PA. 
A CHILTON Publication 
© 


Other CHILTON Automotive Publications: Automotive and Aviation Industries * Commercial Car Journal * Chilton Automotive Buyer's Guide ‘ss 


UFMANN & FABRY CO.f 
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Parkinson to Metcalf 


Edward Parkinson Mfg. Com- 
pany, Providence, manufacturer | 
of textile driers, has 


George T. Metcalf Company,| 


Providence, 
tising. 


Life Association Names 


Toronto, 


Confederation Life Association, | 
A. | 


has appointed W. 


named | Hand, M. A. Giles and P. I. Mur- 
supervisors of advertising, 
to handle its adver-j|sales planning and public rela-| 


ray 


| tions, respectively. 


To 
Reach 


METHODS 


COUNTY 
AGENTS 


AGRICULTURAL TEACHERS 
EXTENSION LEADERS 


Setter FARMING 


WAIT Publishing Co., MOUNT MORRIS, ILL. 


Reach the men whose 
“NOD” may outsell 
your best salesmen 
The men who read, re- 
member, and respond to 
Better Farming Methods— 
for 18 years their busi- 
ness magazine. 

CCA Circulation — 17,000 


| 


‘the June, 


|rate to be $260; the half-page rate, 
| $140. 
_926 Plankinton St., 


CBS Gets 160th Station 


| broadcasting May 1 as the 160th 
|CBS affiliate. Queen City Broad- 


Joins House of Daniels | 


/and advertising manager of | 


| manufacturer of food specialties. 


'‘Resorting’ Makes Bow 


Resorting, a new monthly maga- 


McCarty Adds Accounts 


-|zine for lodges, inns, 
camps, dude ranches and other | Company, Pittsburgh, to handle} 
resorts, makes its first appearance | the advertising of two of its sub- 
this month, with a circulation of/|sidiaries,; Ohmer Corporation, 


more than 17,000. Effective with | Dayton, 
1947, issue, Rate Card 
1 shows the one-time page 


manufacturer of 
registers, fare registers and taxi- 
meters, and A. H. Ross Company, | 
Ludlow, Ky., maker of packaging 
machinery. The. appointment be- 
comes effective July 1. 


| Issues Accident Data 


No. 
Resorting is published at 
Milwaukee. 


KDSH, Boise, Ida., a new 1,000- 


watt station on 950 ke., began| Hartford, Conn., 


has 


peat cad Weblniamun Wtliech | | of traffic safety publications. 
and Earl Glade Jr. are managers 
of the new AM outlet. 


The | 


comparing accident figures for 
| last year with the 1941 summaries. 


I. Robert Ballin, formerly sales | ‘Elects Stanton V.P. 

Richard F. V. Stanton, assistant 
/Kungsholm and Sweden House | machine tool sales manager of 
bakeries, Chicago, has been named | Pratt & Whitney division of Niles- 
director of sales and advertising Bement- Pond Company, West 
of the House of Daniels, Chicago, Hartford, Conn., has also been 
elected a vice- president. 


Rockwell Mfg. Company, Pitts- | 
cottage burgh, has named the McCarty (On Whisky-Making 


cash | 


|lagher & Burton blended whisk es, 
| has prepared a rare promotion 


| prove the superiority of its Gxp 


|Black Label and White Labe| 
Travelers Insurance Company, | blends. 


issued a| 
street and highwa accident data | 
booklet, entitled Sy ou Bet Your | neyed phrases, it has blended dra- 
is the | Life,” the 13th in an annual series |matic diagrams with breezy copy 


report, based on official records | how it processes grains into {in- 
from the 48 states, contains tables | jshed liquor. 


DX1 BULLETIN 


overage 


GALVESTON, TEX., APRIL 16--(INS)—-TWO TERRIFIC EXPLOSIONS AT 
TEXAS CITY, IN GALVESTON BAY, ROCKED THE ENTIRE BAY AREA 


AT 9:12 A. M. TODAY 


MORE 1007 ABW 


DX4 BULLETIN PRECEDE GALVESTON 


HOUSTON, TEX., APRIL 16—(INS)——-HOUSTON FIRE CHIEF RICHARDS 
SAID TODAY THAT THE TEXAS CITY FIRE DEPARTMENT PLACED 
THE ESTIMATED DEAD IN EXPLOSION AT 700 PERSONS. 


This flash by International News Service galvanized the news 
room of the Chicago Herald-American into action. Swiftly, 
the highly skilled, expertly coordinated staff mobilized. 
Before 1 p.m. the Herald-American Mercy Ship loaded with 
pain relieving morphine, gas masks, stretchers and thirteen 
reporters, photographers and sound men soared into the sky 
—next stop Galveston. In a matter of minutes after landing 
at 8 p.m. Elgar Brown's keen mind was sending his fingers 
flying over the keys reporting in vivid word pictures the devas- 
tation, horror and death he witnessed. Fact-finding reporter 
Buddy McHugh covered the waterfront, the hospitals, talked 
to distraught citizens. Recurring explosions shook the cab in 
which he rode. A shower of metal fragments sent occupant 
and driver scurrying for cover. Photographers Ed Wagner 
and Bill Allison braved smoke, gas ,and fire to fill their 


negatives with the most revealing, 


telling scenes of the dis- 


aster. Herald-American deeb hod men soon had the wires 
humming with these pictures. These Herald-American men 
with INS, INP, and AP correspondents gave Chicago the 


most complete coverage of America’s most recent disaster. 


Thus a newspaper fulfills its destiny with swift, accurate, 


concise, complete news coverage. It is of such public service 


that great newspapers are made. 


Herald 


eat mn, Yon 


* 
PCE 77 AMERICAN MEO 


EVENING AND SUNDAY 
Nationally Represented by HEARST ADVERTISING SERVICE 
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Jameson Booklet 


Filled with Drama 


New YorK—William Jameso % 
Co., the Seagram - Distillers C )r- 
poration division making (C.,]- 


|piece in its continuing effort to 


Instead of using the usual hack- 
to tell all the scientific details of 


Titled “Up from Usquebaugh,” 
the pocket-size, four-color, 48- 
page booklet presents the tech- 
|nical angles of whisky-making by 
first explaining how the _ Irish 
originally made liquor, how others 
varied the method, and then pic- 
turing the Jameson process the- 
atrically by means of colored fig- 
ures representing “actors” in the 
conversion, fermentation, distilla- 
tion and aging processes. 


Meets Difficult Problem 


Henry Morris, general sales 
manager of Jameson, pointed out 
to AA that the booklet is designed 
| to succeed in making the technical 
material lively where most such 
attempts have failed in the in- 
dustry. He admits that, even in 
using dramatic presentation, the 
majority of the drinking public 
cannot take the explanation in 
stride, but “the important stratum 
of the community relishes’ the 
booklet “and they are the ar- 
ticulate ones who can pass on the 
good word.” 

“One of our conclusions,’ Mr 
Morris said, “is that efforts of this 
kind should not be frustrated by 
such consideratians as the sup- 
posed standard of intelligence of 
the average man. We believe that 
perusal of the booklet by business 
men will give them many other 
ideas which they can successfully 
apply to their own businesses.” 

Copy for the booklet was pre- 
pared by Lawton Mackall, writer 
for Esquire on liquors. Lawrence 
Fertig & Co. here is the agency 
for Jameson. 


Seeks Health Ads 


The National Publicity Council 

for Health and Welfare Services, 
130 E. 22nd St., New York 10, has 
asked industrial management, ad- 
vertising and public relations 
|agencies, trade associations and 
_chambers of commerce to submit 
‘samples of outstanding industry- 
| sponsored printed pieces on health 
themes. The collection, to be 
| bound in annotated and indexed 
portfolio volumes, will be exhib- 
ited at the annual meeting of the 
| American Public Health Associa- 
| tion in Atlantic City Oct. 6-10. 


‘Names Galbraith V.P. 


R. Gordon A. Galbraith, gen- 
/eral sales manager, has also becn 
| named vice-president of the Can:\- 
| dian Street Car Advertising Com - 
pany, Montreal. He will continue 
to make his headquarters in To- 
ronto. 
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REDBOOK 


1 MONTH TO 
REDBOOK, WIS. 


KIT EM WHERE 


in REDBOOK, New York 


Of course, it’s nourished by a spend- 
able income among Redbook, New 
York families of $625,000,000. And 
“spendable” is just the word for it... 
almost $112,000,000 goes for food... 
drug stores get $12,500,000 of it. 
Redbook, New York families will 
spend $6,000,000 for furniture and 
$2,700,000 for floor coverings. 

Have you ever stopped to figure 
out the low cost of reaching this 


THEY LIVE, 
soeee em 


$625,000,000 market of open-handed, 
young Redbook, New York families? 


|The pro-rata cost per page is $357. 


Not much to reach a crowd that spends 
as freely as they do! 

The smart-money advertisers are 
buying Redbook. Your product, too, 
will make millions of new friends in 
Redbook, U.S. A. Give it that com- 
petitive advantage! 


$307,000,000 retail sales is a tidy crop even 


FDBOOK.US.A!® 


Send for the Redbook State-by-State analysis of family buying power. 
Write or phone Redbook, 444 Madison Avenue, New York 22, New York. 


FREE-SPENDING YOUNG 
READERS 


The majority of Redbook readers are under 35. 
65% of them live in cities of 2500 to 500,000 
.. and that's where nearly half of this year's 
autos and durable goods will be sold, according 
to the U. S. Bureau of Agricultural Economics. 
Concentrate in this free-spending young mar- 
ket by hitting them 
where they live—in 
Redbook, U. S. A. 
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BBDO Wins Three — 
Mentions in ABP 
Ad Competition 


Winners Get Awards; 
912 Campaigns Are 
Judged in Contest 


(Picture on Page 79) 

New York — Batten, Barton, 
Durstine & Osborn won triple 
recognition among agencies as 
award winners were announced 
last week in the fifth business 
paper advertising competition 
sponsored by the Associated Busi- | 
ness Papers. Presentations were 
made both here and in Chicago. 

BBDO is the agency in charge 
of three of the seven national ac- 
counts whose campaigns won ster-| 
ling silver plaques. Grey Adver- 
tising Agency, New York, and 
three midwestern agencies divided 
honors equally among the remain- 
ing four top awards in the seven | 
divisions. 

M. A. Williamson, ABP presi- | 
dent, presented the awards at the 
Chicago meeting, which included | 
a half-day clinic on _ business) 
paper advertising, co - sponsored 
by the Chicago Industrial Adver- 
tisers Association and ABP. He 
was introduced by: Leonard 
Rhodes, CIAA president. In New 
York, Adin L. Davis, president of 
the Industrial Advertising Asso- 
ciation, introduced Andrew J. 
Haire, ABP vice-president, who 
made the presentations here. 


912 Campaigns Entered 


A total of 912 campaigns repre- 
sented by 2,736 individual adver- 
tisements were submitted in the 
1946 competition, 163 more than 
were entered in the previous con- 
test. Judges awarded sterling 
silver plaques to the following ad- 
vertisers, including their adver- 
tising Managers and agencies: 

Waldes Kohinoor, Inc., New 
York; Joseph Bloom; Grey Ad- 
vertising Agency. : 

United States Steel Corpora- 
tion, Pittsburgh; Robert J. Wilcox; 
BBDO. 

R. G. LeTourneau, Inc., Peoria, 
Ill.; Eugene Weyeneth, customer 
relations manager; Arnold An- 
drews Industrial Agency. 

E. I. du Pont de Nemours & 


LIKE DALLAS 


BUT THEY ARE GREAT 


TRAVELLERS 


complete Travel and Resort section 
in The Dallas Times Herald is a year 
‘round guide of when and where to go, 


...and for Texans the colorful, | 
| 
ond how to get there. | 


The Doallos Times Herald has the great- 
est circelation of any newspaper in the 
prosperous twenty-county Dallas ABC 
Morket 


THE DALLAS 
TIMES HERALD 


Dallas’ Greatest Newspaper 
Represented by 
THE BRANHAM COMPANY 


| cago; 
|Hartman Company. 


Co. plastics department, Arling- 
ton, N. J.; E. J. Pechin; BBDO. 
Pittsburgh Plate Glass Com- 
pany, Pittsburgh; E. L. Patton; 
BBDO. 
G-M Laboratories, 
A. P. Sirois; 


Inc., Chi- 
George H. 


Council on Candy of the Na- 
tional Confectioners Association, 
Chicago; Smith H. Cady Jr.; Leo 
Burnett Company. 


Certificates Also Awarded 


Certificates were awarded by 


|the judges to 33 companies, in- 


cluding: 

Air Reduction Sales Company, 
New York; G. T. Van Alstyne; G. M. 
Basford Company. Armstrong Cork 
Company, gaskets and packing de- 
partment, Lancaster, Pa.; Roy Min- 
nett; 
pany, industrial 


products division, 


BBDO. B. F. Goodrich Com-| 


Akron; Jay E. Miller; Griswold- 
Eshleman Company. International 
Nickel Company, New York; Robert 


L. Lloyd; Marschalk & Pratt Com- 
pany. Jenkins Bros:, Ine., New 
York; A. M. Street, publicity man- 


ager; Horton-Noyes Company. Bundy 
Tubing Company, Detroit; G. D. 
Baker, 
sales; Brooke, Smith, French & Dor- 
| rance. Eastman Kodak Company, 
| Rochester (two awards); L. H. 
| Bartlett; J. Walter Thompson Com- 
| pany. 

Kinetic Chemicals, Inc., Wilming- 
ton; R. C. Sickler; BBDO. Sandoz 
Chemical Works, Inc., New York; 
| Frank P. Mackinney; James Thomas 
| Chirurg Company. Armstrong Cork 
Company, building material division, 
Lancaster, Pa.; Max Banzhaf; BBDO. 
Chicago Bridge & Iron Company; 
Milo E. Smith; Russell T. Gray, Inc. 
Johns-Manville Corporation, New 
York; Reginald L. Johnson; JWT. 
Celanese Plastics Corporation (2 
awards), New York; 
Raymond; J: T. Ellington & Co. 
General Electric Company, chemical 


vice-president in charge of | 


Harriett E.| 


ates 


| department, Pittsfield, Mass.; Robert 


|L. Gibson: Benton & Bowles. 

National Adhesives, New York; 
| William Past; Basford. Parker Ap- 
|pliance Company, Cleveland; S. E. 


| Voran; Fuller & Smith & Ross. Gen- 
eral Electric Company, apparatus 
| department; K. L. Walters; Basford. 
George Gorton Machine Company, 
| Racine, Wis.; Ira R. Ogilvie; Cra- 
mer-Krasselt Company. Kearney & 
| Trecker Corporation, Milwaukee; Al 
/John; Klau-Van Pietersom-Dunlap 
| Associates. Koehring Company, Mil- 
waukee; E. J. Goes; Arnold Andrews 
Industrial Agency. Sunnen Prod- 
ucts Company, St. Louis; August 
Sunnen, sales manager; Oakleigh R. 
French & Associates. 

Aluminum Company of America, 
Pittsburgh; C. C. Carr; F&S&R. Mo- 
dine Mfg. Company, Racine; 
Druse; Klau-Van Pietersom-Dunlap. 
Wade Mfg. Company; H. F. Wilson, 
sales manager; Technographics, Inc. 
Blue Bell, Inc., New York; R. 
LeMatty; Howard H. Monk & Asso- 
'eiates. Hoover Company, Chicago; 
lL. P. Coreoran; Leo Burnett Com- 


wp 


Milton | 
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pany. International Cellucotto, 
Products Company, Chicago; J. fF 
| Bads; Foote, Cone & Belding. 

Jantzen Knitting Mills, specialty 
| division, Portland; Don Kennedy 
| Botsford, Constantine & Gardner 
| Westinghouse Electric Corporation 
\lamp division, Bloomfield, N. J.; H. & 
Plishker; F&S&R. Cast Iron lip, 
Research Association, Chicago 
Thomas F. Wolfe; Alley & Richards, 
Preformed Wire Rope Information 
Bureau, Chicago; E. V. Creagh 
Reinecke, Meyer & Finn. Studebake; 
Corporation, South Bend; R. G. Hud. 
son, manager, truck division; Roche 
Williams & Cleary. Universal C.1.T 
Credit Corporation, New York; L. y 
McAnney; F&S&R. 


Criticize Checks, Continuity 


George Callos, vice-president o{ 
Klau-Van Pietersom-Dunlap As- 
| sociates, who served as chairman of 
the judges, said the plaque award 
winners were “fairly  rep- 
resentative not only of all the 
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RATE PER PAGE PER THOUSAND 
DROPS 54% IN FIVE YEARS 


Today, although most advertisin 


costs are rising, you 


can reach the decision makers of business and industry 
through The Wall Street Journal at less than half the 


pre-war cost. 


Yes, the cost per page per thousand ‘is exactly 54% 


lower than it was 5 years 


ago. 


In these days of unusual competition and more difficult 
selling, these Wall Street Journal subscribers—the execu- 
tives who initiate and manage industry’s buying, produc- 
tion and marketing—are more vital to you than ever be- 
fore. They can make or break your sales. 


If you sell to business and industry, The Wall Street 


Page Cost 
Per Thousand 


Journal should be your first advertising buy. It delivers 
more decision makers per advertising dollar than any 
other publication—anywhere. 


Page Cost 
Per Thousand 


Page Cost’ 
Per Thousand 


@ Ciwevlation, net peid, Ma “bh, 1947— 102,946. 
@ Total identified readership— | 84,256. 
* 


Geogrophical circulation conforms olmest exactly te industriel 
employ ment—state by state. 


@ largest Guswes: repormng Sram ot any publication in the werld. 


@ Circulation growth—nearty tripied since 1942—witheut any »spe- a 
cial inducements 

@ Reader traffic overage 75.6% of oli pages (Daniel Starch). 

@ One of the highest knewn renewe! rates of any pybiicetion. b 

@ The enly nations! business daily, e 
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winners, but also of a large sec-|to determine results other than, carrying the new section as an 


tion of the campaigns entered.” He | 


added that “I think you’ll agree 
that there’s been a startling ad- 


inquiry returns, the judges also|insert for the entire circulation, 
commented that too many of the| the Goldfield News front page is 


‘campaigns employed copy in in-|US€d as an insert for the Beatty 


; , 
vancement made in the techniques | 


of business paper advertising.” 

However, the judges expressed 
concern over the large number 
of entries in which the advertiser 
admittedly made no effort to 
check the effectiveness of the 
copy used. A _ typical comment 
under the heading “Results” was: 
“We were not out to get in- 
quiries, and thus we have no 
tangible evidence, but we know 
the advertising was effective.” An 
agency said: 
record of returns, our client’s sales 
force likes the campaign.” 

In addition to urging greater 
use of the many available devices 


‘While we have no} 


/no resemblance to the basic ob- 
| jective of the campaign. 


dividual ads which bore little or | **Titory, thereby making it ap- 
pear as a Beatty paper containing 
|a Goldfield section. 
: p Crandall, formerly managing edi- 
The judges were unanimous on!|tor of the National Provisioner, 
this subject of continuity, Mr.|Chicago, is editor and publisher, 
Callos said, adding that “You can’t} having purchased the paper eight 
help but agree with them. It all | months ago. 

adds up to setting a valid and | 
adequate objective, sticking to it, 
and pounding home the same facts 
in ad after ad. By doing that you 
can’t help but pound home your 
story to the reader.” 


Forms New Division 
Pillsbury Mills, Inc., Minneapo- 
lis, has created a new grain divi- 
sion, with Edmund P. Pillsbury 
as its. vice-president, effective 
—_—_———. June 1. The new division will 
. : | operate as a separate unit in the 
Uses New Combination | purchase, sale and handling of all 


News, Goldfield, Nev., has added | grains other than in the procure- 


a Beatty section, which is called| ment of grain to be processed by of Federal Stores, San Francisco, | 


“Beatty Bulletin.” Instead of! other divisions. Two other divi- 


dl 


} sions, flour milling division and 
the grocery products division, 
were formed recently (AA, April 
| 28). All three new divisions are 
outgrowths of the flour and cereal 
| division. 


Robert A. | 


AFA Elects 6 Members 


The Advertising Federation of 
America has elected the following 
to membership: Station KABC, 
San Antonio; Don Kemper Com- 
_pany, Dayton; Hendrickson Pub- 
|lishing Company, New York: 
| Arkansas Democrat Company, Ar- 
kansas Gazette, and Station 
| KLRA, all in Little Rock, Ark. 
‘Names Hogue A.M. 
| J. W. Hogue, formerly with 
| Ruthrauff & Ryan, Hollywood, has 
'been named advertising manager 


division of Spiegel, Inc. 


D 


st’ 
und 


CIRCULATION NEARLY TRIPLED 
IN FIVE YEARS! 


Proof that industry needs business reporting — daily! 


Our readers—Owners and Managers of all types of busi- 
nesses, Purchasing Agents, Department Heads and Com- 
pany Officers—are your best business prospects. Here is 
concentrated circulation where intensive coverage counts 
the most—national circulation that conforms almost ex- 
actly with industrial employment—state by state. 


Here these decision makers find the vital daily business 
news they need for success in their jobs. That's why they 
give The Wall Street Journal an average readership of 
75.6% per page. That’s why, with nearly tripled circula- 
tion, the renewal rate is just as high as it was five years ago 
—one of the highest known for any publication. 


That’s why selling business and industry begins with 


The Wall Street Journal. 


“BASED ON MARCH 
CIRCULATIONS 


44 BROAD STREET 


NEW YORE 4, N.Y. 


General Mills 
Plans Ist 4-Page 
Ad in Magazines 


MINNEAPOLIS — With the intro- 
duction in June issues of national 
magazines of its four-page, full- 
|color “Betty Crocker’s Notebook,” 
|General Mills, Inc., will score a 
couple of promotional “firsts.” 

The promotion is the first four- 
page, full-color ad in the com- 
/pany’s history, and it introduces 
General Mills’ new Pressure- 
Quick saucepan. 

The four-page ad incorporates 
| multiple product promotion, com- 
| Manes with home service informa- 
tion boosting the theme, “Simpli- 
‘fied Sunday” meal planning. The 
| copy offers suggestions for menus 
‘and food preparation shortcuts. 

The “Notebook” will run in the 
June 2 Life, June 10 Look and the 

‘June issue of McCall’s. Copy was 
prepared by Batten, Barton, Dur- 
/stine & Osborn. 

Among General Mills products 
;shown are Betty Crocker Cereal 
Tray, Kix, Cheerios, Wheaties, 
Gold Medal “Kitchen - tested” 
| flour, Bisquick, and Betty Crocker 
packaged soups. Copy introduc- 
ing the PressureQuick saucepan 
/announces to consumers that the 
/new pan will be available later 
| this year. 


| Harrison Joins Koehnke 


Willis S. Harrison, formerly 
' with Aldens, Inc., and with Otto 
|Kleppner Advertising Agency, has 
| joined Geo. F. Koehnke Advertis- 


| ing, Chicago, as art director. 


‘La Patrie’ Names Two 


Albert Girard has been ap- 
pointed director of advertising of 
La Patrie, Montreal. Robert G. 
Peddie has been named advertis- 
| ing executive in the home office. 


@ SILENT or SOUND — 
B © Black & White or Color 
| &) Public Address Syst 


THIS 3-PURPOSE DeVRY 
IS YOUR BEST BUY 


For any audience from three to 3,000 
DeVry's three-purpose projector is the pre- 
ferred 16mm. sound-on-film equipment. And why 
| not? . . in addition to theater quality per- 
formance in both picture and sound, it is com- 
pact, simplified, rugged .. . a unit designed 
to meet all Audio-Visual and P. A. 


Note well, these three features of the DeVry 
RS-ND30 portable 16mm. sound-on-film pro- 
jector: (1) SAFELY projects both sound and 
silent films; (2) Shows black-and-white and 
color film without extra equipment; (3) Has 
separately housed 30 Watt amplifier and sturdy 
permanent-magnet speaker which give you am- 
plification for either microphone or turntable. 


DeVRY's new 136-page Film Catalog is 
your guide to 16mm. sound and silent educa- 
tional, entertainment and religious films—for 

ot sale. Send coupon today fer your copy 


ana 


Only 5-time winner of 
Army-Navy “E”’ award 
for motion picture 
sound equipment. 


r 


l itt) Armitage Avenue, Dept. AA-D5 
Chicago 14, Illinois 

] Without cost or obligation, please send us: 

| C) Literature on Audio-Visual equipment 
C) New 136-page Film Catalogue 
Name . 


] Company 
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‘Bond-a-Month’ 
Savings Program 
Gets Heavy Push 


Banks Will Tie in | 
with Treasury Plan | 
Starting in June 


WASHINGTON—The nation’s 15,- 
000 banks will be urged to go 
heavily into newspaper advertis- 
ing during June and July when 
the American Bankers Association 
joins with the Treasury in intro- 
ducing a “Bond-a-Month” savings 
plan for business and professional 
men, farmers and other checking | 
account owners. 

Treasury’s sales team is using 
five advertising agencies to pro-| 
vide other local and national ad- | 
vertisers with material to push) 
bond sales in all media during the 
same period as part of a national | 
program to “distribute the own-| 
ership” of the national debt | 
among as many people as possible. | 

Such a shift, Treasury holds, | 
contributes toward the mainte-| 
nance of a sound economy, by en-| 
abling millions of individuals to_ 
share in the $5 billion of interest | 
which the government pays, and 
to build their savings toward such | 
personal objectives as homes, edu- | 
cation and future security. 


‘46 Sales Are $7 Billion 


Under Vernon L. Clark, retired 
Des Moines lumber dealer, the 
bond staff registered more than 
$7 billion of sales during 1946. 
Despite the fact that it is down 
to a fourth of its wartime per- 
sonnel peak, the savings bond 
division marked up $2,173,000,000 
of E, F and G bond sales during 
four months of 1947. 

Under the Bond-a-Month plan 
worked out in cooperation with 
the American Bankers Associa- | 
tion, checking account owners will | 
be able to acquire bonds sys- 
tematically under automatic de- 
ductions patterned after the pay- 
roll savings deduction plan. 

Once the depositor signs an 
authorization, his bank deducts 
the price of the bond from his 
account each month, makes the 
purchase and has the bond mailed | 
directly to the depositor. 

Banks will take the plan to)! 
their communities through a 
series of nine 400-line, 1,000-line 
and full-page ads _ written at 


¥ 
& 


used in this adl 


Anyone, anywhere can set 


NO 


type this new, practical way. 


Fast, economical —just the 


thing for heads or complete 


ods. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 


able leatherette case. 


ad 


ew 24 -Page 
Catalog 


“PRESS ‘Scovcy TAPE ON TOP ...REMOVE FROM STICK... USE" 


Str. 


1415 ROSCOE ST., CHICAGO 15, ILLINOIS 


TYPES 


Young & Rubicam by a task force | in direct mail, Mr. Schwab was 
under the direction of Milford | called in for this assignment. 

Baker, Y&R vice-president; Wynn| Y&R, which has served Treas- 
MacRainbolt, associate copy direc- | ury since the Advertising Council 
tor, and James Wilkerson, ac- was established five years ago, 
count executive. |}also has developed nine news- 


Straten elie Rebiitins | paper ads for general retail spon- 


sorship. In addition it provides 
The Treasury portfolio for | car cards, outdoor display posters | 
| banks, containing the Y&R ads, | and a bank poster. 


hammers home the public rela-| The agency also prepares copy 
tions value of public service. It| for the continuing magazine cam- 
stresses the value to the bank of| paign running monthly in 1,100 
ads proclaiming that the bank and periodicals with circulations total- 
the Treasury are “partners.” ,ing 140,000,000, by courtesy of 
Within the banking fraternity|the Magazine Publishers of 
itself, the promotional possibili- | America. 
ties of the Bond-a-Month plan | 
are stressed in a series of three. 
ads for financial papers, prepared | 


Rates Campaign Tops 


The continuing magazine cam- 


by Albert Frank-Guenther Law,| paign, rated by Treasury adver- | 


Inc., under direction of Jack Dele-| tising chief Elihu Harris as the 
hanty, former Treasury advertis- | single most important campaign 
ing director, now agency ee) er bond sales, operates 
president. 


A special mailing piece for | consisting of Albert E. Winger, 


banks to use within their com-| president of Crowell-Collier; Fred | 
munities has been developed by | Healy, vice-president of Curtis; | 
of | Frank Braucher, president, Peri-| 
Schwab and Beatty. A specialist|}odical Publisher’s Association; | 


Victor Schwab, president 


under supervision of a committee | 


_Bernard Barnes, Time, Inc., and 
John E. Smith, McCall Corpora- 
| tion. 
| Treasury also has special ads 
| 
| lications. 
| been prepared by G. M. Basford 
_Company, under Walter Mulhall, 
vice-president. 

A series of ads for the farm 


| Thompson Company. Mike Flem- 
ing is the account executive for 


_motion item since 1944. 
| During the June-July drive, 
Treasury ‘returns to transcribed 


for industrial and retailing pub- | 
Since 1943, these have | 


|}market is provided by J. Walter | 


Advertising Age, May 19, 1947 


Washington staff under directi 
of Louis Carow, former Indiana 
newspaper man, now director §{ 
information for savings bonds. 
Efforts include production | { 
booklets, special radio ads, in 
insigne for the drive, fact shee's 
and radio allocations (through ti e 
Advertising Council). Importa) 
effort is directed to 8,000 con - 
pany publications on a mailing 
list developed within the Trea-:- 


/ury. 
|farm copy, a major Treasury pro- | 


Perrier; Joseph Bohan of Sterling 


radio with a series titled “Guest | 


Star,” available weekly to 1,100 
stations. Featuring radio’s most 
prominent personalities, this series 
will not be available for spon- 
sorship. Previous 15-minute 
Treasury transcriptions, available 
to sponsors, were discontinued in 
January. 


Carow Heads Staff 


Additional promotion is devel- 
oped within the Treasury by a 


Advertising Council campaign 
manager working with the Treas- 
ury and its agencies is Hector 


Drug, Inc., is the council coord:- 
nator for savings bonds. 


BBB Elects 2 Directors 


At its 25th annual meeting, the 
Better Business Bureau of New 
York City elected Louis Broido, 
executive vice-president of Gim- 
bel Brothers, and William E. Rob- 
inson, vice-president and business 
manager of the New York Herald 
Tribune, as directors. The New 
York bureau now has 21 directors. 


{dv 
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- . “ |for lower prices,” he said. “And | 
Distribution Costs ' yet, as management listens with | 
|an ear to the ground, it cannot | 
fail to hear the rising murmur of | 


Need More Study, 
Stanford Insists — | “Business, therefore, is ina mood 


Detroir — Rising production | “where habitual advertising prac- | 
costs make it imperative that) tices are less and less taken for 
American business men examine | granted, no matter how . success- 
more closely those expenditures | ful they have been in the past,” 
attached to the process of dis-| Mr. Stanford asserted. , 
tribution, particularly those in- “The jargon-filled language of 


curred in advertising, Alfred B. 
Stanford, national director of the 
Bureau of Advertising, American 


much national advertising — the 
glib talk, cliche phrases that used 
to shut off rude questions — no 


Munsingwear Shifts 

Coy C. Humphrey, -vice-presi- 
dent in charge of sales and mer- 
chandising, has been appointed 
president and director of Mun- 
singwear, Inc., Minneapolis, suc- 


been compelled to resign because 
of illness. Other company changes 
include: Fred E. King, executive 
vice-president and secretary; and 
George D. McConnell, vice-presi- 
dent and treasurer and a director. 
Fdward C. Wilson is retiring as 
executive vice-president and di- 


Newspaper Publishers Associa- | 


tion, told a meeting of the De-| 


| longer suffice to justify the large 
sums of money that are at stake,” | 


rector, effective July. 


To Tarler & Skinner 


FAMILY SUPPLY—D. L. Clark Co., 


Pittsburgh, reports excellent acceptance 


troit Adcraft Club. he said. | of a new candy bar package, shown ‘ 
Pointing out that in the past) ee ee | above, being tested in supermarkets a W. J. Pailey Company, Boston, 
American resourcefulness in the | | and self service stores. The “Take | aS appointed Tarler & Skinner, 


production field accounted in a Names Hollingberry 
large part for the country’s eco-| George P. Hollingberry Com- 
nomic health and growth, Mr.| pany, with offices in New York, 
Stanford said the same ingenuity | Chicago, Los Angeles, San Fran- 
and hard work must now be Cisco and Atlanta, has _ been 


— to bear in the advertising | sentative of Station SOGL. 


“Th = that | Phoenix, and the newly organized 
ave a suspicion that many | Radio Network of Arizona, using 
production men feel a little help- 


the facilities of the Don Lee-Mu- 
less before the present pressures tual Broadcasting System. KOOL 


named exclusive national repre- | 


Home" package contains eight regular- | Boston, to handle the advertising 
size Clark bars and is, in color and bey merchandising of “Guardian 
shape, an enlarged reproduction of the | Of the Night” baby sleeping har- 
Clark bar. BBDO handles the Clark | &SS- 


| account. 


Bates Joins Ferguson 

is expected to begin operations; J. Escalante Bates, formerly 
| June 15 with 5,000 watts at 960 with Romer Advertising, Inc., has 
| kilocycles. Station KCNA, Tuc-/|joined Courtland D. Ferguson, 
|son, will become the first affiliate | Inc., Washington, as account ex- 
|of the new network. ecutive. 


END new milk through the cream c 
separator and pure thick heavy cream 
streams out. 


n 


Better Homes & Gardens is just as 
efficient a separator. 


The mechanism that does the separating is the edi- 
torial content: 


100°C service articles on better living in better 


homes—material that could not interest anybody 3 
except homemaking husbands and wives, but is oO 


of prime interest to those husbands and wives. 


And what do you have when we get these folks y 
separated for you? 


You have more than 3,000,000 families. , 


You have top-income families (BH&G incomes are 
among the highest for all magazines). 


You have families that actually spend more on their 
homes and everything that goes into them than even 
their prosperous neighbors in the same block. 


You have typically suburban families whose lives 


new houses to new irons — 


over a wide range from home to business to school, 


from country club to movies to football games, from 
shopping to bridge to ¢hurch. They do a lot; they 


eed a lot of things to do it with. 


And they get what they need — billions of dollars’ 
worth a year. Everything from breakfast food to 
roofing, hand lotion to carpets, safety pins to cars, 


everything that goes 


into a busy, prosperous home. 


.000,000 such families are enough to take the whole 
utput of most factories. 


Does it sound like a pretty efficient job of separating 


our customers for you? Why don’t you start now 


to tell them your story? 


4 


a 4 


fresh facts on SERVICE THAT SELLS 


Among all the big magazines in America, the 
highest percent increase in advertising linage for 
1946 went to Better Homes & Gardens — proof 
that BH&G is a market too big and too fruitful 
for any major advertiser to ignore. 


Better Homes 


and Gardens 
Aneriilss Hat Strate Magacine 


Bi 
Circulation Over 3,000,000 
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Shell Magazine 
Lists Promotions 
for Its Dealers 


New YorK—To encourage Shell 
dealers in their local public re- 
lations, and to give them a con- 
cise, complete view of what the 
company is doing promotionally, 
Shell Oil Company outlines in 


“Shell Progress” the complete op- 
erations of its advertising and 
sales promotion. 

In addition to its more easily 
recognized operations, the com- 
pany lists for dealers a description 
of how it carefully tested 25 brands 
of paints before ordering paint 
for Shell stations. It lists various 
direct mail and local promotional 
operations that the company of- 
fers to its dealers, with warnings 
that failure to take advantage of 
these promotional projects will 
cost dealers additional business. 

Shell also tells how it is ad- 
vertising in Business Week, Life, 
Newsweek, Time and The Satur- 
day Evening Post, as well as in 
newspapers throughout its sales 
territory. Dealers are also offered 
mats for local tie-in advertising. 

Shell is boosting its touring 
service, gasoline and Shell X-100 
motor oil on outdoor posters, 
while a special outdoor campaign 
in the Midwest will boost sales 
efforts of distributors of Shellane, 


liquified petroleum gas _ product 
used in refrigerators. 
Although it has no _ national 


radio program, Shell boosts its 37 
radio programs ranging from five 
to 15 minutes of sports or news. 
Shell tells its dealers that it is 
working on television programs 
but says that the programs prob- 
ably will not be launched in 1947. 


Tupper Names Agency 


Tupper Plastics, Inc., Farnums- 
ville, Mass., designer and manu- 
facturer of plastic products, has 
named Chambers & Wiswell, Bos- 
ton, to handle the trade, consumer 
and cooperative advertising and 
to supervise all Tupper vackaging 
and display plans. 


Weber Joins Pepsodent 


Ray A. Weber, formerly vice- 
president in charge of sales and 
advertising, Allied Home Products 
Corporation, Beloit, Wis., has 
joined the Pepsodent division, Chi- 
cago, of Lever Bros. Company, as 
sales promotion manager. 


STARS OVER KMBC 


Like all KMBC personali- 
ties, Caroline Ellis is nation- 
ally publicized and nation- 
nally known! Caroline is 
KMBC’s woman commenta- 
tor with a daily “Happy 
Home” quarter-hour. Hitch 
your advertising to a ‘‘Star’’ 
Phone Free & Peters, Inc. 


SINCE 1928 BASIC CBS 
STATION for MISSOURI and KANSAS 
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WTIC Promotes Mullins 


Bernard Mullins, manager of 
special programs of Station WTIC, 
Hartford, Conn., has been pro- 
moted to director of public rela- 
tions and special programs. Inez 
Hansen, a member of the pub- 
licity department, has been named 
his assistant. 


‘Freund Names 2 V.P.s (Acquires Dr. Sylvester | 


| Muriel C. Hahn, in charge of Consolidated Drug Company, 
/women’s fashions and home fur-|New Orleans, has acquired the 

nishings, and Samuel Ackerman, | pr, Sylvester Medicine Company, 
art director, have been elected | manufacturer of veterinary medi- 
| vice-presidents of Morton Freund | eines, which will become a divi- 
| Advertising Agency, New York.) sion. Farm and livestock publica- 


three and a half years. ‘tensive advertising drive, and a 


Come cu AHA Ae 
THE NEW BENDIX »-"% Ironer 


IT TAKES THE WORK OUT OF IRONING -/UST AS THE 
BENDIX TOOK THE WORK OUT OF WASHING 


free goods deal is being offered 


INTO SALES 


ASK JOHN BLAIR 


NATIONAL BISCUIT 
TURNS WBNS NEWS 


Another client who has been 
using WBNS for many years. 


163,550 WBNS FAMILIES IN CENTRAL OHIO 


the drug trade through circulariz- 
ing the retail drug industry. 


Scull to Lewis & Gilman 


William H. Scull Company, 
Camden, N. J., has appointed 
Lewis & Gilman, Inc., Philadel- 
| phia, to handle advertising of 
|Boscul tea and Boscul peanut 


| products, effective in July. News- | 
papers will be used. _ INTRODUCES IRONER—This is one of 


| Sere mteee the newspaper ads introducing the new 
Will Celebrate 50th Year 


Bendix ironer in major newspapers 
| The September, 1947, 


; | throughout the country (AA, May 12). 
issue Of The campaign is part of the South 

|B’nai B’rith Messenger, Los An- 

|geles Jewish publication, 


: Bend, Ind., company's dealer-distribu- 
will| tor cooperative plan. Tatham-Laird, 
|commemorate the _ publication’s Inc., Chicago, is the agency. 
|50th anniversary, with stories of 
the Jewish community of Los 


Angeles and of the development 


saaiadl BENDIX 
L lroner 
J 2 


PRET OE TE TR i eet tae 


and individual firms of southern 


'of many of the basic industries | California. 


Why stop your advertising at Pittsburgh’s city limits when you travel 
your salesmen beyond? Routed together over the same territory 
they're an invincible combination that is bound to increase sales. 


Only in the Post-Gazette will your Pittsburgh market newspaper 
advertising work effectively with your salesmen in selling the million 


million more people 


REPRESENTED 


> 
@ The Post-Gazette has the 
largest circulation of any ‘ 
Pittsburgh daily newspaper! * 


central city folks—and then travel with them to help sell the two ND, . 
who live in the neighboring 144 cities and towns. 
POST-GAZETTE 
One of Americai Great Newspapers 
NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 


Advertising Age, May 19, 1947 


Companies Drop 
Fair Trade Suit 
Against Retailer 


Cuicaco —End of lengthy fair 
trade litigation against Krauss 
Company Ltd., New Orleans de- 
partment store, has been an- 
nounced by Pepsodent division of 
Lever Bros. Company and Inter- 
national Cellucotton Products 
Company, manufacturer of Kotex 
and Kleenex. Both cases were 
dismissed without prejudice upon 
written assurance by Krauss that 
it will not sell products of the 
two companies at less than fair 
trade minimum prices. 

Pepsodent and _ International 
started independent suits against 
Krauss Company in 1941, to enjoin 
sales of their products by Krauss 
at less than fair trade minimum 
prices. Both cases were consoli- 
dated for trial since they involved 
identical issues. Appeals taken to 
the Louisiana Supreme Court re- 
sulted in a decision against Krauss 
on questions of law. The supreme 
court case established for the 
first time the constitutionality of 
the Louisiana Fair Trade Act. 

At the time settlement was 
completed, the cases were pending 
trial on merits in the federal dis- 
trict court for the eastern district 
of Louisiana at New Orleans. 
Temporary injunctions restrain- 
ing Krauss Company from selling 
Pepsodent and International 
products at less than fair trade 
minimum prices had been in ef- 
ect for some time. 


New Agency Study 
Offers Retailers Help 


“Distribution must be more ef- 
fective and more aggressive than 
it has ever been before” if pros- 
perity is to be assured, Alfred J. 
Silberstein - Bert .Goldsmith, Inc., 
New York, declares in the latest 
of a series of continuing mercan- 
tile studies. 
| The booklet, entitled “What the 
|Retailer Should Be Thinking 
|About Now,” restates the prob- 
|lems which the independent re- 
tailer must solve in order to 
|; maintain his position in the face 
|of increased competition, product 
| standardization, and greater con- 
| sumer selectivity. Arguments for 
|'and against the five-day business 
| week, methods of securing greater 
|labor efficiency, and suggestions 
|for analyzing markets and sup- 
| pliers are discussed, emphasizing 
| that the retailer’s aggressiveness 
or languor in sales promotion can 
| go far to make prosperity or de- 
pression. 


Bayard Appoints Hedlund 


_ Walter T. Hedlund, former dis- 
| trict manager of Walgreen Drug 
Stores in Virginia, West Virginia, 
| Pennsylvania and New York, has 
| been appointed account executive 
|of Jcre Bayard & Associates, Los 
Angeles agency. 


Peterson Joins Wandless 
| Laurette M. Peterson, former); 
with M-G-M International, has 
joined H. J. Wandless Company. 
New York, international publish- 
ers’ representative, in an execu- 
tive capacity. 


Want to sell 
DRUG CHAINS z 


Sell them through the 
DRUG EDITIONS: 


CHAIN STORE AGE 


National coverage 


Circulation 8,152 (ABC-ABP) 
A a 


ee : 
| ee me 
Rae ; ” 
i a Vs ( Ppp ® ‘ 
“SS nn sreccactsss: $SEMSSes pee eseees f 
any In Columbus, Ohiolt's ~~ | 2 
—  ROUFE your Aduertising--as you J ’ 
| ss ” bis ; ogee ie ) — ee. san il 4 4 
zy / a ; : 
1 Sa 2 am =) a es | 5 
| YY Ch sail -- 4 
Le t% : | es ~ : 
Vv, é May ; 
ES © “fam P Ms 
| — m@ (A | : 
oo tps ® \ 4 
| “A, e) ® ——| J) : P 
i Q = : 
~ J ° =< S— I : 
te . = 
| he. & (\ . : 
THEY BELONG TOGETHER LIKE” \ | 
N : 
A MOTORCYCLE AND SIDECAR\\> | 
| oO! acy 
a _ — 
Aza \ WAY | 
| | 
— : 
a 


rebuilding of ; 


odities “!" 


industry to 
Silk faces declinin 


Japan’s rayon be allowed by 
g world 


Allied authorities. 


ma rket.” 


“Air Freight grows 


al to play bigeer 


1), 3. capit 


of Mexico's 


economy.” 


in development 


with that ot 

allenge to ¥5 and a 
able to act with 
world-trade 
nd more 


endence of our own welfare 
oday both a great ch 
to the world . - - to be 

a wise 


and imagination 0” 
e to understa 


“The interdep 
the world is t 
reat promise 
sufficient speed 


policy, every one of us must com 
fully the peneficial effects of expanding world commerce 
economy.” 


Jomestic 
etary of Commerce, 


on our ( 
in intervie® with the Secr 


From ¢ 
13, 1O47. 


April 


© THAT’ 
S WHY MO 
RE THAN 1 
00,000 
IMPORTANT PEOPLE IN THE UN 
ITED STATE 
S ARE REA 
DING 


World Report 


. £ 


to reporting, i 
g, inter i 
preting and forecasting the ne f 
ws of world ev 
rents 


, i. B , A € tist D 
, 


947 ¥% 
ei es a fa Re ae ce 5 Phe Newmar age et eo en th Shae eS Ss ol as Sars. : sae Ree = . — ek ose ee ee : ; Coa ee i eo = oe ae ee aa os oe 4 a 
s if ii ; ‘ e J > we : me Sh 4 _ wa ee ete SERS oo et s. BEES SG = S be dag Sere Ee Sy Se EN Sue ee So ee & ¥ . 4 
i: : Pe wd Pa 1 lk nie Aas tee fm et m4 i ss . x oS ps a 
. — [| FOOD ITAIN ie F 
fair Dee 4 . — bos > 
AUSS Sa he - ee tis BPS Bo ee Mahe et See eae : oy ee ‘ : : nae eS < : se - i 
ce ae 4 Pare ek eek eee RRC ak Uo Emme Sak AOR GS Se SR Oe GR ae ee ah See eae ae Sas ae a 
a - a oF. a _ +e . a es ; 
1 of . —- ao Sa ; ae = ee 7 
| i Seer = WHAT’S WRONG a - 
ets oe oe . lon, oa 
tex oe ss co ‘2a 
vere re oo phe 1 = ay — = a 
‘ oe ee eee ee a ee PSS EO A A SM Co ee — “ Se Se Se Bak OS Rae ce SAS 
hd “Ee &, » Ne He ate oe “ee 
the ee gee cS ee oe eS 
; s : = Ree ee es ee 
a aa : ss “Sin Ss ie oe yy = 
ol & See |) )=—CNEW STRATEGY IN INDIA [= 
Eee : ee Sl oe ees 
] . it, - ei easty See , Ps ieee oe 
ma ee ex oS Ra ae ; - ee ea = 
Join er a ee & ee ee 
lum . pee Tag 
oe THE WEEKLY NEWSMAGAZINE OF WORLD AFFAIRS oe : 
: ° es oe 
ved : ’ 1 ee Se 
Pye sk ge cai ea Vighiay ove oe cea anna < 4 eee Ss sae 6s, Bae > 
re- ee Saat es aa on ta 7 tae = ie PN ee Meg Ree ONC , “lk RE Si, aftr es pe ale ee 7 
eal c peer 4 ae. Peek hee ee Ba — 
eme . a Fs io Tope aoe oe SS : ~ * : . 1 Beni: Pees" : , F ee 
the - . sey ae ; ee Oe a 5 ee a 
re c. aS eerie 3 Bie eye ‘ a ae : a ae = ee : 
y of ae te Sipe AM aul Bye ee Ee eee ee ota. : j Se oe 
; ae : ar es ; ee ee ee; Gere oe < 
dis- a > x OT poe 5 
trict i ” { a ‘ s-. 4 an cs ee : a4 sae F 
an ae | ee eek <a gs Se oe q Pe ie ; 
ain- - . : “s s hy “on * a a 33 - . : ; j : = 8 <S ee oS eked » 
a a a i. + ” Pe on Coe pe 
ling ie i ane ea le : ie Se ee ee a ees 7 
on al ee Bi. ey “ eee es i is ‘ - - ’ PR ae Sees soe : “ coe oe os a 
de ox a s i let eS a a : e oe oy 
“a om ¢ a ~~ i. ' _ ‘ ee ae 
go fae Sa a Rl cee id gt es 
z i ie — =... ia. et ae i 5 ae ee eee a o. es id 
ie ms eae oe Cotes Ses ae ca Pe Me a ee ss ; ! 
. Oe I a ee I * wll 3 i ee , = 
f 4 tie iis eo ee ee ee Oe a. P AO es 8 ie bud 
ef- — eee. On ee Fm ee ee : 
ros- % A SS yy ANS “‘< , “a a4 ea ae Oe ‘ 
d J. és gs lela Es 1° i eg ee J 
can- ., eee i Sete ae ae 
rob- % en a 74 s ea 
re- fe ae ee a ag — - 
se ee i | alee ce | ee : . OR 
face . Re a — = ‘i, i: Se A 
£AA mee % la £ ’ za e S ae ek aaa 4 aa - she = ae ee ‘ i ae 
duct a : ——_— i‘ : i ie aoe ao , 2 7s 
Rs é al oes aie Pr oe eS Re 4 F ao Bs. gs i . a <a , i eis" 
con- ; a3 — 3 , = as a Bi, rr a oy oN Rs. 
for “ 4 ge fees Tepe CO A) a Pp aad 
ness & ES é pee es Pee ae eg ° NE Sothys zis ee , nication ag oat 
: : ae et. aa P ‘ ee f Se ae ee Ye On U Bre ne 
ate * : a SE i= ot at rae ish . : 
ions i a yee eo a &§£ oe io: f nusiness.” 
sup- = se aa s Sty . i ie ‘ Y, a 3 int & Bi 
Zing e a “e : “< a ar hy ie i : 3 = 
ness re bee : e- : — ae ey i aa : : : _ ae Bs. 
can ‘ . : * . acy * Lai —— a enn ——— —- Big " Pe: Ne >}, 1 Ba: 
, > i i /, 
7 P s ea See a 7 4 al 2 Se ee Piper vle 
in e a ae ae Se ES cae vo. is) 5 ee... 2 ies ere ass tae r¢ : 
~a Pd ; ee S0REy ss a all f = 
inia, Sou 
has : Pan ? 3 ec a 
sage ; * ' * ‘ ee! 4 a i. 
ve Sir Alexander Cadogan .. . Britain's Strings on Palestine — = 
Os a ee . 
4 if ee hl a , q 
erst ’ — > 
ae Se Nee Se ee es Ly fea : * Ee Ree BR ee £479 y Q tig ye Pe CRO a ae a Soe S 
erly oan ae 5 ie f / : - 
. <n rf 3 » eas Res . 
Im | id y , | atieot ; : 
eS x a + > oS 
any . : ame Be. — ‘ = 
ate Vow Se d 
cu - - oa Lf 
: ey Pe Wi EW Nee ‘ ‘ a b 
on el oe F ‘4 7 aA 4 >» = 7 
— 4 cet. | on 
‘al f i - Bh See 
? G4 14 iss ed | "ae 
a ” a % ¥ ‘a as » r P 
q 
7 _— 
: 
5 m 
‘ ee 
r 
The only weeklguyymazine devoted entirely 2 
' s Pi 
=! Published by United States News Publishi | 
ing C i  - 
g Corporation 30 Rockefeller Plaza, New York 20 
: ae ee i —- 1 ee We e : Paka 
Rae a . ‘ 


") 


*flect 


Keep Ads Going 
fo Push Sales Up, 
Drug Chief Urges ssc sit oem 


WitmincTon, Det.—Noting that|fronts manufacturers and dis- 
the threat of declining sales has | tributors.” 
influenced some manufacturers to Sales of Sterling Drug for the 
retrench by cutting advertising| first quarter of 1947, constituting 
expenditures, James Hill, presi-| the highest for any quarter in 
dent of Sterling Drug, Inc., said| the company’s history, were $33,- 
that “if advertising was useful in| 800,000, Mr. Hill reported. This 
the past to build sales, it should | represents an 11% increase over 
be no less useful today when the | the $30,400,000 sales for the cor- 
maintenance of sales volume is responding period last year. 
necessary to the national econ- | 


function. 

“The gains reflected in earnings 
statements as well as those which 
labor has made over the past dec- 
ade can be preserved only as the 
produce of our farms and the 
products of our mines and fac- 
tories find a market. To find that 


“ileal oes 


Shell Products Offers 


New Button Guarantee 


The answer to “Button, button, 
who’s got the button?” is Shell 
Products Company, New York, 
one of the nation’s leading pro- 
ducers of genuine ocean pearl! but- 
tons, which will place magazine 
advertising soon to promote an 
offer to replace free any button 
lost or broken on any garment 
bearing a Shell product. The plan 
provides a distinctive tag, bearing 
a serial number, which may be 
mailed to Shell with a self-ad- 
dressed, stamped envelope for re- 
placement of buttons without 
charge. 


Butterick Fashion Magazine, 
Good Housekeeping, Ladies’ Home 


| Journal, Life, McCall’s, New York | 


Times Magazine and Woman's | 
Home Companion will make up| 
the consumer drive, with Women’s 
Wear Daily as the trade outlet. 
Gussow-Kahn & Co., New York, | 
will direct advertising, and an ex-| 
tensive publicity drive will be 
handled by Noel Meadow Asso- 
ciates, New York. 


Strout Realty Reports 
Returns on Advertising 


In response to classified adver- 
tisements placed in about 450 
newspapers across the country, 
the Strout Realty Agency, New 
York, last year received more than 
600 replies daily, resulting in thé 
sales of 5,808 country real estate 
properties valued at more than 


$39,000,000, V. A. Miehls, vice- 
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president, reports. This was the 
highest volume of sales in the 
agency’s 47-year history. 

About 170 newspapers and 
farm publications west of the 


Rockies, and 300 east of the 
Rockies, were included in . the 
schedule. 


Appoints Benoit A.M. 
Rene Benoit has been appointed 
advertising manager of Le Photo 
Journal, Montreal, mid-week 
French-Canadian newspaper. 


Appoints Beaven 

Herb R. Beaven, formerly a 
partner in Davis & Beaven, Los 
Angeles agency, has joined the 
Los Angeles office of Brisacher, 
Van Norden & Staff as account 
executive. 


omy.” 

Mr. Hill, speaking before stock- | 
holders at their annual meeting 
here, said: 

“It is perfectly clear that neither 
management nor labor is king any | 
longer in the realm of our na- 
tional economy. The-crown is to- 
day worn by the consumer. If na- | 
tional income and employment | 
are to remain at present high | 
levels, stockholders, management | 
and labor must recognize the pri- | 
macy of the consumer. 

“In some foreign countries in| 
which we operate, drug prices re- 
inflationary tendencies, but | 
in the United States, despite sub- | 
stantially higher costs of labor | 
and materials, packaged medi- 
cines generally held the price line | 
during the war and since. While 
sales in the drug field are not! 
subject to the sharp fluctuations 
traditionally associated with many | 
other consumer goods, they are 
nevertheless affected both by pur- 
chasing power and by the ‘will to_ 
buy.’ Purchasing power remains | 
high, yet there appears to be evi-| 
dence that consumer resistance is 
developing in this country. 


Ads ‘Definitely Indicated’ 


“To the extent that consumer | 
resistance is the result of unjusti- | 
fied price increases during the) 
past few years, price adjustments 
will undoubtedly have to be made. 
On the other hand, a resistance | 
psychology may be developing 
which is not solely based on price. | 
Against this threat to the national | 
economy, advertising is definitely | 
indicated; and in appropriating 
sums to maintain or increase sales 
volume, advertisers will be serv- 
ing a social as well as economic 


statuette of 
potent 


Strong men hit hard in 
selling or building good will 
especially if they're mighty 
Multi creations. Signs, 
plaques, trade-marks, stat- 
uettes and novelties that 
pack a wallop. 


MULTI PRODUCTS, INC. 


CHICAGO. 8, ILLINOIS 


Westinghouse sweng salesmen ap- 
peared even stronger, spurred onward 
with "Tuff Guy" contest awards. 
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Changes Name ‘Scores Canadian Fears 


veggie —er Asso- of Coming Depression 
ciates, Waukegan, Ill., has changed | ‘ <3 

ite name to P. W. Laurelton & | G. Warren Brown, president of 
Associates. Carl F. Miller, for- | 

merly home delivery promotion | eye 
manager of the Chicago Herald- 
American, has been appointed ac- 
count executive in charge of re- 
tail and consumer advertising. 


Appoints Calhoun 


Taylor P. Calhoun, formerly 
vice-president in charge of post-, 
war planning, Excel Foundry & 
Machine Company, Fall River, 
Mass., has been appointed sales | 
director of Branch Sales Corpora- 
tion, Worcester, Mass., New Eng- 
land distributor of major electric 
appliances. 


charged that Canadians 
are talking themselves into a de- 
pression complex, at the annual 
|diuner for the agency’s personnel, 

Canada’s greatest liability, he 


'said, are the people who say it 
7 | “just can’t last,” and who foresee 
Gets Union Hardware Apple Group Elects ‘calamity and chaos ahead. He 
Union Hardware Company, The West Virginia Apple Com- | scored _ idea that al business 
Torrington, Conn., manufacturer | mission has elected Malcolm M. | ™ Canada is “normal. 
of roller and ice skates, fishing | Brown, Martinsburg grower and | ‘ . 
rods and hand “tools, has ap- | distributor, as chairman for a Guenther Joins Rich 
pointed Wilson, Haight & Welch,| four-year term. Other officers | John Guenther, for five years’ 
Hartford and New York, to;are: Vice-chairman, Henry W.| one of Newsweek’s business’ edi- | 
handle forthcoming consumer, | Miller Jr., Paw Paw; and secre-| tors, has joined Leo H. Rich, Inc., 
sports and business publication tary, Carroll R. Miller, Martins-| New York industrial consultant, 
advertising. burg. as assistant to the president. 


| Cockfield, Brown & Co., Montreal | 


Gasoline Firm 
Stresses Safety 


Los ANGELES—Through 


} 


49 


day newspaper supplements. There 

will also be considerable on- 

station promotional material. 
One of the focal points of the 


5,000 | campaign is “Young Pilots,” a 


Mobilgas dealers, and with the | Specially-created driving manual 
cooperation of West Coast police, | Prepared for drivers in the 16- to 


General Petroleum Corporation, 
western’ affiliate of Socony- 
Vacuum, is launching an adver- 
tising campaign featuring public 
safety and driver education. 
Beginning in June, General Pe- 


troleum will start a heavy sched- | 


ule of four and five-column news- 
paper ads totaling 800 and 1,000 
lines, and will follow these with 
two four-color pages in The 
American Weekly, plus two half- 
page four-color comic ads in Sun- 


The beauty of a building is one thing. But it’s the 
people who pay the rent that make it profitable. 


And this is also true of a magazine as an advertis- 
ing medium. 

For while Newsweek has built a magazine of out- 
standing editorial excellence — it’s the people who 
read it that pay off to its advertisers. 

That’s why you should know that Newsweek deliv- 
ers America’s “top 700,000” families. Yes, a greater 
concentration of leaders in business, industry, and 
government than any other magazine. 


Thus it’s obvious that it pays you best to concen- 
trate your advertising in Newsweek — and sell the 
“top 700,000 ” first! 


Whsrewer Rople of Means aud lnfuovee 
NEWSWEED & iw the Retire! 


Congnegate 


} 


| mittee are Kal Getter 


18-year bracket. Surveys, the 
company says, show that these 
drivers are involved in the vast 
majority of auto accidents. The 
company also is offering a wind- 
shield sticker showing that the 
recipient has completed the in- 
struction course offered in the 
booklet. 

Another part of the public serv- 
ice promotion is a _ 12-minute 
movie, “That They May Live,” 
filmed with the cooperation of the 
Los Angeles police department. 
It will be offered to local civic 


groups. 

West - Marquis, Inc., is the 
agency. 
NY Amvets Elect 

James R. Jones, production 


manager of J. B. Rundle, has 
been elected chairman of the Ad- 
vertising Chapter of the American 
Veterans Committee, New York. 
Others elected are: Elaine Fritz, 
National Cancer Foundation, sec- 
retary; Mike Beecher, Reiss Ad- 
vertising, chairman of the creative 
committee; and Mike Goldgar, 
president of Mike Goldgar Com- 
pany, housing chairman. Co- 
chairmen of the job-finding com- 
and Ben 


| Reiss. 


Add Two to NAB Board 


Gilmore Nunn, president of 
Station WLAP, Lexington, Ky., 


| has been elected to the board of 


directors of the National Associa- 
tion of Broadcasters, by action of 
the NAB’s seventh district. Henry 


| P. Johnston, managing director of 
| Station WSGN, Birmingham, was 


elected to the NAB board at the 
annual meeting of the fifth NAB 


| district. 


MeW/ 1947 EDITION 


FOR EFFICIENT SALES 
PLANNING AND CONTROL 


in your dealings with 
Advertisers and their Ad- 
vertising Agencies—get 
the new 1947 Standard 
Advertising Register. It 
outlines the advertising 
policy of over 12,000 
national and regional ad- 
vertisers with executive 
personnel, agency or 
agencies placing the ac- 
count, advertising appro- 
priation and budget dates, 
the media used, the method 
and territory covered in 
distribution of the adver- 
tiser's products—all vital 
information in your promo- 


tion and sales activities. 


THE AGENCY LIST, pub- 
lished in January, May and 
September furnishes a rec- 
ord of 2,000 advertising 
agencies, with pertinent 
data on their recognition, 
their 10,000 personnel and 

30,000 clients. 


® write for details 


CEN aa and prices 


»*, 


NATIONAL REGISTER 
PUBLISHING CO., Inc. 


330 W. 42nd SI. 333 N. Michigen Ave. 
New York Chicago 
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. SINCE 


SAN FRANCISCO 


2 eae att MA | Benton & Bowles, New York, June | growth of lithography and its ex- 
SON-RE Dei as an account representative, | panding markets. 
"Publishers Representatives — | after six years with General Foods 


LOS ANGELES ~ 
GARFIELD BLDG. ~ 
ra MO ae 


; page booklet, entitled “Why Off- 
Murtfeldt Joins B&B set Lithography Is on the March.” 


Edward W. Murtfeldt will join | Included are charts showing the 


™ |Corporation where he was asso- . : 

mM \ ciate advertising manager of the Joins Cecil & Presbrey 

ee | Post cereals division. Alfred R. Beckman, formerly 
business manager and time buyer | 


|chanan & Co., New York advertis- 
Harris - Seybold Company, ing agency, and _ sales_ service 


Issues Printing Info ‘of the radio department at Bu- 
“Hiatt: is distributing a 24-| manager of the American Broad- | 


BLACKS 


'casting Company, New York, has| 
| joined Cecil & Presbrey, New 
| York, as radio time buyer. 


-NBBB Elects Seven 
New Directors 


The National Better Business 
Bureau, New York, has elected the 
following directors for the coming 
year: Lorimer B. Slocum, vice- 


president, Young & Rubicam, New 


“*"|Los Angeles; John N. Garver,|Henry Manz, general 


|Traders Trust Company, Buffalo;;A. Mayfield, technical 


WHITEHALL 5957 | cago; Col. B. F. McLain, secretary- | elected. 


York; Burton Duke, general mer-| treasurer, and general manager, 
*|chandising manager, Desmond’s,| Hart Furniture Company, Dallas; 


=: THE VERITONE COMPANY vice-president, Manufacturers &| Indianapolis Times; and Frederick 


‘ | Walter M. Heymann, vice-presi- |General Tire & Rubber Company. 
oa oe me ‘dent, First National Bank, Chi-/| Fourteen other directors were re- 


te 
ia 


OWNER AND OPERATOR OF RADIO STATIONS WWJ, WENA AND WWODT 


For 73 years, The Detroit News has been Detroit’s home newspaper . . . home- 
delivered, home-owned. Its solicitude for the community’s welfare has been consistently 
demonstrated by sponsorship of such local public service events as Michigan Scholastic 
Writing Awards—Year ’Round Athletic Programs—Green Lights Program for Voca- 
tional Guidance— Hikers’ Club for Youths and Adults—Birdhouse Building Contest 
for School-Agers—Spelling Bee Championship Contest—Statewide Speed Skating 


Contests— House Building Plan Counselling Service— International Travel Show, etc. 


It is this community spirit which rates a good share of the credit for the family 
acceptance which The News has always had in Detroit. To get your product story 


read by Detroit families in Detroit homes, get it into The Detroit News . 


. . Detroit's 


complete HOME newspaper. 


Total Circulation 412,605 weekdays—517,022 Sundays 


Largest trading area circulation of all Detroit papers! 


DAN A. CARROLL, 110 E. 42nd St., New York 17 
The JOHN E. LUTZ CO. Tribune Tower, Chicago 11 


HYGRADES J 
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JUNIOR PANEL—This is one of the small-size panels installed in northern New 
Jersey communities by Empire Advertising, Inc., Newark. 


‘Junior’ Outdoor 
Panels Installed 
in New Jersey 


NewarK, N. J.—A new type 
outdoor display—the “junior 
poster panel’’—is creating consid- 
erable interest in this area. 

True to its name, the “junior” 
is a smaller scale duplicate of the 
24-sheet. It is 6% feet high and 


12 feet long. Since it is in exact 
| proportion to the larger 24-sheet, 
|artwork for one can easily be 
| blown up or reduced for use on 
| the other. 

Empire Advertising, Inc., has 
installed 600 of the junior panels 
on building walls in the following 
| cities and towns of northern New 
| Jersey: Newark, the Oranges, Bel- 
| leville, Bloomfield, Elizabeth, Gar- 
field, Plainfield, Hillside, Irving- 
‘ton, Kearny, Linden, Montclair, 
|New Brunswick, Perth Amboy, 
| Woodbridge, Paterson, Passaic 
and Clifton. 

Empire has also turned over 
jleases for the junior panels to 
O’Mealia Outdoor Advertising 
Company, Jersey City, which is 
building a similar plant in that city. 


Placed on Walls 


The juniors are spotted on walls, 
usually of business property, in 
much the same fashion as is used 
for three-sheets, such as those op- 
erated by Criterion. The “juniors” 
are considerably larger than 
three-sheets, however, and run 
horizontally, like 24-sheets. Em- 
pire sells them in its territory for 
$15 per month per location, and 
reports a great deal of interest in 
them, with orders for showings 
|running from a minimum of 15 to 
150. 

The new poster size was de- 
veloped by Empire Advertising, 
'Inc., which was organized a year 
| ago by Aaron H. Roth, for 17 years 
'with United Advertising Corpora- 
| tion, and Louis Schwartz, who op- 
‘erates the Highway Displays Cor- 
|poration. On Jan. 1, 1947, Mr. 
Schwartz sold out his half interest 
|to United, so that ownership of 
Empire now rests with Mr. Roth 
|and United Advertising Corpora- 
tion. 


| WCBS Appoints Bacon 


| Milton Bacon, who since 1942 
has been featured on “Time to 
Remember” and “God’s Country,” 
both CBS programs, has been ap- 
'pointed assistant to the general 
|manager of Station WCBS, New 
| York, CBS affiliate. 


Ricker Joins Orr 

William N. Ricker, formerly in 
the engraving department of the 
|_T. Eaton Company, Toronto, has 
| joined William R. Orr & Co., To- 
|/ronto agency, as production: man- 
ager. 


| To Williams, Lawrence 


Williams, Lawrence & Cresmer 
Company, Chicago, has been ap- 
pointed national advertising rep- 
resentative of the Tucson News- 
papers, Inc., (Arizona Daily Star 
and Tucson Daily Citizen) for the 
11 western states. 
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A : s . ’ : over Frank Hemingway’s daily) Point-of-sale display materials 
ate, gl aiid Four A's Unit to Meet the newscasts, in 280-line ads in 74|and dealer tie-in mats are also 


May 25-28. Advertising Federa- 
tion of America, 43rd annual con- 
vention, Hotel Statler, Boston. 

May 26-27. Inland Daily Press 
Association, annual spring meet- 
ing, Congress Hotel, Chicago. 

May 28-31. Associated Business 
Papers, spring meeting, The 
Homestead, Hot Springs, Va. 

June 2-4. National Federation 
of Sales Executives, annual con- 
vention, Biltmore Hotel, Los An- 
geles. 

June 11-13. American Market- 
ing Association, spring conference, 
Commodore Hotel, New York. 

June 15-18. National Industrial 
Advertisers Association, silver an- 
niversary conference, Hotel 
Schroeder, Milwaukee. 

June 18-19. Public Utilities Ad- 
vertising Association, national 
convention, Detroit. 

June 22-26. Advertising Asso- 
ciation of the West, annual con- 
vention, Challenger Inn, Sun Val- | 
ley, Idaho. | 

July 7-10. Newspaper Advertis- | 
ing Executives Association, mid- | 
year conference, Mark Hopkins | 
Hotel, San Francisco. | 

Sept. 15-17. Southern Newspa- | 
per Publishers Association, an- | 
nual convention, Arlington Hotel, 
Hot Springs, Ark. 

Oct. 6-8. Association of Na- 
tional Advertisers, annual meet- 
ing, Hotel Chalfonte, Haddon- 
Hall, Atlantic City. 

Oct. 6-9. Financial Advertisers | 
Association, annual convention, 
New York. 

Oct. 12-15. Pacific Council,| 
American Association of Adver- | 
tising Agencies, annual conven- 
tion, Ahwahnee, Yosemite Na- | 
tional Park, Cal. | 

Oct. 19-22. Mail Advertising | 
Service Association, annual con- 
vention, Hotel Cleveland, Cleve- | 
land. 

Oct. 23-25. Direct Mail Adver- 
tising Association, annual conven- | 
tion, Hotel Carter, Cleveland. 

Oct. 23-25. Life Insurance Ad- | 
vertisers Association, annual) 
meeting, Chateau Frontenac, Que- 
bec. 

Nov. 8-9. Southwestern As- | 
sociation of Advertising Agencies, 
fall convention, El Paso, Tex. 


Hogan Joins Wilson 

Joe Hogan, formerly with Al 
Fuller & Associates Advertising & | 
Publicity Agency, has joined the) 
advertising staff of Wilson Sport- 
ing Goods Company, Chicago, 
succeeding Frank Mangan. 


’ 


Trailmobile to McGuire _ 


Trailmobile Canada Ltd., Ojib- | 
way, Ont., has named McGuire | 
Advertising Ltd., Windsor, to 
handle its Canadian advertising. 


Inside type 


NEON 


been appointed publicity director 


SIGNS 


We are quantity manu- 
facturers equipped to 
produce and deliver wall, 
window and counter dis- 
plays. 


The Vitroseal Corp. 


Incorporated 


28 East Electric 
Covington, Ky. 


Representation available in some 
areas 


rag - : , western 
5 onl aoe Revids 3 ‘an Amediatinn ot Awertciae Agen. | SPot and regional network broad-|Company, San Francisco, is the 
een ap ty dit lcies will be held Oct. 12-15 at Cats in the Mountain States. |.agency. 

of the Iowa Development Com-| Ahwahnee, Yosemite National 


newspapers, and over| being used. Raymond R. Morgan 


mission. She succeeds Jean Stout | Park, Cal. 
Brown. 


eee S Offers Pen Premium 
Devaney Joins Boyd | Folger Coffee Company, San| 
Jack Devaney, formerly with| Francisco, is offering a Regal ball | 
the New York Herald Tribune,| point pen for 35 cents, plus aj) 
has joined the Los Angeles office| label from the jar or the last 
of Boyd Company, as an account| inch of the unwinding band from 
executive. | the tin. The offer is being made} 


FROM IDEAS TO AMERICAN 
FINISHED PRODUCTS DISPLAY STUDIOS 


Convention exhibits and trade 


show displays designed, produced, _179 N. WELLS STREET 
and installed. Presentations, sales Sigua all 
charts dramatized. og 


Call DEArborn 1278 


oYou cant cover California's Bonanza Beeline 


without on-the-spot radio 


Why? Because the Beeline market—California’s 
great central valleys plus the neighboring Reno 
sector—is almost completely surrounded by high 
mountains. So outside radio stations just can’t get 
in there with a strong enough signal to sell. 


Only with on-the-spot radio can you catch the 
ear of prosperous Beeline people, whose total 
retail purchases annually run nearly as high as 
all of Florida’s.+ 

The five BEELINE stations are located right in 
the Beeline’s major selling centers. Together, 
these stations deliver by far the best available 
radio coverage of this whole bonanza market. 
Furthermore, each is the favorite station in its 
own bailiwick. KOH, Reno, for example, has 
by far the major share of the local audience 
day and night. Buy the BEELINE stations the 
way you want—as a group or individually. 


*tSales Management's 1946 Copyrighted Survey 


MCCLATCHY BROADCASTING COMPANY " 


Its impossible 


10,000 watts 1530 kc. 1000 watts -630kc. 1000 watts 1410 ke. 


OS eis e0 


KOH “RENO 


g 
SACRAMENTO, CALIFORNIA PAUL H. RAYMER CO., National Representative be, 
KFBK KOH KERN KWG KMJ 
Sacramento (ABC) Reno (NBC) Bakersfield (CBS) Stockton (ABC) Fresno (NBC) 


250 watts 1230kc. 5000 watts 580 ke. 
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Here’s what they say about 


The Pathtin 


“Brand Names Foundation has watched with 
interest the community brand-names promotion 
sponsored by PATHFINDER Magazine. Any ac- 
tivity like this which focuses the public’s atten- 
tion on the consumer advantages inherent in 
brand identification is unquestionably a form of 
public service.” 


HENRY ABT 


Brand Names Foundation. 


“This plan is to be welcomed by the consumer 
and merchant alike as a constructive step to in- 
crease sales and help the men of America dress 
comfortably and well to suit the occasion. Better 
stores throughout the nation mean better mer- 
chandise, better sales and better satisfied cus- 
tomers. We welcome the program.”’ 


LEWIS ROTHSCHILD, Nat'l Ass’n of 


Retail Clothiers and Furnishers. 


der Plan 


‘We heartily endorse the principles of any or- 
ganization that encourages better merchandising, 
increases sales and speeds the flow of goods with 
consequent benefit to manufacturers, distribu- 
tors, retailers, consumers and the economy of the 
nation as a whole. Here’s great success to you, 
PATHFINDER!” 


WALTER MORROW 
American Retail Federation. 


Here’s what the Pathfinder plan is 


To move more goods to more people by improving selling and distri- 


bution methods in the smaller cities and towns of the United States... 


where 56% of the nation’s retail outlets are located... where more than 


half the population does its buying. 


Ask for the results of the Pathfinder Plan at work in a com- 
munity-wide demonstration of small town selling strength 


just concluded at Stroudsburg-East Stroudsburg, Pa. 


THE FAMILY NEWS MAGAZINE THAT INFLUENCES MAIN STREET 


GRAHAM PATTERSON, Publisher 
Washington Square, Philadelphia 5, Pa. 


Advert 
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lhe Creative Uans Corner 


This Corner—while it does not pre- 
sume to set itself up as The Final Au- 
thority — would 
much prefer to 
point out what, 
in its opinion, is 
right with the 
week’s crop 
of advertise- 
ments than what 
is wrong with 
them. Bouquets 
are always easier 
to toss than 
brickbats, even 
though they 
don’t arc as far 
or wreak as 
much mischief. 

Two bouquets, 
then, for the Jit- 
terbug and Whiz- 
zer ads in the 
April 23 issue 
of the Saturday 
Evening Post— 
for the simple 
directness, the 
complete honesty 
and the utter credibilitye of their ap- 
proach. Here are no off-subject head- 
lines, no desperate reaching into the 


You Ought toKuow . 


Of course you ought to know Merrill 
“Babe” Meigs, and the chances are that 
you do. After 36 years in the advertis- 
ing business, he has probably the widest 
acquaintance among advertisers, business 
executives and gov- 
ernment officials Of — gums 
anybody in the field. v 
His talents as a col- 
lege athlete, golfer and 
aviator have spread 
his activities far and 
wide, and the inter- 
esting thing is that in 
his 64th year he still 
has the carriage and 
appearance of athletic 
youth, 

Babe’s business his- 
tery is largely a story of his work for 
William Randolph Hearst, whom he re- 
gards as the greatest publisher who ever 
lived, but even more interesting is his 
own philosophy of life and business. He 
thinks and acts differently from most 
top-flight business executives. He has 
no use for false fronts and stuffed- 
shirtism, and his personal religion is 
based on kindness and consideration for 
his fellow men. 

A corn-fed boy from Iowa, he got off 
to a good start by playing left guard on 
one of Amos Alonzo Stagg’s famous 
championship football teams at the Uni- 
versity of Chicago, teaming with the 
equally famous Walter Eckersall. That 
1905 Maroon team won the Big Ten 
championship from Michigan 2 to 0, on 
a safety, and was generally acclaimed 
one of the most powerful aggregations 
ever put together on the Midway. He 
also won letters in water polo and base- 
ball. With his 6 feet 4 inches of brawn, 
of course he played first base. 

He broke into the business which he 
has made his career when he became 
advertising manager of the J. I. Case 
Threshing Machine Company at Racine, 
Wis., in 1911, and later was an account 
executive of Lord & Thomas, handling 
Case and other accounts. He joined the 


Merrill C. Meigs 


usual copywriter’s bag of rhetorical 
tricks for interest, but just plain com- 
mon-sense selling. 

It’s a type of selling that could well 
have been carried over into other ad- 
vertisements in the issue. 


JITTERBUG Gets Bass! 


“Dear Fred: ‘This string of bass was taken on Jitterbugs from Pr: 
“Loudin Lake by Ben Chapmas and Orval Brown of Friendsville. 
In the string are a 6-th, smalimouth and two 6-lb. largemouth bass. 
These boys are good fishermen wnd often bring in nice strings of 
% fish oa your baits “~<)' Rear Blam, Flans’s Boat Dock, 

Route 2, Friendsyille, Tenn. 


FRED ARBOGAST &.CO, (044. North $1, Abead 9) Obes 


oe @ Merrill C. Meigs 


Chicago Evening American as advertis- 
ing manager in 1917, and was made pub- 
lisher in 1926. Later he served as pub- 
lisher of the Chicago Herald and Ex- 
aminer, retiring in 1929 to take a rest. 

A trip to Europe left him fed up with 
resting and determined that work was 
far more interesting than loafing. Now 
he thinks he will never retire, but stay 
in harness to the end. 

He rejoined Mr. Hearst as vice-presi- 
dent of The American Weekly in 1930, 
with offices in Chicago. Three years later 
he returned to the Chicago Evening 
American as publisher, serving as vice- 
president and publisher of the Herald- 
American when the Hearst morning and 
evening papers were consolidated in 1939. 
He was called to Washington in 1940 as 
head of the aircraft division of the War 
Production Board, and served with dis- 
tinction for over two years. 

He returned to Chicago as vice-presi- 
dent of the Hearst Corporation, the hold- 
ing corporation for all Hearst properties, 
and in that capacity interests himself, as 
he says, in the revenue aspects of all of 
the publications. 

Babe was one of the civilian pioneers 
in flying, and has spent the equivalent 
of a solid six and a half months in the 
air, with 2,000 hours of piloting to his 
credit. He has probably introduced more 
people to aviation through flights in his 
own plane than anybody else you know. 
He flew over 30,000 miles around the 
world for Secretary of War Patterson 
following the end of the war to get a 
close-up of the war surplus problem, 
and later wrote an intensely interesting 
monograph about the journey and _ its 
significance. He flies his own Stinson 
today. 

Typical of his attitude as to how to 
do business were the instructions he 
gave the late Rodney Boone when he sent 
that brilliant advertising man to New 
York as the Chicago Evening American 
representative. (Later he also repre- 
sented most of the other Hearst after- 
noon newspapers.) He told Rodney to 


53 


see and talk to anybody who wanted to 
see him, and never to be “in conference,” 
remembering that he was there to pro- 
vide service and information about Chi- 
cago and the newspaper. Babe insists 
that surrounding one’s self with secre- 
taries and other screening devices to 
avoid contact with the public is an in- 
dication of an inferiority complex, and 
that the bigger the man, the more ap- 
proachable he invariably is. He has al- 
ways been accessible to all, even during 
his hectic war days in Washington with 
the WPB. 

Babe has never wanted to work for 
anybody but Mr. Hearst, who celebrated 
his 84th birthday April 28. He feels that 
Mr. Hearst has demonstrated magnificent 
vision in building his great publishing 


aeaiaie 


empire, and notes that his mental proc- 
esses are as keen today as ever. His quick, 
analytical mind, his courage, his pa- 
triotism and his consideration for his 
employes are characteristics which Babe 
thinks justify the appellation of “great- 
est” when rating the boy publisher of 
the ’90s today. 

Babe Meigs never drinks or smokes, 
and his weight is just a little more than 
it was when he was playing football. 
That may be why he is still overflowing 
with energy and having just as much 
fun as he did 40 years ago. Even his 
three stalwart sons admit that they have 
a hard time keeping up with the old 
man, especially if they are trying to 
match his score on the golf course. 

P. S.: That “C” stands for Church. 


the Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


5 MOST POWERFUL WORDS IN MAIL ORDER COPY 


There are five words that pack a ter- 
rific wallop in mail order copy. These 
words are: FREE, AMAZING, NEW, NOW 
and HOW. All successful copywriters 
use these words in some form. 

While the word “FREE” has been 
greatly abused in the past, it is still mail 
order’s number one attention getter. 

According to the Federal Trade Com- 
mission, the word “FREE” is to be used 
only when the article offered is actually 
given “FREE” without any strings at- 
tached. For example, a booklet can be 
offered “FREE,” but a premium offered 
as “FREE” with an order is not actually 
free. No effective substitute has been 
found for the word “FREE.” 

The word “AMAZING” has a startling 
effect in headlines. Once you get the 
reader’s attention, your opening para- 
graph then must follow through logically 
and quickly. Here is how Syncro Saw 
Corporation, Rochester, Mich., uses the 
word: “AMAZING New Magnetic Saw 
Ready for Prompt Delivery.” 


Business Chart ot the Week = 


To introduce a new product, the word 
“NEW” in the headline catches the eye 
of the reader interested in new develop- 
ments. The Castolite Company, Kenil- 
worth, Ill, uses this headline to introduce 
its new casting material: “NEW Liquid 
Casting Plastic Makes 1001 Objects.” 

“NOW” is another powerful word for 
headlines. It has news value. Hence, 
the heading “NOW You Can Lick Any 
Auto Repair Job!” used by Motor Book 
Department, New York, stops the reader 
interested in keeping his car in good 
running order. 

The fifth most powerful word is 
“HOW.” Take this headline, “HOW to 
Start Your Own Business,” for example. 
You really have the feeling that all de- 
tails of starting a business are explained. 
It is far more effective than “Start Your 
Own Business.” 

The first few words in a headline are 
all-important. The five words discussed 
here are proved pullers and can be used 
successfully on almost any proposition. 


THE FACTOR OF HIGHER PRICES 
IN RETAIL SALES BOOM 
= (BILLIONS OF DOLLARS) _— 
90 90 
80 80 
79 |__ ACTUAL DOLLAR SALES “a 
60 ne 60 
50 ’ : 50 
a Bee oe il ¥ ~ 40 
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SOURCE. U. S$. DEPARTMENT OF COMMERCE PREPARED FOR INSTITUTE OF LIFE INSURANCE 
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Appoints Hurd 
Walter W. Hurd, former editor 


BP Be hye y- Neither Snow nor Cold 


Billboard, has been named execu- 
tive editor of Coin Machine Re- 
view and its sister publication, 
Automatic Vending. He will make 
his headquarters at 35 E. Wacker P ; 
Dr., Chicago. Pathfinder’ Week 
Puts Whole Area 


Back of Brands 


By JOHN CRICHTON 

SrroupssurG, Pa.—If you were 
to forget the surrounding Pocono 
Mountains, this city probably 
could pass for any other of its 
size (with East Stroudsburg, 
about 13,000)—but not last week, 
when Pathfinder was conducting 
one of its periodic weeks, a novel 
mixture of merchandising savvy, 
country fair special events, and 
commercial evangelism. 

In Stroudsburg, Pathfinder and 
the town’s cooperating merchants 
bucked a formidable enemy—the 
weather. The first five days of 


&y 
who BUY anc SELL 


the men who 


= IN 
CHAIN DRUG STORES 


through the 


DRUG EDITIONS =. 


CHAIN STORE AGE 


Circulation is paid! 


the week (May 5-9) were con- 


Stays Stroudsburg Sales 


~" 
ducted in rain, raw wind and brief 
snow flurries. The impact of the 
weather on sales couldn’t be 
measured, but most merchants 
seemed convinced that the week 
had accomplished its two objects 
—to alert Stroudsburg customers 
to the merchandise carried locally, 
to alert manufacturers and dis- 
tributors to the latent sales in the 
area. 

By the time Pathfinder came 
to Stroudsburg, it had gotten its 
Pathfinder Plan into high gear; 
Stroudsburg was the third test of 
its merchandising laboratory. The 
first, Nampa, Ida., was conducted 
a year ago; Bridgeton, N. J., the 
second, was run off in October. 
During the year the magazine has 
learned a lot about conciliating 
local business factions to the 


point where they’ll work together 
for a week, and still more about 
what it takes to unlimber stocks 
from the manufacturers’ and job- 
bers’ warehouses and get it to 
merchants in time for the test. 


Rivalry Submerged 


In Stroudsburg, the magazine 
had overcome a Montague-Capulet 
situation between East Strouds- 
burg and Stroudsburg, and had 
both communities cooperating 
solidly in the drive. 

The tests are designed to prove 
the strength of small town re- 
tailers, and to enable them to flex 
their muscles more effectively. 
Many a company had merchan- 
dising and sales experts on the 
scene, working with local retail- 
ers to build sales for the week. 

In some instances, Pathfinder 
elicits the manufacturers’ aid: a 
store in Stroudsburg showed a 
new annex lighted by Sylvania 
Electric fixtures which were hand- 
made, will not be marketed com- 
mercially for another six months. 
The Park Market showed a new 
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Can you, as an advertising man, 


+ 


You're right—it isn’t addressed 
to anybody in particular! That 
makes a difference in the interest 
with which a letter—or an adver- 
tisement—is received and read. 


And it makes a whale of a differ- 
ence in the interest with whicha 
publication is received and read. 


To give you an example—the 26 
magazine picture sections of Metro 
Group Gravure are edited for par- 
ticular audiences in specific areas. 


Result—they enjoy higher average 
inside page traffic, front to back, 
than anything else in print! 


The reasons? Picture stories /o- 
cally edited for local tastes and 
interests. Stories of local interest 
are like personal letters—they’re of 
highest interest to the reader. 


For these sections are independently 
published—on the spot—by 26 of 
the country’s leading Sunday news- 
papers, coast to coast. And each is 
stamped with the ‘‘address” of the 
region in which it appears. 


That’s why the 14,000,000 Ameri- 
can families who take these sections 
every Sunday are one of the Jargest 
national audiences you can buy! 


In Metro Group Gravure, you can 
address your message to the people 
you want toreach in terms trimmed 
to their interest. 


Best of all you can pick and choose 
among the sections—from 10 to 23 
publishing cities—to match your 
distribution pattern or to change 
copy, illustration, dealer listings, ap- 
peal, product, price—anything to 
give your message greatest local 
impact. 


Which brings us to our P. $.—have 
you heard the whole Metro Group 
Gravure story lately? 


Metropolitan Group Gravure 


sus 
wort 
a NE 
Be mc AGO wa 


PLAIN DEALER 


; PHILADELPHIA 
error new _NEW YORK NEWS hem — 
ras = 
: 
. TAR - & 
r* ‘¥ 8s 
- > 


Me 
gurt ess 
COURIER are 


a 
“ nas fe.’ a . aa 
BOSTON HERAL = ' 
7 Po r MSP A r ¢ 
oO = APOLIS TRIB 
ih sags a | 
yea vic t ~~ a ; 


CLEVELAND 


‘ ey re 


; N 
ne 
NNA 
ne ™ 


\ 


INDIANAPOLIS $ 


THE NATIONAL NETWORK OF SUNDAY MAGAZINE PICTURE SECTIONS 


INDEPENDENTLY PUBLISHED AND LOCALLY EDITED FOR 14,000,000 FAMILIES 


NEW YORK 


DETROIT 


CHICAGO 


SAN FRANCISCO 


oy Ae 


Advertising Age, May 19, 1947 


See Se ee 


Sccetanegh Sveey ee ete me 


You fre Cortally rite. 
To View the Exhiee of “UNION MADE” Products 
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CENTRAL LABOR UNION HEADQUARTERS 
TUESDAY, MAY 6 thre FRIDAY, MAY @ 


AIDS DRIVE—This full-page news- 
paper ad sponsored by a union was 
one of many messages run by Strouds- 
burg, Pa., manufacturers, retailers and 
unions supporting the week-long retail 
drive in collaboration with Pathfinder. 
The campaign insignia appears at the 
top. 


refrigerated display for Kraft 
cheese, a combination brought 
about by intensive pressure on 
Kraft and J. Walter Thompson 
Company. 

Behind the week’s crowded ac- 
tivity lay nearly a year of work. 
It began when some Stroudsburg 
merchants, headed by William S. 
Wyckoff—the A. B. Wyckoff store 
is the leading department store, 
has an annual gross of $1,500,000, 
employs 175 people, has a base- 
ment which sells Sears, Roebuck 
lines, one of the two stores in the 
country with a Sears franchise— 
flew to Nampa to watch the 
Nampa experiment. 


City Raises $10,000 


Wyckoff and other merchants, 
along with Allen Heydrick, sec- 
retary of the chamber of com- 
merce, contacted Pathfinder, and 
brought Arch Thiele, director of 
sales development and merchan- 
dising, Russell G. Phillips, pro- 
motion manager, and others up 
to the city to line up support for 
the plan. The city raised $10,000 
to finance some of the activities, 
got contributions from about 130 
merchants. 

This fund supplied the bunting 
for the street lamps, the store 
banners (“Pathfinder Week ... 
Stroudsburg, Heart of the Poconos 
A . Know Your Own Strength 
Campaign”), some of the enter- 
tainment. But much of the enter- 
tainment was cut-price: Fred 
Waring, who brought his Penn- 
sylvanians in for Friday night’s 
show, worked for a small fee. 
Businessman Waring owns 
Shawnee lodge, a scant four miles 
from Stroudsburg. 

Merchandising, which occupies 
a prominent part of the behind- 
the-scenes work of the week, is 
subordinated on the surface to a 
festive atmosphere. During the 
week Stroudsburg had _=§succes- 
sively a_ kick-off breakfast; a 
queen-crowning; a Ted Malone 
broadcast; a Westinghouse cook- 
ing school; an industrial exposi- 
tion (30 local manufacturers had 
exhibits in the Armory); a con- 
cert; a baseball game; a Fulton 
Lewis Jr. broadcast; automobile 
show; a Mary Margaret McBride 
broadcast; a circus; a style show; 
farm implement show; Fred War- 
ing concert; a parade, and an air 
show. 


Street Blocked Off 


North Seventh St., which runs 
between Main St. and Courthouse 
Square, where Monroe County’s 
native stone headquarters sits 
squatly, was blocked off and de- 
voted to the auto and farm im- 
| plement show, as well as an en- 
|terprising exhibit by Calorific 
| Stove Company, in which skilled 
mechanics put together new 
| Stoves and sold them on the spot. 
Pathfinder had a crew of sales- 
|men, promotion men and editorial 
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representatives on the ground. So 
did a number of other companies, 
with sales and merchandising 
representatives of Philco, General 
Motors, Westinghouse, Sylvania 
and Hotpoint in evidence. Henry 
Abt, president of Brand Names 
Foundation, who came to Strouds- 
burg to speak at one of the early 
meetings, characterized the drive 
as one of rivalry in quality, not 
price, and pointed to the emphasis 
on brand names in the drive. 


Contracts ‘Worth Money’ 


Retailer reaction was some- 
what mixed on the effort. Nearly 
all conceded that the parade of 
buyers, thanks to the weather, had 
failed to materialize in the ex- 
pected strength. Most thought the 
over-all, long-range effect would 
be good. 

One retailer told AA: “I con- 
tributed $50 when the committee 
came around. I didn’t know 
whether it was the right amount 
or not, but it seemed all right 
with them. We haven’t had a lot 
of traffic through the store, but 
I figure that $50 as advertising— 
and how much advertising can 
you buy for $50? Besides, I’d pay 
a lot more just to get the jobbers 
and manufacturers interested in 
us, the way they have been since 
Pathfinder started this week. Just 
the contacts were worth money— 
and it’s a long-range benefit, too.” 

There was wide evidence of 
store modernization in advance 
of the week’s opening. Many a 
store front on Main St. glistened 
with new paint, or had installed 
new windows, neon signs and dis- 
plays. 

A curious proof of the pudding 
was the entry of other magazines 
besides Pathfinder into the act. 
Several enterprising publications 
had merchandised Stroudsburg, 
gotten their displays “As adver- 
tised: MO 355 Fs ” into the stores 
and windows. 


Agency on Location 


Pathfinder’s agency, Lewis & 
Gilman, was on location, with 
Wesley A. Gilman, vice-president, 
and Ralsten Lewis, account exec- 
utive, both participating. The 
magazine took page advertise- 
ments in the Wall Street Journal | 
and New York Times and Herald 
Tribune, and the ads were di- 
rectly responsible, in at least one 
case, for freeing merchandise. The 
local Montgomery Ward dealer, 
who had been primed by Path- 
finder with accounts of the busi- 
ness the Bridgeton, N. J., Ward 
outlet did during Pathfinder Week 
in October (sales the first day 
jumped 800%), tried hard to get) 
additional goods beyond his quota | 
from New York headquarters, but 
was unsuccessful. The day fol-| 
lowing the appearance of the ads | 
in New York newspapers, the | 
dealer had a call from New York: 
“How much and what do you 
want?” 

The peaceful streets of Strouds- | 
burg were alive with the blare of | 
recorded music over a public ad- | 
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diess system, and extensive prepa- 
rations had been made to record 
changes in the city’s marketing 
pattern. Bert Gallagher, who will 
prepare a consolidated research 
story for the magazine, had used 
a questionnaire, and the porch of 
the Penn-Stroud Hotel had voting 
machines, sent by the Automatic 
Voting Machine Company. 

The voting machines carried 
questions on whether the voter 
was a resident, whether he had 
bought anything during Pathfinder 


Week, his educational background 
and income. Partially because of 
the weather, partially because of 
the lack of a barker to drag in 
the crowds, the voting machines 
were little used. On Friday, near 
the end of the week, less than 300 
people had cast a vote. 

Pathfinder men, many of whom 
had made repeated trips to the 
city since January, generally re- 
garded the drive as successful, 
and pointed to the record of 
Nampa in the year since the 


magazine staged its initial effort 
in the city. 

Nampa pulled considerably 
more in sales after Pathfinder 
Week than before, saw its yearly 
retail sales sharply increased, and 
led the Idaho average by a wide 
margin. 
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One of Pathfinder’s principal 
problems, its sales promotion men 
concede, is the difficulty in con- 
vincing merchants that the maga- 
zine’s interest is practically al- 


truistic. Once suspicion is over-~ 
come, the work is considerably 
easier. The magazine’s basic 
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pitch that manufacturers neglect 
small town markets, and are un- 
aware of the purchasing power 


HOW TO KEEP 
YOUR EMPLOYES 


Is It worth $5 per year per person to reduce the 
turn-over in your employes under present condi- 
tions? Then, send for full details of a simple plan 
which may make a bigger immediate hit with your 
Personnel than hospital plans, or group insurance, 


or even retirement . Write me today. M 
Hunter, 1310-A, ry Feng oe Evanston. tllinols. 
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and longer profits in the smaller APRIL SALES OF CHAIN STORES . 
towns, gets emphasis during the c April ~ % Gain ~—~——Four months——, % Gain 
week until it almost amounts to an in ais 1947 1946 ~— or Loss 1947 1946 or Loss 
r : ains 
evangelistic theme. Almost any of| je)... $ 9,310,137 $ 5,978,864 +55.7 $ 36,297,973 $ 22,829,084 +59. 
the merchants could unreel a sell- eae ampeny eeeeececees yn ps etre to wr etr yf 156, a +42.0 
P F P BVIONAL FOB .rcccccceces ,009, 10,803, 6! +48. 512, 41,912,839 44.4 
ing Ay which sounded Very | Safeway .................. 841089194 &1'194'672 437.4 324:140°714 —-242'221.739 433. 
much like a Path r - aa 
ime athfinder presenta- | Goou5 Total o..ccccs.-. $167,434,606 $117,851,562 +42.1 $ 643,897,779 $ 463,541,647 +38.9 
“Best thing the town ever had,” | ,.Mail Order 
: Ape Sears, Roebuck ......... $160,701,303 $129,769,864 -+23.8 $ 427,007,188 $ 353,431,909 +20.8 
one townsman said, squinting up-| Spiegel .................. 10,820,699 9,157,638 +18.1 38,130,902 29,223,496 +30.5 
ward at the leaden sky. “Too bad | *Montgomery Ward ...... 99,623,310 80,073,261 +24.4 268,380,453 213,757,849 +25.6 
about the weather.” Group Total ........... $271,145,312 $219,000,763 +23.8 $ 733,518,543 $ 596,413,254 +23.0 
Drug Chains 
Ry re ee $ 1,162,422 $ 1,196,104 —2.8 $ 8,811,242 $ 8,401,341 +48 
WIMIIED. ao iZavsadcsccvas 12,161,379 «(11,279,786 + =-+7.8 48,473,177 43,975,233 +-10.2 
Group Total ........... $ 13,323,801 $ 12,475,890 +6.8 $ 57,284,419 $ 52,376,574 +9.4 
Variety and Miscellaneous 
Bond Stores ..........00. $ 6,759,981 $ 6,383,616 -+5.9 $ 25,433,303 $ 20,259,620 +25.5 
Butler Bros. ............4. 11,390,117 — 13,459.515 —15.4 42,821,162 45,132,007 —5.! 
Consolidated Retail Stores 2,708,925 2,914,900 —7.1 10,083,985 10,647,586 —5.3 
tDiana Stores Corp. .... 002,929 1,207,584 —16.9 9,593,836 9,882,645 —2.9 
Edison Bros. ..........0 6,518,706 7,016,110 —7.! 20,964,297 19,570,296 -+7.1 
Fishman, M. H. ......... 50,209 657,969 —1.2 2,080,880 2,018,148 -+3.1 
i ene 18,707,248 18,284,492 -+2.3 57,732,442 58,847,961 —I.9 
*Green, H. L. ........... 7,317,493 7,804,859 —6.3 19,261,017 19,995,486 —3.7 
*Interstate Dept. Stores.. 5,158,053 4,485,401 -+15.0 13,115,261 11,468,559 +14.) 
ete S. Sy cs cccc cs cats \720,499 —-.21,074.544 43.1 74,198,200 69,539,456 -+46.7 
Se Wee. 24 35s, voce 12,669,262 12,286,051 -++3.1 46,643,064 43,280,188 +7.8 
Lane Bryant, Inc. ........ 656,667 3,868,383 -+20.4 16,992,230 15,097,927 +-12.5 
"eee ee aeaae: 8,721,306 9,044.646 —3.6 22,659,478 22,761,666 —0.4 
MNS Bsn cas aaa 7,160,772 7,236,802 —1.0 25,120,474 23,492,318 +69 
*McLellan Stores ........ 3,610,017 3.874.977 —48 10,112,446 10,314,661 —1.9 
Melville Shoe Corp....... 6,641,216 6,506,174 +2.1 19,579,380 19,081,334 -+2.6 
Murphy, G. C. .........5 9,244,107 9.545.606 —3.1 31,359,784 30,721,409 -+2.1 
Neisner Bros. ..........0. 3,950,662 4,002,387 —1.3 12,979,010 12,455,008 +-4.2 
Newberry, J. J. .......05 9,356,977 9,176,670 +2.0 32,934,827 30,467,115 +8.1 
ele 59,236,673 55,202,886 +7.3 201,233,894 179,310,236 -++12.2 
Sterchi Bros. ..........0. 1,168,663 1,013,813 +15.3 4,109,384 3,694.85! +11.2 
Western Auto ........00: 9,674,000 7,908,000 +22.3 31,691,000 30,118,000 +5.2 
Woolworth, F. W. ....... 46,425,550 45,886,789 +1.2 164,450,128 152,869,599 +7.6 
Group Total ........... $264,450,032 $258,842,174 +2.2 $ 895,159,482 $ 841,026,076 +46.4 
Combined Total ....... $716,353,751 $616,170,389 +14.6 $2,329,860,223 $1,953,357,55! +19.3 
*Three month period. 
+Nine month period. 
{Seven month period. ° 
Doyle Joins Tyson Robotham Joins Brown 
John V. Doyle, formeriy promo- William R. Robotham, formerly 
tion writer with the Chicago Trib-|in the sales department of Road 
une-New York News Syndicate,| King Oil Company, Chicago, has 
has joined the copy department of| joined Arthur F. Brown Asso- 
O. S. Tyson & Co., New York. ciates, Boston. 
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Trademark Group 


‘| Fights Expansion 


of State Registry 


New YorKkK—The application of 
the new Lanham Act held the 
center of the stage at the 69th 
annual meeting of the U. S. Trade 
Mark Association here last week. 

The group heard Kenneth Perry, 
vice-president of Johnson & John- 
son, advocate that the association 
be opposed to any form of com- 
pulsory state trademark registra- 
tion law, that the association is 
opposed to any “little Lanham 
acts” at this time, but that other 
modifications of state statutes 
were welcome provided they 
didn’t conflict with these prin- 
ciples. 

Mr. Perry traced the history of 
state trademark legislation, and 
then dwelt briefly on two current 
bills, the Ohio and Connecticut 
proposed laws which offer com- 
pulsory registration depending on 
registry rather than ownership, 
revenue from registration, and 
bait to newspapers in the form of 
compulsory publication. Neither 


of the bills are now active. 
Trademark owners, in Mr. 
Perry’s opinion, want “a _ single 


source to which they may go in 
determining whether a mark is 
available, a single point of reg- 
istration, a reasonable fee, and 
avoidance of the confusion and 
harassment and expense of mul- 
tiple jurisdiction. With its im- 
perfections (and Mr. Perry thinks 
there are several), the Lanham 
Act is a tremendous advance in 
this direction.” 


Expects Increased Renewals 


The group also heard John A. 
Merchant, chief of the trademark 
division, U. S. Patent Office, whe 
told the group that application: 
and renewals had climbed to : 
total peak of 26,216 in 1946, bu 
that applications under the Lan- 
ham Act may reach 150,000 in 
1947. 

Frederick Moeller, export sales 
manager, Lehn & Fink Corpora- 
tion, told the meeting that Ameri- 
can manufacturers are _ being 
shortsighted in their failure to 
register their marks abroad. Com- 
panies which have not registered 
in countries with which they may 
do business in the near future are 
taking the risk of trademark 
piracy; in many countries un- 
scrupulous operators register a 
trademark, then when the com- 
pany originally owning the mark 
decides to enter the country, it 
must either pay for release of 
the mark or abandon the market. 

“Any firm that develops a 
worth while business in the U. S. 
should think now of the day when 
the sale of its products may be 
expanded abroad,” he reminded 
the meeting. 

A number of countries have re- 
vised their laws to extend limited 
recognition to the fact that trade- 
marks can be acquired not only 
by registration but by use, and 
he believes this is a good omen, 
and that “the life of the trade- 
mark pirate has become more 
difficult.” 


Plans Dog Food Drive 


Atlas Canning Company, Brook- 
lyn, packer of Rex and Laddie 
Boy. canned dog foods, has schea- 
uled an advertising campaign 12 
newspapers in 45 states. Adair & 
Director, New York, is the agency 


Network Appoints Park 


Daniel C. Park, formerly on thé 
sales staff of Station KYW, Phila- 
delphia, has been appointed gen- 
eral sales manager of the Tobacc< 
Network, Inc., in North Carolina. 
He will make his headquarters 12 


Raleigh, N. C. 
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NEW CHICAGO DISPLAY—Armour 
& Co's. gigantic new display overlooks 
the southern end of Chicago's Loop. 
It was created by Federal Electric Co. 
and towers 225 feet above street level. 


Armour Display 
Gives New Light 
to Chicago Scene 


CuicaGo—To this city’s already 
gaudy display of illuminated signs 
comes another behemoth created 
for Armour & Co. by Federal 
Electric Company here. Taller 
than the seven-story building on 
which it stands, the display towers 
225 feet above the ground level at 
Michigan Ave. and Roosevelt Rd, 
to tell Chicagoans that “Armour 
Means Best in Foods.” 

Above the name “Armour,” 
with its 15-foot letters, is a gi- 
gantic half-ton clock with an 18- 
foot minute hand sweeping the 
30-foot dial. At the base of the 
sign is a panel 10 feet high which 
uses 4,000 lamps to describe in 
moving letters what weather con- 
ditions will be, and also to display 
Armour selling messages. 

The display’s 15% miles of 
wiring carry enough current to 
serve 90 six-room houses. Control 
equipment for the structure is 
contained in a 9x14-foot com- 
partment where an operator is 


°R maintained on duty during all 


hours that the sign is lighted. 


Liberty Mutual Opens 
Sixth Retail Store 


Liberty Mutual Insurance Com- 
pany, New York, has opened its 
sixth ground-floor retail insur- 
ance store at 151 E. Post Rd., 
White Plains, N. Y. The White 
Plains store is one of a chain 
which the company, with its affil- 
iate, United Mutual Fire Insur- 
ance Company, expects will even- 
tually extend across the country, 
replacing traditional . upper-floor 
offices. 

The first store was established 
in Hempstead, L. I., a little more 
than two years ago. Others have 
been opened in Evanston and Oak 
Park, Ill.; New Haven, Conn.; and 
Mount Vernon. 


Louden Names Moist 


The Monorail division of Louden 
Machinery Company, Fairfield, Ia., 
manufacturer of overhead mate- 
rial handling systems, has ap- 
pointed William F. Moist, for- 
merly with Meneough, Martin & 
Seymour, Des Moines, as adver- 
tising manager. 
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RCA Hall Opened 


The new RCA exhibition hall— 
spacious showplace for displays 
on scientific developments in 
radio, television, and recording— 
has been opened at 36 W. 49th 
St., New York. The hall is open 
to the public. 


ARF Appoints Jones 

The Advertising Research 
Foundation has appointed Joseph 
M. Jones, manager of McCann- 
Erickson’s outdoor department, to 


the administrative committee in 
charge of the Continuing Study 
of Transportation Advertising. He 
succeeds A. D. Chiquoine, who 
resigned from the nine-member 
committee at the time of resign- 
ing from Batten, Barton, Durstine 
& Osborn. 


Magazine Changes Name 


After three years’ publication 
as Intermountain Commerce & 
Industry, the monthly, published 
in Salt Lake City, has changed its 


name to Intermountain Industry,| ping center. Plans submitted will 


pendence of any chamber of com- | 


policy remain unchanged. 


| 


Plan Student Contest | 


The New York chapter of the| 
American Institute of Architects 
and the Store Modernization 
Show, 20 E. 55th St., will sponsor 
a competition for students of ar- 
chitectural colleges to prepare a 
plan for modernizing of a shop- 


Central Palace July 7-12, 


vitations to participate. 


‘57 


in order to emphasize its inde-; be exhibited at the show at Grand 
and 
merce. Management and editorial | prizes of $500 will be awarded. 
| Fifteen colleges have accepted in- 
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Teena the high school girl is a power in the house. She’s 

the reason mother is refurnishing the living room. ..dad is 
trading in the family car...and brother is giving up his half of the 
hallway closet. There’s no mistaking it—Teena lives here! The food 
she prefers crowds the pantry shelves. The toiletries she buys persuaded 
mother to give her a bathroom of her own. Her books, records, skis, skates 
and ever-present beaux drove dad to build an extension for the house. 
For Teena is a growing girl —a girl with ever-increasing possessions, 
ever-growing needs and influence. If you'd like to move into 
Teena’s house, put your ad in the magazine she reads and believes— 


SE Vi entee —now selling more than 1,000,000 copies! 
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Plastics Society Elects 


The Society of the Plastics In- 
dustry has elected George H. 
Clark, vice-president in charge 
of engineering of the Formica In- 
sulation Company, Cincinnati, 
president for the coming year. 
Mr. Clark has been vice-president 
of SPI, which includes 550 com- 
pany members together with ap- 
proximately 1,200 individual mem- 
bers. 


PRODUCTION MANAGER 

FOR LARGE NATIONAL 

ADVERTISING AGENCY 
NEW YORK 


A large Advertising Agency bandas 
leading national accounts in diversi- 
fied fields has a place for a capable 
production manager with proven rec- 
ord. 


Therenghiy accomplished craftsman 
with full knowledge of typography, 
engraving, and all types of printing, 
combined with ability to organize and 
operate traffic and production depart- 
<= will find opportunity to exercise 
ability. 


If your experience and record will 
demonstrate your ability to handle 
this job, please reply giving full de- 
tails and salary requirements. 


Our own employes know of this ad- 
vertisement. Box 6720, ADVERTISING 
ac’ 830 W. 42nd St., New York 18, 


$8,000 TO $15,000 
SALES OPPORTUNITY 


Immediate opening with a anete aint 
43-year-old company. Nationa y known 
as America's leading organization spe- 
cializing in employee and customer re- 
lations. Man selected must have suc- 
cessful record selling intangibles to top 
executives. Age 35 to 45. Car neces- 
sary. Thorough training our expense. 
Exclusive protected territory. Liberal 
commission and bonus both original 
and renewal business. This is a life-time 
job with real opportunity for advance- 
ment and five figure earnings. For per- 


sonal interview write fully regarding 
age, experience and st earnings. Ad- 
dress STEVENS-DAVIS CO., West 


Jackson, Chicago, Ill. 


per column inch. Regular card discounts on multiple insertions ind space over 5 inches apply on display 


HELP WANTED 


HELP WANTED 


Established Southern tradepaper 
needs aggressive “working” editor, 
with merchandising and promo- 
tional background. Real opportu- 
nity for result getter. Field com- 
petitive but renewal percentage 
will recognize ability. Give previ- 
ous experience, age, salary require- 
ments, first letter. 
Box 8935, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y 


ADVERTISING & PUBLISHING 


Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 3 


COMMERCIAL DISPLAY SALESMEN 
New creative dept. in one of Amer- 
ica’s largest plastics fabricating 
plant, offers exceptional opportuni- 
ties to salesmen with established ac- 
counts. Facilities | elap i o4 production 
in plastics; wood; color-processed 
fibre-glass; safety glass in tinted 
mirror, rare marble and wood grain 
re-creations; plaster sculpture, wire 
and papiermache. Full cooperation 
to art work, and national advertis- 
ing. Exclusive territories. Liberal 
commission. Write stating territory 
covered. LEE PLASTICS, Commer- 
cial Display Division, “A” & Lippin- 
cott Sts., Philadelphia 34, Penna.* 


PUBLICITY AND ADVERTISING 
MAN WANTED 

to take charge of House Organ, Ad- 

vertising, Promotion and Public Re- 

lations. Pleasant and low cost liv- 

ing conditions, comfortable hous- 


ing in our friendly community, 
twenty miles south of Meridian, 
Mississippi. Write to: 


STONEWALL COTTON MILLS 
Stonewall, Mississippi. 


RECEPTIONIST .....ccesesss OPEN 
SECRETARIES .......+... $200 plus 
yi te!) co) SRR $175 plus 
GENERAL OFFICE............ $150 
FILE CUERKS ......ssseeceees 160 


Trainees, proofreading, advertising, 
—* copywriting and layout art- 
sts. 


CENTURY EMPLOYMENT 
30 E. Adams, 4th floor STA 0980 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago. 


into operation. 


tions. 


- WANTED 
SALES PROMOTION 


OR 


MERCHANDISING MANAGER 


Major Detroit automobile manufacturer has im- 
mediate opening for a man to head up mer- 
chandising department. 


Must have a complete knowledge of factory 
marketing methods on a national basis, and a 
record of successful automobile merchandising 
experience. Particularly interested in experience 
in building, training and stimulating retail sales 
organization. We need a man who has the abil- 
ity to promote and put merchandising programs 


Permanent position with good salary and unusual 
opportunities for man with the right qualifica- 


Apply in writing, giving complete information as 
to experience, age and marital status—also en- 
close photograph. (No interviews will be given 
in advance of this information.) 


Address: M. M. 
Advertising & Merchandising 


HUDSON MOTOR CAR COMPANY 
DETROIT 14, MICH. 


Roberts, Director 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 8S. State St., Har. 2063, Chicago 


Advertising and Sales Promotion 
Manager—$10,000 

Able and experienced young man, 
ready to assume responsibility for 
advertising and sales promotion of 
a major Middle Western manufac- 
turer, will find here an opportunity 
to establish himself and grow with 
a company which is making rapid 
strides toward the leadership of its 
field. Must be able to handle na- 
tional advertising, sales promotion, 
conventions, and sales meetings. 
Write, giving full outline of experi- 
ence and qualifications. 

Box 8958, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Sales Minded Executive to over-see 
all branches of oy | sales or- 
ganization. Must have instinct to 
write and criticize direct mail and 
train and inspire salesmen. Age 
40-50. $10,000 and bonus. Agency 

men can qualify. 
Box 8957, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


FREE LANCE ARTWORK 
Modern layout, lettering, designing 
OVERNIGHT SERVICE. 

Box 8955, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN 

Now employed but open for a con- 
nection in Midwest territory which 
will enable me to capitalize on the 
following qualifications: 10 years’ 
selling space; sales manager of na- 
tionally advertised products; 2 
years’ agency; actual product sell- 
ing; University—married — children 
—gentile. 

Box 8953, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


KEEP ME OFF THE PAYROLL 
Give me an office (Chgo). Use what 
time you need. 20 yrs. advg. public 
rel. Spark orig. ideas, make pre- 
sentations, open way to new accts. 
Box 8950, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill 


BARGAIN OFFER 
Will exchange brains, enthusiasm, 
initiative, huge capacity for fol- 
low-through, for chance to shoul- 
der responsibility. Prefer to use 
Suggested qualifications as: news 
editor small or medium-sized radio 
station; editor or assistant editor 
non-technical trade paper; public 
relations in automotive field. Back- 
ground: two years editor regional 
trade papers; four years top press 
association experience; six years 
sideline coverage trade papers ad- 
vertising, public transit. News spe- 
cialties: auto industry, labor rela- 
tions. Not interested in routine 
job; keenly interested in one that 
offers challenge. Married, 33, prefer 
Chicago, Detroit or any sizable mid- 


west city. 
ADVERTISING AGE 


Box 8954, 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER 
Experienced national retail organ- 
ization. Newspaper, direct mail, 
radio, circular, folders and booklets. 
Chicago area, 

Box 8956, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Available May 19, Exp. Space Sales 
Agency and Manufacturing contacts. 
General Adv. background. Col. Ed. 
Box 8952, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


COPY THAT SELLS 

Mail order ads and follow-up that 
get inquiries and orders at low 
cost. Radio that snares dimes and 
box tops by the million. Food, cos- 
metic, industrial copy that moves 
merchandise fast. Skilled idea and 
plan man with 20 years’ experience 
top-flight agencies now offers quick 
freelance service to manufacturers, 
printers, agencies. 

Box 8951, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


NEWSWRITER: Over two years’ 
experience with one of nation’s 
leading radio stations. Also report- 
ting, supervisory background. 38 
years old. Veteran, sober, consci- 
entious. University education, $85.00 


minimum. 
ADVERTISING AGE 


Box 8948, 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


Representatives Wanted for build- 
ing trade paper. Midwest. New Eng- 
land, Phila. territories. Commissions. 
Box 8920, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Publisher’s Representatives— 
“Southwestern Aviation” magazine 
wants representation in NYC, Chi- 
cago, St. Louis and L.A. Give details 


of publications now represented, 
territory, etc. Southwestern Avia- 
tion, Municipal Airport, El Paso, 
Texas. 


West Coast publisher’s representa- 

tive for small but well established, 

highly regarded technical magazine. 
Box 8959, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 


MAILING LISTS 
BRAND NEW—1,000 names and street 
addresses of women whose names 
appeared in society sections of 47 
Southern newspapers April 27-30. 
Guaranteed 100 percent Correct. 


Bray News Service, Spartanburg, S.C. 


REPRESENTATIVES AVAILABLE 
CHICAGO REPRESENTATIVE 
AVAILABLE 


Excellent sales record in midwest 
area. Know all phases of trade pub- 
lishing. Former General Mer. of 
old, est. business papers. Have pub- 
lication representation at present, 
but ample time and anniy to do a 
good job on paper wit future. 
Commission. Age 30. Interested 
parties write for complete record. 
Box 8949, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Council Mails Proofs 
of World Trade Drive 


The Advertising Council last 
week mailed proof sheets with 
illustrations of eight large and 
four small newspaper advertise- 
ments of the world trade and 
travel campaign to 4,500 daily and 
weekly newspapers, and an- 
nounced that newspaper mats 
and window posters are available, 
without cost, from Hector Perrier, 
council staff manager, 11 W. 42nd 
St., New York 18. 

The campaign theme, “Part of 
every dollar you get comes from 
world trade,” will point up the 
importance of world trade to 
business in every American town 
and city, with a campaign slogan, 
“Look how Main Street has 
grown,” aimed to make the aver- 
age citizen realize that other na- 
tions cannot buy our goods unless 
we buy from them. 


Borden Honors 90th Year 


Borden Company, New York, 
has published “The Story of Gail 
Borden” in honor of its 90th an- 
niversary, May 11. The publica- 
tion tells how Gail Borden, with 
the help of Jeremiah Milbank, a 
New York banker, established his 
business and began selling con- 
densed milk. 


Plugs Men’s Shirts 

During the next two months 
John Forsyth Ltd., Kitchener, Ont., 
will run a series of newspaper 
insertions in selected metropolitan 
centers across Canada, featuring 
men’s shirts. The copy will carry 
the company’s slogan, “No one 


he re 
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ever regretted buying quality.” 
Vickers & Benson Ltd., Toronto, 
is the agency. 


Goldtone to Brisacher 


Brisacher, Van Norden & Staff. 
New York, has been appointed to 
direct the advertising of Gold. 
tone Razor Blade Company, New- 
ark, N. J. Newspapers and trade 
publications will be used in the 
initial campaign. 


Bobertz Elected V.P. 


G. H. Bobertz, for two year; 
an account executive with Florez, 
Phillips & Clark, Detroit agency, 
has been elected a vice-president. 


WANTED 
Advertising Manager 


A good job — and a future — for 
capable young man with advertis- 
ing experience in mechanical prod- 
ucts field. Old, established firm in 
Middle Western college city of 
10,000. Plans, copy, rough layouts. 
Both direct mail and publications. 
Salary, profit sharing, and pension 
plan from $225 to $350 per month. 
Write in confidence. Box 6719, 
ADVERTISING AGE, 100 E. Ohio St., 
Chicago 11, Illinois. 


Publisher's Representative 


EXPORT CATALOGUE FILE 
FOR CONSUMER GOODS 


Some Territories Open 


Box 6717, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


AGENCY PRODUCTION EXPERT 
20 years of experience in all phases 
of production desires to make o 
change. Now employed with agency 
in Chicago. 


Box 6718, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


ADVERTISING 


ules, interview publication 


sary. 


mation.) 


Address: M. M. 
Advertising & 


WANTED 
ADVERTISING MAR 


TO MANAGE 
AUTO MANUFACTURER'S 
CO-OPERATIVE 


DEPARTMENT 


Here is an excellent opportunity with prominent inde- 
pendent Detroit automobile manufacturer. 


Duties include: analysis of media and markets, conduc* 
territory research, determine market potentials, deter- 
mine media and follow through on advertising sched- 


representatives, etc. 


Selected applicant must have executive ability and 
thorough knowledge of functions and operations of 
factory co-operative advertising department. Auto- 
motive experience desirable, but not absolutely neces- 


Please write fully, stating experience in detail for past 
ten years, age, marital status, and enclose photograph. 
(No interviews will be given in advance of this infor- 


Roberts, Director 
Merchandising 


HUDSON MOTOR CAR COMPANY 
DETROIT 14, MICH. 
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Advertisers’ Men 
Need Education, 
Vir Den Says 


(Continued from Page 1) 
fall on the same sales chart as 
do those of the sales executives 
or advertising manager. Is it too 
much, then, to ask the advertiser 
to understand some of the prob- 
lems of the agency business? 

“IT don’t think so, and I’m sure 
every fair-minded business man 
will agree. In fact, I think that is 
where the advertising agencies 
have failed. We have not kept 
the top business executives in- 
formed of the efforts and costs 
involved in producing top-grade, 
modern advertising. We have sold 
the client’s products but not our- 
selves, and the advertiser has 
come to believe—from current 
novels and movies—that adver- 
tising men are a strange lot of 
fellows who ride the best trains, 
live in the finest hotels, sleep 
with the shapeliest women, and 
work a little in their spare time. 


‘Largely Our Fault’ 


“That this erroneous impres- 
sion has become widespread is 
largely our fault, and I think it is 
high time that it is corrected by 
the facts, viz: That most agency 
men are sound business men who 
have the same problems that 
other business men have and who 
often work around the clock in 
the ‘performance of their duties. 

“But let’s get back to Mr. X 
and allay his fears that the dis- 
cussion of agency profits is not 
‘propaganda preparatory to sad- 
dling advertisers with increased 
commission charges,’” said Mr. 


Vir Den. “If he is well informed, | 


he knows that it is the opinion of 
the majority of agency men that 
an increase in the 15% commis- 
sion rate is not necessary; how- 
ever, what is necessary is that 
the agency charge 15% net on all 
work done in the client’s inter- 
est ... whether it is time, space, 
production, research, sales pro- 
motion or any other form of ad- 
vertising that is needed by the 
advertiser. 

“You say that many a large ad- 
vertiser places one single ad in 
10 national magazines and that 
from this one lonely ad the agency 
reaps large profits in commis- 
sions. Come, come, Mr. X, aren’t 
you telling only part of the story 
and a very small part at that? 
Isn’t the usual practice for the 
advertiser to run many ads in a 
campaign with many, many more 
re-scales of the same ad to run 
in magazines, newspapers, trade 
papers, etc., as well as adapta- 
tions for supporting sales promo- 
tional material? When you spread 
the cost of your entire operation 
over the whole picture, you have 
to do a good job of managing to 
make a fair profit. 


Only Part of Picture 


“You speak of package radio 
shows and how they saddle a 
greater expense on the advertiser. 
Now, Mr. X, aren’t you again 
telling only part of the story? 
Aren’t you forgetting the hun- 
dreds of spot: programs and chain 
breaks where an agency must 
spend as much time on the 
Hooper ratings, study the com- 
petition and costs as it would on 
one single network program? Do 
you know that an average agency 
often produces, types, collates and 
forwards to the radio stations as 
many as 2,000 commercials every 
month? When you spread this 
cost over your whole operation 
you have to be on your toes to 


56 ALL our friends who'll be 


competing in the Chicago Artists 


Guild’s annual golf tournament May 24 


—here’s wishing fair weather and the 


best of luck . . . May every drive be a 


work of art, every approach shot in 


precisely the proper perspective and 


every putt right to the vanishing point. 


CDNMOON LEY 1c 


PHOTO ENGRAVINGS OF QUALITY 


547 SOUTH CLARK STREET, 


CHICAGO * WABASH 6284 


make a fair profit. 

“And, by the way, even the 
package show is not as profitable 
as you may have been led to be- 
lieve . . . for any good agency 
will insist on a breakdown of 
costs as a basis for negotiations, 
in order to bring the show in at 
a price that is consistent with the 
program, and will insist on con- 
trol of the production as a pro- 
tection for his client. No, you 
don’t just sign on the dotted line 
and collect the commissions! 


Ask a Fair Profit 


“Then, there is the challenge 
that agencies have automatically 
increased their commissions due 
to increased media rates, in- 
creased production costs, higher 
wages to union musicians and 
radio actors, retroactive pay in- 
creases, etc. 

“This is true. But, Mr. X, isn’t 
that again only part of the story? 
Doesn’t the average corporation 
set up an advertising appropria- 
tion based on sales quotas, the 
opening of new markets, or on 


other factors related to sales... 
and then ask the agency to cut 
the advertising program to fit the 
financial pattern? Yes, you can 
point to increased advertising ap- 
propriations, but you must know 
that the principal reason for in- 
creased appropriations is to re- 
capture and re-establish their 
consumer franchise which was 
lost during the sellers’ market of 
the war years. I’ll admit we in 
the agency business appreciate 
these increased appropriations for 
they, together with new busi- 
ness, are the only way in which 
we can hope to keep our heads 
above water ... in view of the 
rising cost of agency operation 
against a fixed 15% commission. 

“No, Mr. X, we are not looking 
for sympathy, as you imply... 
we are merely asking for under- 
standing. 


Come Out, Wherever You Are 


“We work with you and for 
you... not against you. We are 
your No. 1 sales force. But we 
want a fair profit, the same as 


any other business man does. 
Perhaps you feel that you are not 
getting a fair value for your ad- 
vertising dollar. Perhaps you have 
had some unfortunate experience 
in your agency relationship. What- 
ever the cause I hope this ex- 
change of ideas has been as 
stimulating to you as it has been 
to me and that it has enabled 
you to see at least a part of the 
agency side of the picture. There’s 
nothing like a lively discussion in 


© What Makes Them Favorites Year After Year, 


Such Fellows As Kipling, O. Henry and Good Old Shakespeare? 
Why Friends, It Is Simple; If You Will But Note, 


HUMAN INTEREST 


Fills Every Line That They Wrote . . . 


JUST AS 


CAPPER’S 


PROVES IT R 


Every issue brings to t 
Pictures . 


able volume. 


Try Capper’s Weekly once ... and like other 
advertisers you'll use it year after year! It Makes 


The Sale! 


.. Homemaking Hints .. . Recipes... 
Patterns ... Current Events... Feature Articles 
... Poetry... Humor... and Fiction. All pre- 
sented in a unique and appealing HUMAN IN- 
TEREST style of editorial treatment. 


This is why Capper’s Weekly thru its high de- 
gree of reader interest produces inquiries and 
sales for advertisers in such a steady and profit- 


WEEKLY 


IGHT HERE! 


he reader... News... 


CAPPER’S WEEKLY 


TOPEKA ...912 Kansas Avenue... KANSAS 
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which to bring out the facts. So 
come on out from the shadow of 
anonymity and let’s shake on it.” 


AGENCY CUTS PROFITS 
TO AID TRUMAN PLAN 

New YorkK—A. M. Sneider & 
Co., New York advertising agency, 
last week announced that during 
June and July it will refund 20% 
of its yoyenue from service and 


production charges to clients, 
which it says will equal the 10% 
over-all price cut common among 
retailers who complied with 
President Truman’s plea. 

The cuts were planned in pro- 
duction, since obviously the 
agency. cannot rebate any part of 
the space commissions. The 
agency hopes it will be the first 
to begin a new trend, and that 


We specialize in 
Advertising Book 


ARE YOU EXHIBITING AT 
A CONVENTION OR SHOW? 


inting regular size and double width 
atches to order for any occasion — 


Conventions, Fashion Shows, 
Anniversaries, Banquets, etc. 
100 to 10,000 books delivered within 5 days, or 24 


hours if necessary. Choice of Metallic or Natural 
Finish in nine colors. 


Phone or Write for Details—or Salesman— 


Book Matches Are Intimate Advertising; Go Into 
the Hands of Your Prospects—AND G 


BOOK MATCH ADVERTISING, INC. 
139 W. 26th ST., NEW YORK 1, N. Y. PE. 6-2583 


RESULTS! 


ig 


other agencies will join the move- 
ment. It emphasized that “this 
is not a bid for new business seek- 
ing advertising at a reduced cost.” 

In a letter to the President, re- 
vealing that the plan would be 
set in operation, A. M. Sneider, 
president, said: “It is owr earnest 
hope that at the end of the two- 
month period sufficient cooperation 
will have been received to enable 
the maintenance of the new re- 
duced price levels.” 


Quiz Shows Client 
Sets Agency Profit 
500% Too High 


PHILADELPHIA — Advertisers are 
setting agency profits almost five 
times higher than they actually 
are, Geare-Marston, Philadelphia 
and New York agency, reports. 

At a recent housewarming and 
birthday celebration, the agency 
asked 200 executives of more than 


30 corporations what they thought 
was the average per cent of agency 


susie 
Shear cer 
ates eet 


net profit on billings to clients. 
On the average, G-M guests esti- 
mated it was 5.1%. No one of the 
guests guessed that it is the actual 
1.1% that it is, reports the agency. 
In a list of nine questions pre- 
pared by the agency’s research 
department; the guests were off 
base on most of them. Other ques- 
tions and average answers as 
formulated by Geare-Marston: 


A Quiz Show 


(1) Total dollars being invested 
by national advertisers in news- 
papers, radio, and magazine ad- 
vertising in 1947 is up. How much 
is it up over 1940? Guests said 
38%; correct answer, 99%. 

(2) What is average per cent 
of sales normally invested in ad- 
vertising by American manufac- 
turers? Guests: 2.5%; correct, 
2.3% (FTC estimate). 

(3) Does long copy (text) tend 
to keep people from reading an 
advertisement? Eighty per cent 
thought long copy cut down read- 


ership. Studies show that many 


ads attained top readership with 


6 foreign editions 


MACFADDEN PUBLICATIONS 
INTERNATIONAL CORPORATION 


announees 


im 5 y countries 


ALREADY PRINTING 


editions, nearly 1.000.000 per issue 


No dream...no sweet hope ... International True Story is already 
in operation! In fact, its editorial acceptance overseas has been 
soundly demonstrated by pre-war foreign sales of 75,000.000 
copies annually (a still untouched record). 

Already, post-war International True Story Group is publishing 
at the rate of 25,000,000 copies annually (including weekly edi- 
tions), Already L.T.S.G. is well on its way back to winning the 
greatest public demand of any international publishing operation. 

More important than sheer size—I.T.S.G. is the only interna- 
tional magazine offering advertisers both these advantages: 

1, LOCAL PUBLISHING POWER—Written in each country’s 
language, about the people of each country, backed by a promi- 
nent publisher in each country... International True Story Group 
has gained acceptance as a local product, a local sponsor for your 


advertising. 


2. U.S. PUBLISHING POLICY—You are assured of one rate. 
guaranteed circulation delivery, independent audit, and no con- 
fusing long distance transactions. 


THE FIRST Wass Warket INTERNATIONAL MAGAZINE 


International True Story Group offers you the first international 
magazine directed to the powerful foreign mass market — the 
market where buying volume bulks, Until now, export advertisers 
had only the sophisticated, high-cultural-level international maga- 
zines to choose from. Now—with the re-publication of International 
True Story Group, they can aim at the foreign mass market—the 
market that must be every exporter’s ultimate objective. 

Paper supplies make the following editions immediately avail- 
able to a limited number of advertisers (other editions will be 
offered, as paper permits) : Argentina, Brazil, Mexico, Australia, 
Switzerland, Sweden—totaling more than half a million copies 


per issue, 

For circulation, rates, closing 
dates and other information, 
write today to Macfadden Pub- 
lications International Corpo- 
ration, 205 East 42nd Street, 
New York 17, N. Y., U. S. A. 
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copy twice as long as the aver. 
age. 

(4) Would you rate readership 
of comic strip advertisements jy 
newspapers high, average, low, 
very low? Seventy-nine per cen; 
of guests guessed right: high. 


Questions on Radio 


(5) What is cost of time for q 
half-hour evening program over 
NBC coast-to-coast hook-up of 


$16,000 (correct by Standard Rate 
& Data). The average of the 
other answers was $11,000. 

(6) Only 31% guessed that Bob 
Hope’s show led in Hooperating 
in the March 29 tally. 

(7) What are talent costs per 
broadcast for the Jack Benn 
show? Seventy-nine per cent 
missed this. Average guess, $15, 
000. Correct: $22,500. 

(8) At the present time therd 
are 10 television stations. About 
how many will there be a yea 
from now? Average answer: 20 
correct: 50 (WFIL estimate). 
Among Geare-Marston clients 
all of whom were represented at 
the party, are Strawbridge 
Clothier, Lederle Laboratories 
Penn Mutual Life Insurance Com 
pany, Electric Storage Batter 
Company, Henry Disston & Sons 
Pennsylvania Salt Mfg. Com 
pany, SKF Industries, E. F 
Houghton Company, Providen 
Trust Company, Western Saving 
Fund Society, Keasbey & Matti 
son Company, L. H. Gilmer Com 


pany, Keystone Lubricating Com 
pany, and Leeds & Northruy 
Company. 


Monsanto Expands 
Sales Department 


Monsanto Chemical Company 
Springfield, Mass., has nama 
Stanley L. King, formerly 
charge of sales for sheet materi 
and vinyl butyral, to head t 
newly formed vinyl resins sald 
department. David S. Plumb w 
aid him as assistant sales mai 
ager for wire extrusion and fab 
coating compounds, and Ralph! 
Hansen is the new assistant sald 
manager in charge of elastomer 
film materials. 

Albert W. Dunning, former) 
assistant sales manager in charg 
of surface coating materials, 2 
been appointed sales manager ( 
Monsanto’s new industrial an 
surface coating resins departme! 
with Edmond S. Bauer Jr. as hi 
assistant. In addition, James { 
Brunner has been named to ti 
position of assistant sales mar 
ager in the packaging materia 
sales department. 


Three Join Cole Agency 


C. D. Calverly, formerly wit 
D’Arcy Advertising Compan! 
Cleveland, has joined L. C. Col 
Advertising, San Francisco, as a! 
count executive. Earl Hawley, re 
cently with Pitluk Advertisin 
Company, San Antonio, and Ke! 
neth Kerr have joined as cop! 
writer and production assistan 
respectively. ° 


Dana Names Miriam Pik« 


Miriam D. Pike, formerly wi 
Ruthrauff & Ryan, Chicago, h 
joined Dana Perfumes and ! 
affiliate, Consolidated Perfumé 
Chicago, as advertising managé 
Mrs. Pike for the past two yea 
has been assistant to Norms 
Phelps, R&R executive on ¢t 
Dana account. 


MAILED ON REQUEST 
TO SPACE BUYERS 
CONTROLLED-CIRCULATION 

NEWSPAPER | ™ 


RATE & DATA 


1235 EAST 53 STREET 


CLEVELAND 14, OHIO 
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CBS Revamps Its 
Television Plans 
toLure Sponsors | 


Appoints Meyer V.P. 


Lynn L. Meyer, formerly sales 
|manager of Intermountain Net- 
work, Salt Lake City, has been 
appointed vice-president 
charge of sales of the regiona 


in 


New YorK—Attempting to gain | Chain. ; 


qa stronger position in the com- 


mercial television field, the Co-|Uses Kits to Save Fudge 


jumbia Broadcasting System,| 


which recently dropped all live | Milwaukee, 
studio video, is planning a series| promotion kits 


Robert A. Johnston Company, 
has prepared sales 
with back-bar 


of remote telecasts to originate | streamers, menu-card inserts, and 
in some instances in the show- | fudge-combination recipes, to aid 
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| fountain operators in meeting the | in the Mart’s new linen section for} wholesaler of men’s furnishings, 
fudge shortage. Six  fountain- | display of its tufted bed spreads| has opened Chicago offices in the 
tested, combination fudge recipes | and rugs, and Robert Reis & Co.,) men’s and boys’ apparel section 
are offered, which make possible}; New York manufacturer and_/of the building. 

twice as many servings. Howard 
H. Monk & Associates, Rockford, | 
| Ill., directs the promotion. 


Three Move to Mart 


Economy Products Corporation, 
Chicago, has opened new show-| 
rooms for its line of bed spreads, | 
draperies and comforters in Chi-| 
cago’s Merchandise Mart. Cabin | 
Crafts, Inc., has also leased space 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION | 


Published bi-monthly at Milwaukee, Wis. 


rooms of sponsors. 

Mindful of the competition of 
such programs, which will be 
timed to spotlight special events, 
CBS officials were reluctant to 
make specific announcements 
while plans are in a formative 
stage. 

Initial show of the group went 
before the cameras last week 
at Brunswick - Balke - Collender’s 
showroom where Willie Hoppe, 
world’s billiard champion, dis- 
played his talent. 

Meanwhile, CBS revealed that 
the Gulf Oil Corporation’s spot 
(through Young & Rubicam), 
which was to have been dropped 
from the WCBS-TV schedule, will 
continue but as a film show rather 
than a news program. 

Most of WCBS-TV’s weekly 
coverage of between 10 and 14 
hours will be devoted to sports. 
Last week the U. S. Rubber Com- 
pany joined Ford Motor Company 
and General Foods Corporation as | 
CBS televised sports sponsors. | 
U. S. Rubber will foot the bill for 
the televising of the tennis tour- 


nament at Forest Hills. This ac- 
count was placed direct. 
Also scheduled for showing 


over WCBS-TV are a_ special 
group of shows from the Metro- 
politan Museum of Art, the Mu-| 
seum of Modern Art and the 
Museum of Natural History. All of 
these programs are unsponsored. 

CBS has renewed its contract 
with Madison Square Garden for 
the exclusive television rights to 
activities scheduled there, with 
the exception of boxing. These, as 
well as such sporting events as 
the Brooklyn Dodgers football 
games and the Columbia Uni- 
versity pigskin contests, will be 
offered for sponsorship. 


Goodman Adds Comics 


Official Comics, a new comic | 
type magazine published by Mar- 
tin Goodman of Timely Comics, | 
Inc., New York, will appear soon | 
on newsstands. Official is an ad- | 
dition to Goodman’s regular line 
and not a substitution. 


KLZ Promotes Morris 


Main Morris, in local sales at | 
Station KLZ, Denver, since 1941, | 
has been named national sales | 
manager of the station, succeeding | 
Dudley Tichenor, who has re-| 
signed to manage WNAO, new 
Raleigh, N. C., station. 


Sylvania Boosts Holden 
Grenville R. Holden, formerly | 
assistant to the president, has | 
been elected a vice-president of | 
Sylvania Electric Products, Inc., | 
New York. 
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“BROTHER CAN YOU SPARE 
$7000.000 i DAY?” 


"BILLIONAIRE 


Sup 


Maybe you're not interested in a market that 


produces cash 


each day. Maybe you have nothing to sell 
poultry farm families (though they buy just 
about everything anybody else does—and 
often in far bigger quantities). If you are & 
interested—and if you have something to sell gy 


to this market—Poultry Tribune can do RS ge a 

you a lot »f good. Because it’s the busi- ta 
. . . f 

ness magazine—and buying guide—of FF 


half a million high-income poultry 


farm families. 


You can’t afford to leave a ““Two Billion 
Dollar Hole” in your Farm Magazine 


Schedule. 1945 cash 


Poultry and Eggs was $2,577,000,000. 


(Source U.S.D.A.) 


BIDDY" 


income exceeding $7,000,000 


500,000 Circulation 


Member: 

AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 

WATT PUBLISHING CO., Mount Morris, [lL 


New York: Billingslea and Ficke. 
Chicago: Peck and Billingslea 


farm income from 


RIBUNE 


FARM MAGATZIN 


] Representatives 


erica’s Leading Specialized 


— 


ae 


- Your FARM Magazine List Is Not Complete Without Poccétey TRIBUNE 
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Advertiser 
Procter & Gamble 


Sterling Drug, Ine. 


General Foods Corp........ 


Lever Brothers Co. 


General Motors Corp....... 


Colgate-Palmolive-Peet.... 


General Mills, Ine, 


American Home Products. . 
Bristol-Myers Company.... 
Distillers Corp.-Seagram.. 


General Electric Co....... 


Schenley Distillers 
Miles Laboratories 


Ford Motor Company 


Reynolds, R. J. Tobacco Co. 


Swift & Co. 


Liggett & Myers Tobacco Co. 


American Tobacco Co. .... 


Standard Brands 


Borden Company 


Quaker Oats Company.... 


Campbell Soup Company.. 


National Distillers 


Morris, Philip, & Co....... 


Coca-Cola Company 


National Dairy Products. . 


Kellogg Company 
Eversharp, Inc. 
Lambert Co. 
Jergens, Andrew, Co. 


Brown & Williamson To- 
bacco Co, 


Walker, Hiram, & Sons.... 


Texas Company 


American Tel. & Tel...... 


Carter Preducts Co. 


R.K.O. Radio Pictures 


Socony-Vacuum Oll Co.... 


War 


Chrysler Corporation 


Manhattan Soap Co....... 


Lorillard, P., 


Phileo Corporation 


Libby, MeNeill & Libby... 


U. Ss. Army 


U. S. Rubber Ce............ 
Gillette Safety Razor Co... 
Goodyear Tire & Rubber Co. 
Goodrich, B. F., Co........ 


Du Pont, BE. lL, de Nemours 


Doubleday, Doran 
Prudential 
Armour & Co. 
Parker Pen Company 
Nash-Kelvinator Corp. 
Pennsylvania R. R. 
Radio Corp. 
Carnation Company 


Semler, R. B., Ine. 


Firestone Tire & Rubber Co. 


Curtis Publishing Co. 


Ralston Purina Co, 
Babbitt, B. T., Co. 
Lamont, Corliss & Co. 
International Cellucotton 


International 


Lt. Ss. Steel Corporation 
Lewis Hewe Company 
_ ” . Wy 


Corp... 


ee 


Assets Admin........ 


RET et ca ace aoe 


Recruiting. ... 


Insurance Co.. 


of America... 


Harvester Co. 


1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
1946 
1945 
146 
1945 
1946 
1945 
1946 
1945 


News- 
papers 


$3,723,937 


3,789,398 
1,625,687 
1,928,244 
2,076,634 
687,552 
1,641,240 
2,771,366 
2,573,092 
2,680,221 
3,665,763 
2,827,749 
1,849,268 
2,032,307 
946,434 
577,149 
1,150,372 
437,505 
2,505,956 
2,418,180 
739,874 
906,026 
1,697,464 
1,229,301 
168,230 
132,972 
841,352 
768,782 
892,616 
330,188 
1,346,973 
852,615 
270,591 


817,590 
1,464,372 
1,162,577 
1,352,802 
1,343,081 
1,209,565 
9,308 
51,841 
1,164,224 
1,469,186 
899,991 
210,745 
977,264 
,321,550 
954,194 
893,503 
550,350 
1,045,363 
783,241 
237,478 
1,185,967 
845,108 
709,967 
722,456 


_ 


1,144,886 
678,065 
811,491 

1,872,012 
205,790 
138,108 


658,875 
615,627 
268,200 
87,635 
321,208 
501,185 
2,510,173 


eeeeee 


305,198 
233,120 
552,337 
74,949 
182,109 
91,465 
411,116 
218,539 
1,083,053 
146,176 
198,692 
273,042 
572,769 
389,324 
104,367 
158,416 
74,836 
71,358 
67,936 
194,437 
1,246,216 
1,183,035 
8,462 
6,061 
599,249 
492,523 
605,109 
571,889 
262,629 
115,118 
650,429 
555,853 
181,226 
147,746 
203,774 
225,417 
229,062 
22,008 
60,081 
941,126 
1,020,108 
154,909 


1,372,767 


165,428 
100,806 
94,452 


66,132 


36,015 


109.652 


Magazines 
$5,071,802 $17,319,744 $ 64,881 *$24,656,164 


4,623,110 
1,983,563 
1,462,478 
2,664,267 
2,995,340 
3,474,370 
4,620,355 
5,347,502 
10,327,808 
3,247,727 
2,602,631 
1,455,400 
1,407,760 
1,894,864 
1,261,779 
3,479,087 
2,529,145 
4,367,150 
3,615,008 
3,930,637 
3,990,217 
3,715,192 
3,185,802 
412,835 
355,638 
3,514,703 
2,493,573 
2,440,953 
1,080,228 
3,159,078 
2,730,107 
1,974,000 
1,715,500 
1,050,170 
981,503 
1,681,711 
1,614,243 
2,375,085 
1,847,888 
534,406 
479,074 
1,695,040 
1,662,166 
3,015,714 
2,290,645 
1,035,612 
1,939,393 
1,083,935 
1,029,280 
1,715,746 
1,654,450 
345,488 
306,985 
1,441,943 
342,996 
2,237,478 
1,826,620 
1,624,678 
2,262,270 


112,995 
611,187 
2,445,065 
1,776,936 
1,434,148 
1,115,334 
1,861,807 
1,586,010 
621,977 
540,436 
2,653,003 
805,062 
1,389,747 
1,728,937 
147,779 
1,718,990 
2,860,475 
292,160 
228,406 
469,090 
712,568 
582,522 
596,710 
722,612 
765,706 
692,2 
34,169 
1,300,681 
1,074,233 
549,597 
110,819 
1,883,641 
2,031,827 
1,412,651 
1,440,942 
1,190,810 
840,926 
1,043,043 
785,825 
417,42! 
436,145 
1,332,456 
582,616 
1,179,893 
1,142,891 
1,343,52: 
1,075,704 
1,361,832 
660,299 
1,346,210 


373,670 
233,357 
S77,.205 
711,140 
S63,815 
718,265 
187,930 
104,110 


1,475,428 
1,571,721 
1,719,040 
1578,909 
669,475 
663,288 
02,01) 


~-92 99 
ovo,aZe 


Network National 


Radio 


14,927,108 
9,455,334 
8,252,208 
7,713,191 
8,003,303 
5,789,439 
7,274,603 
2,181,127 
1,158,392 
4,564,309 
4,324,767 
6,801,830 
6,415,278 
6,687,850 
5,150,121 
2,618,285 
2,776,318 


1,232,669 
1,053,351 
5,837,803 
5,130,691 
1,534,667 
1,528,480 
2,616,594 
2,519,187 
1,865,658 
1,483,725 
2,734,140 
3,450,168 
2,090,894 
1,823,459 
2,017,976 
2,274,078 
1,189,957 

988,505 
2,425,474 
2,280,517 
2,491,030 
1,655,873 


2,280,443 
2,199,575 
2,011,405 
2,778,332 
1,702,684 
1,631,703 
2,791,967 
2,614,911 
1,854,772 
1,615,653 

295,901 

304,542 
1,511,238 
1,661,616 


2,128,653 
2,369,736 


1,083,318 
1,077,999 
807,990 
808,686 
1,662,780 
683,200 


864,922 


336,672 
780,148 
2,186,698 
2,078,640 
1,605,893 
1,556,226 
1,806,230 
1,144,236 
1,609,684 
1,420,561 
TS3,581 
166,253 
725,685 
1,118,745 
1,185,245 
864,315 
145,606 
481,472 
842,886 
686,592 
691,134 


1,770,158 
1,009,875 
196,124 
510,034 
714,353 
506,194 


600,224 
500,609 
1,453,258 
775,244 
1,231,278 
1,713,954 
791,244 
778,432 
971,883 
940.376 
1,471,133 
1,167,387 
1,927,200 
1,680,312 


609,792 
149.876 
1,167,110 
815 
1,843,203 


1,407,220 


Farm Total 

6,066 *21,903,167 
167,707 *12,757,864 
200,303 *11,238,793 
554,579 *12,583,951 
993,792 *12,462,087 
266,349 *10,902,422 
347,203 *14,369,650 
648,137 *10,547,908 
1,449,717 *15,526,163 
12,674 *10,311,746 
6,318 *8,887,635 
321,932 *9,684,242 
445,115 *9,645,862 
rey *9,471,753 
3,748 *6,980,948 
244,831 *7,155,060 
155,779 *5,810,332 
seats 6,873,106 
pared 6,033,188 
379,964 *6,772,103 
318,394 *8,613,454 
4,431 *6,352,756 
1,150 5,469,604 
ee re *6,331,382 
nee *5,586,246 
420,909 *6,295,131 
443,185 *5,135,020 

240,558 *6,172,2 
ere te 3,929,603 
285,043 *6,056,827 
277,182 *4,874,299 
264 *4,738,585 
336 *5,036,504 
“a: * 4,628,026 
ew” 2,834,418 
130,324 *4,524,865 
115,630 *4,710,108 
26,200 * 4,486,369 
8,965 *3,860,210 
176,065 *4,281,026 
119,376 *3,890,532 
yerer. 4,195,378 
ot achons 3,369,880 
aseede 4,179,938 
—0es 00 3,759,831 
36,892 *4,166,438 
91,014 *4,361,582 
ak eae 4,072,604 
in eitie 5,129,162 
61,315 *3,970,604 
toere *3,708,226 
18,925 3,706,739 
8,305 *3,900,464 
et re *3,684,206 
wets *2,103,627 
aeann *3,598,619 
31,800 *2,918,170 
ieee’ *3,519,328 
sane et *4,147,225 
ere *3,337,804 
eT ee *3,401,233 
“seca 3,256,556 
Pre ee 3,628,984 
244,377 2,967,633 
234,447 2,565,888 
204,341 2,874,138 
212,272 2,606,968 
8,046 *2,870,018 
2,772 1,842,135 
19,800 *2,823,753 
Tiere *856,912 
236,004 2,811,881 
253,377 3,246,267 
37,820 2,605,772 
265,197 *2,691,897 
357,230 *4,730,627 
eevee *2,670,611 
Rae aruie *2,372,285 
ee 2,627,320 
reeees 2,343,743 
14,333 *2,562,229 
sin oes 1,832,411 
rere re *2,548,242 
Cian *2,202,086 
38,735 *2,515,189 
ee 346,598 
241,832 2,466,890 
229,542 2,695,562 
51,868 2,359,475 
rae ee 1,364,458 
385,006 *2,340,014 
$11,522 2,648,371 
402,426 *2,308,915 
305,108 2,660,294 
302,123 2,247,461 
214,731 1,941,228 
éeateaicn *2,225,949 
en ee *1,908,360 
24,300 2,220,345 
cee cece 1,452,081 
70,862 *2,185,671 
93,755 *1,662,428 
ie iw wae *2,151,765 
dixigre es *1,918,514 
cihwke *2,150,262 
13,275 *1,684,190 
117,127 2,129,388 
48,735 1,264,887 
eee es 2,127,660 
2 800 1,690,584 
ree 2,120,702 
5,067 1,239,085 


15,360 
25,514 


553.878 
503,849 
222,796 


231,797 


2,108,483 
*2,.607,671 
2,102,570 
1,914,564 
2,100,939 
2,064,594 
*2,007 S61 
*2,.046,515 
*2,020,720 
1,683,244 
*1,997,.862 
*2 809,824 
*1,949,431 
1,744,337 
1,933,948 
1,411,465 
1,891,996 
1,264,069 
1,880,118 
1,516,872 


Rank 


SoMrWInAsw awk avcbWwe 


Advertiser Year 
Westinghouse Electric Co.. 1946 
1945 
Johnson, 8. C., & Son...... 1946 
1945 
Warner, Wm., R., & Co.... 1946 
1945 
Lehn & Fink Prod. Corp.. 1946 
1945 
Wander Company ........ 1946 
1945 
Vick Chemical Co......... 1946 
1945 
Squibb, E. R., & Sons..... 1946 
1945 
National Biscuit Co. 1946 
1945 
American Meat Institute... 1946 
1945 
Loew’s—M-G-M_ .......... 1946 
1945 
Florida Citrus Commission 1946 
1945 
Fitch, F. W., Company.... 1946 
1945 
International Silver Co.... 1946 
1945 
Union Carbide & Carbon Co. 1946 
1945 
Continental Baking Co. 1946 
1945 
Corn Products Refining Co. 1946 
1945 
Park & Tiifer@ ....cisss. 1946 
1945 
Glenmore Distilleries ..... 1946 
1945 
Sun Oil Company ........ 1946 
1945 
Eastman Kodak Company. 1946 
1945 
Serutan Company ........ 1946 
1945 
Best Foods, Ime. ......... 1946 
1945 
Allis-Chalmers Mfg. Co.... 1946 
1945 
Electric Auto-Lite Co...... 1946 
1945 
American Cyanamid & 

eo i rrr 1946 
1945 
Stokely-Van Camp, Inc.... 1946 
1945 
WIE, obese ee ces 1946 
1945 
Wildroot Company ...... 1946 
1945 
Zonite Products Corp...... 1946 
1945 
POPs BMG. occ de cccicce 1946 
1945 
Chesebrough Mfg. Co. 1946 
1945 
Sheaffer, W. R., Pen Co.... 1946 
1945 
Seven-Up Company ...... 1946 
. 1945 
Continental Distilling Corp. 1946 
1945 
Cudahy Packing Co...... 1946 
1945 
Canada Dry Ginger Ale, Ine. 1946 
1945 
Heinz, H. J., Company..... 1946 
1945 
Sherwin-Williams Co, 1946 
1945 
Nestie’s Milk Products.... 1946 
1945 
Studebaker Corporation... 1946 
1945 
os 64S 0S Erie. 1946 
1945 
Scott Paper Company..... 1946 
1945 

California Fruit Growers 
a are t rie eee eee 146 
1945 
Willys-Overland Motors 1946 
1945 
Aluminum Co. of America. 1946 
1945 
Pillsbury Mille ........... 1946 
1945 
United Artists ....... 1946 
1945 
Kinsey Distilling Corp..... 1946 
1945 
Pabst Sales Co, ..... 1946 
1945 
Union Pacific Railroad.... 1946 
1945 
Emerson Drug Co......... 1946 
1945 
Paramount Pictures ...... 1946 
1945 
Wise, Wm., & Co...... 1946 
1945 
Greyhound Lines ......... 1946 
1945 
United-Rexall Drug Co.... 1946 
1945 
Pepsi-Cola Company 1946 
1945 
Standard Oil of N. J. 1946 
1945 
Sales Builders, Ine. 1946 
1945 
California Packing Corp... 1946 
1945 
Champion Spark Plug 146 
1945 
Gulf Oil Corporation 1946 
1945 

Brown-Forman Distillers 
oo ere is 1946 
1945 
Johnson & Johnson 1946 
1945 
Armstrong Cork Company. 1946 
1945 


*Totals for 
Weekly, 


these 


Parade and This 


companies do 


Week 


not 


are included in both the 


News- 
papers Magazines Radio 
221,483 341,750 1,224,735 
50,784 1,518,760 1,742,322 
362,119 786,663 894,918 
326,216 556,615 840,822 
382,042 934,173 304,241 
137,784 851,628 8,748 
653,475 1,057,325 38,481 
382,959 979,099 646,663 
520,961 1,003,107 528,351 
492,737 982,833 453,869 
381,573 1,052,676 330,396 
366,685 559,659 645,244 
111,219 822,372 804,001 
240,823 702,205 907,239 
463,07T 1,340818  ..coss 
ot a ts se er 
110,045 806,915 807,312 
195,738 868,741 323,874 
519,988 1,230,328  # «...... 
p> ee yk Be |  ¢ re 
880,295 797,965 320,892 
710,593 i rs 
288,807 114,993 1,249,275 
325,736 184,087 1,172,618 
20,824 1,006,008 572,983 
bs abies Se 621,945 552,027 
15.504 1,308,415  ...... 
145,040 STE,000 (te ss 
SOGBGD «sc ceces 706,515 
 ) o) re a 698,532 
138,806 1,271,583  .«...... 
132,175 1,422,474 153,084 
713,275 028,562 ...... 
773,557 oe) |) eee 
274,973 1,222,702 . ...... 
495,136 8} | ree 
456,852 22,656 1,010,256 
275,949 12,591 976,644 
a 1,471,271 wadwoks's 
ere ee 1,520,003 12,492 
194,870 sw cence 1,266,839 
S0GGee. 444 85% 984,970 
633,317 OF ae eer er 
839,472 775,799 67,154 
34,613 229,338 961,074 
71,844 169,360 866,834 
223,037 348,474 869,364 
6,392 382,137 759,918 
8,818 729,203 455,010 
6,617 206,485 390,689 
116,321 931,522 297 ,006 
15,781 487,054 464,208 
»>' OS) ) Pras 1,220,280 
ky eee ree 884,137 
160,541 288,520 875,267 
148,322 298,529 155,013 
149,419 517,288 681,868 
168,471 498,167 701,078 
189,504 571,315 596,779 
99,431 499,077 764,307 
323,641 348,113 668,944 
280,817 240,874 666,199 
298,558 519,179 620,364 
309,549 351,995 603,143 
17,231 908,850 360,368 
50,361 833,350 525,935 
170,051 1,115,288  ...... 
1,369,872 |) ie 
314,818 383,520 606,588 
436,184 351,510 921,726 
299,161 771,132 197,453 
475,341 eS ee 
419,056 re 
946,303 1,062,939 98,388 
277,015 1,015,493 .. ...... 
482,947 134,234 392,813 
658,872 SS88,506G }# «...... 
juga 320,182 gad ae 
188,438 890,758 18,645 
352,315 Ce 
mates. weeks 1,194,313 
45,406 | 142,800 989,790 
317,003 8 eee 
97,309 J 
518,228 | Ser 
619,926 eee, @aksey 
323,474 S45,005  «...... 
263,404 8 
88,372 ee ee 
84,434 653,849 192,240 
455,589 411,848 357,243 
345,683 338,986 331,660 
Se 
82,048 re 
232,327 .... Soe 
erry 521,790 Prk vee ala 
87,246 328,985 716,943 
341,586 391,320 729,148 
602,078 er ae 
672,794 626,782 224,972 
211,104 243,366 803,156 
3 * ) S rere 871,530 
176,747 1,022,079  . ...... 
27,924 8: ieee 
503,748 MAB ATS 270,594 
307,109 283,166 34,755 
653,792 Ye 
340,990 ae - =6——é‘( OS 
‘0a 267.510 S09 582 
31,253 19,855 613,032 
596,236 503,403 92,339 
621,181 seaeee. ‘walesas 
T64AAI1T 268,018 : 
771,124 274,899 8,318 
114,940 1,066,256 en 
84,959 933,23 423.990 
187,024 | ee 
179,229 911,006 ‘ 
765,087 6oO,0O11 
rrr kh 534,598 eee 
164,742 173,163 567,488 
168,988 181,655 55S, 804 
298,843 719,687 
155,270 706,321 
241,176 784.143 vere 
128,958 674,672 325,430 
564,065 403,422 
Paes 607,945 385,246 
add up across, because expe 


Advertising Age, May 19, 


Advertisers Investing $1,000,000 or More in Four Media Combined During 1946 


nditures 
magazine and newspaper figures 


Network National 
Farm 


47,479 


143,916 


42,304 


8,731 
41,082 
34,646 
63,048 
64,037 
57,543 
56,375 


129,415 


101,187 
114,195 


55,500 
52,688 
209,371 
192,830 
47,213 
99,119 


156,608 
187,428 


7,709 


150,846 


146,968 


120,62: 
154,500 
180,741 
85,994 
119,128 
78,727 
86.661 
81,954 


48,063 


84,818 
76,528 
13,200 


43,200 


determining the figure for total advertising, this duplication has been removed. 


in The 


Total R; 


1,835,447 
3,455,782 
*1,818,685 
*1,570,603 
*1,801,669 
*997,149 
1,791,585 
2,044,641 
*1,784,034 
*1,594,043 
*1,780,280 
*1,590,134 
*1,749,100 
*1,736,519 
*1,724,958 
*1,592,130 
1,724,800 
1,388,716 
*1,691,658 
*1,155,992 
*1,683,562 
*937,873 
1,653,075 
*1,642,141 
*1,604,345 
*1,170,576 
1,543,334 
*1,259,518 
1,516,414 
1,113,507 
1,511,576 
*1,759,944 
*1,508,537 
*1,322,635 
1,497,675 
1,353,511 
1,489,764 
1,265,184 
1,471,271 
1,532,495 
1,461,209 
*1,162,802 
*1,443,323 
*1,610,214 
1,434,396 
1,300,868 
*1,356,988 
1,247,566 


1,349,639 
791,219 
1,344,849 
967,043 
1,339,401 
916,604 
1,324,328 
*516,564 
*1,322,167 
*1,336,142 
*1,314,123 
1,362,815 
*1,301,083 
*1,163,765 
*1,300,761 
*1,189,077 
1,286,449 
1,433,646 
1,285,339 

* 2,015,254 
*1,273,980 
*1,659,126 
1,267,746 
1,434,389 
1,261,736 
*2,055,860 
*1,236,216 
*740,474 
*1,214,468 
320,182 
*1,211,807 
*824,500 
1,194,313 
1,177,996 
*1,192,985 
*878,715 


*1,173,430 
*1,354,348 
*1,167,720 
*673,088 
1,165,456 
1,009,250 
*1,149,481 
*1,020,713 
“1,143,768 
*370,155 
1,139,614 
521,790 
1,133,174 
1,462,054 
*1,119,729 
*1,334,104 
*1,109,725 
885,001 
*1,099,217 
*618,117 
*1,084,450 
*454,330 
*1,082,020 
695,540 
1,077,092 
664,140 
*1,074,188 
1,005,737 
*1,070,029 
*1,055,624 
*1,065,696 
*1,359,682 
1,063,004 
1,090,235 
1,048,243 
748,672 
1.019.673 
1,058,223 


1,018530 
861,591 
*1,014,690 
*1,189,341 
1,011,587 
1,036,391 
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time — 
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showin 
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last y 
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publicé 
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AcE A 
figures 
based 
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space 
In a 
figures 
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Ameri 
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tures 
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theref 
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panie 
news| 
Secti 
the ] 
000,01 
four 

62 of 
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fn 
a et ed et st a et et A OM DOORHA et AO 


[ 


: iy ‘ . ‘he | : ae weet Sak ioe 
~ Kon i oe . x Mins. aie pee Ie Ties Ry eer r - cael — wx: bx - ae gee 
a lea na x. ; : : oe Tae yt 7 7 ilies, pa 
a ae aie re che - wy sone eer eae gon: jee - i a. , : ae or re Pei. she “ecto 
; |_| ee — 
Pe 
Year | | | a 3, ). 
. 1945 | 
5 s,s oc ei 69 
1945 Was 
a 1-46 cases 70 
1945 10,845 
I .  .5 + 45.5: | - 
1945 35,920 14 
nn §8=| 4 72 
1945 . 
RP 146 | 73 
1945 64 
Dg. 5 0, 5:65 + Ce My 
1] 1945 4 
1946 75 
1945 6s 
1946 528 76 
1945 11 363 78 
f 1946 eer 10 Prion: 77 
1945 Te 10 aha coded 00 
a . 116 1,730,448 11 41,900 78 
1945 3,641,597 8 pat get 
1 46 12 ree 79 
ied tan a. | 24,527 80 
1945 12 | Nie a 7 
sis...) see a a SI 
1945 14 | 149,192 91 
a 146 5 | seeeee 82 
1945 22 «(| sataa 101 
‘al oii kone) eh 16 | a 83 
1945 17 57 
en 1146 | sasvae S4 
1945 Pipe 16 eee” 86 
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| 23 American Home | Se Write, Wei. Co... osc5 2% 503,748 | 94 McGraw-Hill Pubg. Co. 347,642 | Brorby; Roche, Williams & Cleary, 
W da er A POCO 2as Soh os aoe 946,434 | 59 Chrysler Corp. ........ 503,038 95 Block Drug Company.. 333,420 | and Ruthrauff & Ryan. 
24 Curtis Publishing Co.. 941,126] 60 Crowell-Collier Pubg.. 496,651) 95 Reader's ee $25,678 | —______ 
25 Morris, Philip, & Co... 899,991] 61 Liebmann Brewery ... 491,390) %/ Hmerson Radio & Phono- | | s 
R;: " ’ =, 9 
Rank : $6 Mavattin SF Pouncce S448) G0 HatleGhl Wisenh Co... schbt? |, GRBB: xivc cca; ...... 828,644) Plans ParCleat Drive 
aS oF ; . : 9 : : xe e-9| 98 Chesebrough Mfg. Co.. 323,641| DParCleat Mfg. C any, Wash- 
> nee ; > arCle g. Company, 
y 99 X en | ures 27 Florida Citrus Commis- 63 Sun Oil Company..... 456,852| 99 willys-Overland Motors 323,474|; 
5 69 DM ais “thea ye thane 880,295| 64 Pillsbury Mills ....... 455,589| 190 Bu-Tay Products ..... 322,195] ington, through Henry J. _Kauf- 
StH 28 Life Insurance Com- 65 General Cigar Co...... 453,472 | ‘ ‘eg ;}man & Associates, Washington, 
> 7% 6 0 EN re CORT ECE TUE 850,955| 66 Pinkham, Lydia E., | will use copy in Esquire, Holiday, 
} 29 Ford Motor Company... 841,352 MeGicine Co. .issccess. 444,994 | 1 1 art |New York Times Magazine and 
. 7 and Tabulations 30 Standard Brands ...... 817,599 57 New York Telephone Co. 434,285) Chicago Agencies St Pic plus sporting goods trade pub- 
1 49 31 Walker, Hiram, Inc.... 811,491| 68 Heinz, H. J., Company. 419,056 | Softball League Re ; " 
t To (Continued f P 1 32 Continental Baking Co. 809,889| 69 Climalene Company .. 418,647 | . . lications, to introduce ParCleat, a 
S67 ee rom Page 1) 33 Eversharp, Inc. ....... 783,241| 70 Libby, McNeill & Libby 411,116, _ The newly organized Chicago) sole attachment that makes any 
» 73 Bclassification. 34 Standard Oil of N. J... 764,417] 71 Salada Tea Co. ....... 405,204| Advertising Agency Pita dae ede ay a golf shoe. 
4 69 In addition —and for the first! 35 Clorox Chemical Co.... 1743,497| 72 Leeming & Co......... 404,042' League made its officia ebu —_—_—— 
a) 36 General Electric Co.... 739,874) 73 Atchison, Topeka & | May 13 as 10 teams played their H ; 
y 5, time — ADVERTISING AGE has pre-| 37 Hearst Magazines .... 722,714 DOME DS acs evsisccs 402,576| opening games at Grant Park. Sive Ups Rosenfield 
8 75; pared a-special tabulation (which) 38 Park & Tilford........ TUR STG! TE. TI eins oon ce Save 393,793 | Games are scheduled every Tues-|,: Abe_ Rosenfield, public rela- 
) 6s Bappears on the opposite page) | 39 Jergens, Andrew, Co... 709,967 | 75 Tide Water Assoc. Oil. 391,307 d , t 6:45 Robert tions director of Leonard M. Sive 
0 7% showing the total expenditures 40 Carter Products ...... 658,875) 76 Hearst Newspapers ... 389,150| G@Y evening at 0: p.m. = & Associates, Cincinnati agency, 
6 78 omy 2 ‘ 41 Nestle’s Milk Products. 658.872 | 77 Standard Oil of Cal.... 387,637 Pohlmann, Henri, Hurst & c- has been elected vice-president. 
Ss 77 gol each of 131 companies which} 42 Greyhound Lines ..... 653,792| 78 Foster Milburn Co..... 386,687) Donald, secretary-treasurer of the He will direct a newly created 
2 10) @last year invested a total of| 43 Lehn & Fink Products. 653,475| 79 Warner, Wm. R., & Co. 382,042) league, organized the competition labor relations department and 
2 78 $1,000,000 or more in newspapers,| 44 Pennsylvania Railroad. 650,429) 80 Toni, Inc. ............ 381,750 with the assistance of Bill Sefton, rill lon ths ait ial t 
> : “epee s f >| 45 National Assn. of Mfrs. 644,792] 81 Vick Chemical Co. .... 381,573) McCann-Erickson. Fred Tulp, pro- will supervise e editorial mat- 
5 zy network radio, magazine and farm| 46 Best Foods, Inc. ...... 633,317| 82 Ballantine, P.,.& Sons. 381,542) Guction manager of Henri, Hurst |‘? 4nd production of internal 
1 ¢; publications combined. Figuresfor| 47 Parker Pen Company.. 605,109} 83 Black, Walter J....... 372,255 | M ger 0 id a f th house organs. 
5 so magazines, network radio and| 48 Union Pacific R. R..... 602,078] 84 Hygrade Food Products 371,383 | & — is president of the | encrtet 
6 97 Bar : ‘ _| 49 Armour & Co. ........ 599,249] 85 Standard Oil of Ind.... 366,882 | new eague. es 
PT ates gore are from Pub-| 5 Pepsi-Cola Company .. 595,236| 86 Johnson, S. C., & Son.. 362.119| Agencies participating are: The| Names Courshon 
8 9] lishers In ormation Bureau and} 5; Gillette Safety Razor.. 572,769| 87 Shell Union Oil Co..... 362,067; Buchen Company; Dancer-Fitz- Louis P. Courshon, formerly as- 
4 sg were published in ADVERTISING) 52 Lorillard, P., Co....... 552,337) 88 Plough, Ine. .......... 361,779 gerald-Sample; Foote, Cone &|sistant general sales manager of 
7101 fAce April 28. In all cases the| 5% Kellogg Company .... 550,359| 89 Sunshine Wax Givens. ahi, | Belding; Grant Advertising; Henri,| Kinsey Distilling Corporation, 
« . E ynolds Pe ee 530,713) § erice rat Salvage. 360,19: A . . 
: Si Hfigures shown are gross figures,| -- Wann Cumeens ‘"** 250961; 91 Pan American Airways 351 54,| Hurst & McDonald; J. Walter| Philadelphia, has been named 
7 84 based on the one-time rate, with-| 56 Loews, Inc. ..... GENS tnd 519,988| 92 Purity Bakeries ...... 350,671, Thompson Company; McCann- | state store manager of Glenmore 
5 86 out allowance for frequency or| 57 California Fruit Growers 518,228| 93 Decca Records ........ 350,018 Erickson; Needham, Louis &| Distilleries, Louisville. 
% 85 Espace discounts. 
id se @ (In addition, since the magazine | 


4 gg gfigures and the newspaper figures 7 
1 87 Bboth include advertising in --a MEN WHO KNOW SELLING eee KNOW NATIONAL 
5 71 PAmerican Weekly, Parade and/| 
2 gq This Week, adjustments have been | . 
3 9 made in the totals shown on Page ' 
4 66 962 to eliminate crediting expendi- | | > | h x hd | 
4 © Biures in these publications twice. | new eature in pS 
> ae se 
‘3 gi |The “totals” shown on Page 62 are ere $ T at ae 
6 92 therefore far more accurate than 
they would otherwise be. 
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“3 a P & G the Leader 

os. The leading advertiser in news-_ : : 
= * Bpapers last year was Procter & 


S95 Gamble Company, with an ex- 


More nee closer-spaced, for extra 


'4 .. Bpenditure of $3,723,937 in the me- | protection against sheets tearing or 
iy 696 Bdium, according to the Media Rec- | wearing out. 
es; wy pords figures. This company was 4 


15 go @also the largest advertiser, by far, | 

83 Oo Pin newspapers, magazines, net- | 

65 9’ Mwork radio and national farm | 

77 «9; Publications combined, with a re 
49 10 otal expenditure in the four. 

46 7) Bemedia of $24,656,164. 
Individual listings of 2,024 com- oe 
30 10: BPanies and 2,702 products using | 

26 61 newspapers, then, will be found in i 
46 103 BSection 2 of this issue. A list of 
a de the 131 companies spending $1,- 
so 47 900,000 or more in 1946 in the 
16 105 Bfour media will be found on Page 


Easy-to-open rings. Simple, sturdy 
opening levers. 


Light and strong; lighter than most 
three-ring binders. Rings meet accu- 
rately and precisely when closed. 
Sheets turn easily. 


Book opens fiat, lies fiat for writing 


74 .. 862 of this section. A list, by rank, or reference. 
106 B of the 100 leading users of news- 


07 107 B Paper space in 1946 follows: 


| 


© 0oe 00 © 


Ring arrangement makes sheets 7 
00 1 Procter & Gamble Co..$3,723,937 | 7 
13 108 2 Colgate-Palmolive-Peet 3,665,763 | easier to insert. 
Pt 3 General Motors Corp.. 2,573,092 
* 4 War Assets Administra- | | I d : 
15 UE heaticcnanetecy) 2,510,173 | It’s calle Ring spacing allows sheets to be 

5 Distillers Corp.- lik 

WIPE Uaavckasck ess 2,505,956 | ul 4i assembled with visible margins, e 

§ General Foods Corp... 2,076,634 

7 General Mills Corp.... 849,208 N UJ MER oo RI N G expensive visible record equipment. 

‘ Schenley Distillers ... 1,697,464! 

% Lever Brothers Co..... 1,641,240 | ” 

10 Sterling Drug ........ 1,625 687 | h e f 14 ° Rings spaced on standard % 

1! American Tobacco Co.. 1,489,215 | t e grip ° rings Cc heets nd indexes 

12 Swift & Co............ 1,346,973 centers. Covers, $ e 

13 Quaker Oats Co. ...... 1,343,081 | h f 3 fro r stationer. 

14 Doubleday, Doran & Co. 1,246,216 at the cost o e can be bought from yore ‘ 

1) Lambert Company .... 1,185,967 

1} National Distillers .... 1,164,224 

17 Borden Company ..... 1,162,577 e ° * ” 

1S Bristol-Myers Company 1.150.372 | 7 wanted features in National's “Numer-Ring” loose 

1S Brown & Williamson.. 1,144,886 | f bi d f t | * li t . rence 

20 U. S. Army Recruiting. 1,083,053 inder ... Tor catalogs, price lists, rere . i iti 

| fete Gaaaee sees ea gs, Pp ' Priced low enough for big edition purposes, 


22 National Dairy Products 954,194 


manuals, and a host of other purposes. styled for quality displays, “Numer-Ring’’ is avail- 
Strong ... yet light in weight. . . this new binder able in 2” and 1” capacities through your 


opens in a flash for quick changes that keep con- printer, stationer or binder. . . or write us direct. 
tents up-to-date. Its multiple rings permit visible 


margins and hold even thin papers securely. 


F R E E Our own new catalog of catalogs tells 
all—shows all—about the full National cover 
line, that includes loose leaf binders for every 
purpose, every purse. The supply is limited— am 
but a request on your business letterhead will 


bring a copy to your desk. 


NATIONAL BLANK BOOK COMPANY 


HOLYOKE, MASSACHUSETTS 
@ NEW YORK—100 Ave. of the Americas @ BOSTON—45 Franklin Street 
@ CHICAGO-209 S$. Jefferson Street @ SAN FRANCISCO-785 Market St. 
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64 
Tells PR Techniques ‘Plugs City’s Advantages | 


In his new volume “You and| The City of Schenectady, county 
Your Public,” Verne Burnett seeks | airport board of managers and 
to coordinate the points of view|the chamber of commerce have 
of advertising and other public| prepared a 12-page booklet, en-| 
relations practitioners. He illus-| titled “Airlines, Inc.,” to promote | 
trates the principles of public re-| freight and passenger business to | 
lations practice with postwar case | the county airport in Schenectady. 
studies, covering consumer and| The booklet includes facts con- 
dealer relationships, opinion sur-| cerning the city’s population, in- 
veys and institutional advertising. | ustries, and nearby recreational 
Harper & Brothers, New York, is | f@cilities and resorts. John L. 
the publisher. | Halpin, Advertising, Schenectady, 


| produced the booklet. 


signals 
‘Dayton Adclub Elects 


| The Dayton Advertising Club | 
|has elected F. H. Peters, adver- | 
| tising manager of the Frigidaire 
| division of General Motors Cor- 
poration, as president. C. W. 
Stoup, manager of the Dayton | 
office of Foote, Cone & Belding, | 
| has been named vice-president. 


a 2 


Readership 


NUMERICALLY 
BECAUSE i 
ACCEPTED 
EDITORIAL 
CONTENTS 


3 


—— \ 


DISCUSS PROGRAM—Bea Sprinkel, assistant advertising manager, and Fred 

A. Cutter, vice-president in charge of advertising, go over plans for the com- 

ing year with Gordon Monfort, newly appointed advertising manager of Cutter 

Laboratories, Berkeley, Cal. Mr. Monfort previously directed the news bureau 
for Caterpillar Tractor Co., Peoria, Ill. 


| Pacific Hooperatings | ee aoe eee 
: cific Coast, wi oO ope sec- 
Show Benny in Ist Place (ond, and ‘Red Skelton in. third 
The Pacific Network Program| place. 
Hooperatings for April showed! The report indicated an aver- 


Jack Benny in first place among|age evening audience rating of 
the first 15 programs on the Pa-|8.9, a decrease of 0.6 from the 


Building 
SUPPLY NEWS 


last report, and an increase of 
|0.6 from the rating for the same 
period in 1946. The average day- 
time audience rating was 3.6, 
'down 0.2 from the last report, up 
10.1 from a year ago. 


“Red fingernails? I don’t like ’em...” 


What does the ‘“‘Man in the 


Advertising Age, May 19, 1947 


Shifts in Buying 
Habits Shown in 
Canadian Study 


| Toronto—Important changes in 
_ buying habits and brand prefer- 

ences are disclosed in the 1917 
|Canadian Consumer Survey re- 
leased last week by the Canadian 
| Daily Newspapers’ Association, 
The study is the first compre- 
hensive survey of its kind taken 
since before the war. 

The 210-page volume is based 
on a tabulation of more than 
20,000 questionnaires, filled in by 
householders in 60 principal Cana- 
dian cities. Returns of completed 
questionnaires exceeded all ex- 
pectations, the association said. 
The average return was 35%, but 
returns ranged as high as 87% 
in some communities. News- 
paper carrier boys distributed the 
questionnaires, and picked them 
up too, in all but one city. More 
than 200 questions were asked 
respondents. 

Friday and Saturday are still 
the most important days for 
grocery purchases, the survey 
confirmed, but a large number of 
Canadians are purchasing grocer- 
ies on Thursday and nearly one- 
third said that Tuesday has be- 
come the second most important 
day for such purchases. 


Appliance Age Shown 


In the case of household appli- 
ances, respondents were asked to 
indicate not only ownership and 
brand of various appliances, but 
their approximate age. A large 
|proportion of .appliances was 
shown to be over 15 years of age, 
some over 20. In city averages, 
for instance, 12% of washing ma- 
chines were shown to be 15 years 
old or more, while 13% of auto- 
mobiles were 1931 models or 
earlier. 

Housing figures were discarded 
because they were considered no 
longer suitable under present con- 
ditions. However, a close similar- 
ity was shown between Dominion 
Bureau of Statistics figures on 
appliance ownership and_ the 
Canadian, Consumer Survey re- 
sults. In addition, a comparison 
of home ownership, with figures 
compiled by the bureau a few 
weeks before the private survey 
was made, shows a close simi- 
larity. The bureau percentage of 
owner-occupied dwellings in a 
representative group of cities was 
46.4%, while the survey figure 
was 48.6% for comparable cities 

The CDNA printed a _ limited 
number of copies of the report, 
which may be obtained for $5 per 
copy from the association head- 
quarters at 902 Excelsior Life 
building, Toronto 1. 


Street”’ think about carmine nail 
polish, popular songs, necking and 
portal-to-portal pay? Does his wife 
think the same, or does she disagree? 

Armed with cameras and curiosity, 
Arline Roe and Art Hager leave 
their desks at the Minneapolis Star 
and Tribune every morning to find 
out how Mr. and Mrs. Minneapolis 
react to pertinent, and sometimes 
impertinent, problems of the day. 

Some typical answers to a recent 
Hager-Roe query about the popu- 
larity of long red fingernails: 

Mrs. C. B., housewife: ““They make 
a person’s hands beautiful.” 

Mr. A. W., storekeeper: “‘] don’t 
like them. They are very dangerous 
weapons.” 

Mrs. E. C., typist: “They make a 
person appear more dressed up.” 


Mr. B. G., editor: ““My wife bites 
her nails, so the question is of no con- 
cern to our family.” 

By tenaciously buttonholing sur- 
prised citizens, snapping shutters and 
popping questions, the Roe-Hager 
team thus harvests each day enough 
replies to fill an engaging illustrated 
column in the Minneapolis Tribune. 

Roe and Hager both use the same 
question on each assignment, with 
Arline covering the women and Art 
the men. Opinions 
stated by both sexes 
on a controversial 
problem help pique 
reader interest, pro- 
vide ammunition 
for many a he- 
and-she argument 
in Upper Midwest 
homes. Stumped for 


new questions, Hager and Roe once 
appealed to readers for aid, prompt- 
ly received over 1,500 suggestions 
from enthusiastic fans. 

Like many of the younger staff 
members of the Minneapolis Star 
and Tribune, Arline Roe and Art 
Hager contribute much to the fresh- 
ness and wide human appeal which 
earn--and keep top reader interest 
for these newspapers throughout the 
Upper Midwest. 


MORE THAN 


939,000 Sunday 
420,000 Daily 


in the 
UPPER MIDWEST 


Minneapolis Star . - - Minneapolis Tribune 


EVENING 


JOHN COWLES «© President 


MORNING & SUNDAY 


Mull Pulitzer Awards 
for Radio, Movies 


The Advisory Board of th 
Graduate School of Journalism 
Columbia University, is consider- 
ing suggestions that the scope o! 
the annual Pulitzer Prize award 
be broadened to include radio an: 
motion pictures, reports Dea) 
Carl W. Ackerman, secretary. Ac 
tion has been postponed indefi- 
nitely. 


Journalism awards next year 


will be decreased from eight t 
seven, with three reporting cate 
gories—local, national and inte 
national affairs. Prizes in lette: 
will continue in five categories. 


Elects King-Hedinger 

T. King-Hedinger, account ex 
ecutive specializing in industri: 
accounts, has been elected a vice 
president of McClure & Wilde 
Inc., Warren, O., agency. 


Bruckmann to Dinerman 


Bruckmann Breweries, Cincin- 


nati, has placed its advertisin 
with Dinerman & Co., Cincinnat 
effective June 1. Newspape! 
radio, outdoor and point-of-sal 
advertising will be used. 
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Advertise More, 


Red & White Food 
Stores Are Urged 


CuHiIcaco— Red & White food 
stores “are not spending enough 
for advertising,” Red & White 
Corporation declares flatly in its 
ninth annual survey of store op- 
erations, covering 1946. 

Cash stores spend more than 
credit stores for advertising, the 
survey points out, but both are 
under .5% of volume. Credit 
stores reported .34% devoted to 
advertising during the year, cash 
stores .43%. The advertising ex- 


penditure goes up as volume in-| 


creases, it was shown, with cash 
stores under $50,000 spending 
45%; from $50,001 to $100,000, 
33%; over $100,000, .49%, and 
over $200,000, .7%. 

Figures in the survey are being 
used by a field staff of 250 men 
throughout the United States and 
Canada in their contacts with 8,500 
Red & White retailers. 

The average volume of stores 
reporting was $104,000 for the 
year, an increase of 222% over 
1940 and 66% over 1942. The 
boost is better than the average 
for food stores generally, which 
amounted to 200% over 1940. Red 
& White self-service stores aver- 
aged $129,600; semi-self-service 


stores $86,100, and counter serv-| 


ice stores $85,200. 
Sell Meat, Frozen Foods 


Of the stores reporting, 87% 


operate complete meat depart- | 


ments; 72% of the credit stores 
and 66% of the cash stores carry 
frozen foods, and 32% of all stores 
carry some drug items. All carry 
produce. 

Credit stores reported 26% of 
their volume in meat sales, while 


cash stores showed 24.5%, for a. 


grand average of 24.7%. Surveys 
generally put these figures be- 
tween 20% and 25%. Produce sales 
in credit stores accounted for 12% 


of total volume, while cash stores | 
reported 15.4%, for a grand aver- | 


age of 15%—‘“considerably below 
the desired figure of 20%.” 


Credit stores, the survey shows, | 
continue to have a higher average | 


gross profit than cash stores, the 


figures being 18.36% and 16.78% | 


respectively. Twenty-two per cent 
of all stores operate on an abso- 


lute cash basis; 57% do more than | 
of their volume on a cash} 
basis, and 86% do more than half | 
of their volume on a cash basis. | 
of all stores reporting | 


15% 


Only 14% 


Irvine to Jam Handy 


Jam Handy Organization, De- 
|troit, producer of sound slide 
| films and visual sales aids, has 


named Frank C. Irvine, commer- 
cial artist and dog illustrator, to 
its art staff. 


Remington Uses Movie 


The systems division of Rem- 
ington Rand, Inc., New York, has 
released a 20-minute, full-color, 
sound motion picture to dramatize 
its “new, yet basically simple sys- 


65 
|}tem of accounts receivable con- | ‘UN id | Quality Group magazines, has 
trol.” The film, entitled “Saving | Boyles to World joined. the Chicago advertising 


With SUIAP.” traces the de-| Houston Boyles, formerly with 
velopment of accounts receivable | World Report, and during the war 
handling through the years, and| Army correspondent with the 3rd 
features Remington’s simplified | Infantry Division overseas and on 
unit invoice accounting plan. | Stars & Stripes, has joined United 
| Nations World, New York, in an) 
executive capacity. 


staff of Harper’s as assistant to 
the western advertising manager. 


‘Lion’ Names Barnum | 
William E. Barnum has been | 


appointed national advertising Lynch Joins Harper s | ‘ ADDRESSING ~ " -accygpeaminee 
manager of The Lion, and El Leon, | Joseph H. Lynch, formerly with! wovasee BENGAL SNS mee eae PHO 
Official publications of the In-|the John Budd Company, pub- | | THE LETTER SHOP, Inc. 


ternational Association of Lions | lishers’ representative, and before 


{ - #81 &. Dearborn St., Chicago 5, Hlinois 
| Clubs, Chicago. | that the 


western manager of 


here the BABY 


GETS A HEARING 


L 


N SELECTED LISTENERS 
HYGEIA FAMILY SUBSCRIBERS 


CLASS A LISTENERS 


J 
y) 
J 


do more than 50% of their busi- | 


ness on a credit basis, while 78% 
of all stores extend some credit. 
This figure, said the company, 
“compares 
reported in 1942.” 


More Self-Service Stores 


Self-service operations are con- 
ducted by 49.2% of the stores; 
44.1% favor semi-self-service, and 
only 6.7% 
ice. Cash stores were 94% self- 
service or semi-self-service, with 
credit stores 90%. In comparison, 

Progressive Grocer survey re- 

‘aled only 79% of independent 

res using self-service or semi- 

lf-service. 

For the year, Red & White credit 

ores showed a net return to 

vners (drawing account and net 
rofit) of $8,687 or 7.75% of sales, 
hile cash stores had an average 

f $8,000 or 7.85% of sales. Credit 

ores showed a return of 31.4% 

1 investment, while cash stores 

ad a 34.4% return. 


Star’ Names Townes 
William A. Townes, formerly 
ice-president and publisher of 
1e Spartansburg Herald-Journal 
ompany, has been named execu- 
ve editor of the Seattle Star. 


favorably with 93% | 


operate counter serv-| 


° buy and read 


‘ points to a positive interest in family health and welfare . 
i above average in intellectual caliber and personal responsibility. 
These are the people who typically put first things first, welcome their physi- 


cians’ advice, and consistently classify child health needs as necessities 


, New readership surveys on HYGEIA leave no doubt that its subscriber list carries 


. a high percentage of readers who are parents of young children. The fact that they 


HYGEIA, The Health Magazine of the American Medical Association, 


indicates they are 


whether 


. spending is free or conservative. 


They will always buy a better baby bed, an improved food, a new sleep- 


. ing garment, up-to-date nursery equipment. 


‘« THE NEW readership stud- 
ies of HYGEIA family sub- 


scribers are ready now. Ad- 


dress 


| AMERICAN MED him | a A 
ae NORTH DEARBORN wins SOCIATION aq 


1947 | Advertising Age, May 19, 1947 g a ; Rad af : 
ee a : 
— Sea u 
FRI ae “- aie 
, ee TIGRAPHING — FILLING:TT : s 
. "mn eins : oe 
(j) 
i 
( 1 
y pt es 
SELECTED LISTENER é - | a ; 
—58. Have One oF tg > ee bh. | 
subscriber’ -"e aay bef t Beg - 
more Che Coat v, ee 
a E ~~ e8 tif ; 
mm + 7 es, nee oo : 
| crass # LISTENERS a. 2 . Bie Ri 
_. .... ELASE of HYGENA SO ot 0 oe aes 2 ec i 
| : subscribers — Have % Four , . = al ee a Pak a —_ _ ; ’ 
| More Chile oT 2 Bam Se ~~ { a yo a 2 
Years of Age: , = —e > ; a bi i 
. aa fiat" “ ae as -_ sk 
es ea sae + ee N SG 2 & , 7 
e ; ' asc 7 : ee ~ - ‘ : ; Y vi , ae ] ; , be % oy ' re x“ 
’ nd eeet _—_ ~~ RR ee.” / ge y YM / var ‘ d os) , £y - yw 4 > 
; a OS Oo sa -_ 4 tet ini ey ff 
: ~—S Baal fess (Le 
———— mse 86. 4 A Se ees MY i 
? Se eee ee a ee te a o, S cna =f ‘Rens pet fate Se tse a 
° | et Me ne ey <i “ae i bre 
° ey! sp a ae : * > > HA eete®. ty, ea? ie a: 
. cs a. % Pe ? rd oes ey 1 
qe Be ‘ , et fas * ase ae : Renny 
. of sisi ree “, Rare aicttetele e a 
R ‘A, | ek hs Pi i pe B is : “— * A ces f Ok ew. 5 an he 
e } ‘4 Ve ae i iz G 4 . ‘ a bye’ STS Se ee 
Lh f \ | 4 ni 4d) ¥ 2 ean € j . 4 ae eet |’ =i* : a <a 
- e } 2 j ? ~, — & +s —, ‘ites est <3 i A 
e ‘ VP ha soe : , - ise 803° Pf “ae 
is: - as erat . —_— nel <é 7 
bs RSE , ete ice — Pre) ag 
3 ee csigtiogs oS ee Rs 
PO bd brag . eee See hae 
~ Ati © ; mae f : ieee: es at 
” 2 aie ae . a 
. ue i ha 
e . 
. ee 
ee ° 
4 : 
: | ee . 
° a 
ee | * | | 
ee - ClQ* wi: A 
| 7 i AZINE 


solute eR ork 


66 Advertising Age, May 19, 1947 


‘Reader's Digest’ Manual |F'gqrm Publications MAY ADVERTISING LINAGE IN FARM PUBLICATIONS 
Goes into 5th Edition Commercial Commerc aj 


Li | Display Display 
Reader’s Digest has ordered a Increase nage Savteting 


| Excludin« 
iy A : Poultry, Poultry, 
fifth printing of 40,000 copies of | O/ : Livestock | Livestoc 
“A Business of Your Own,” 128- | 17.1 % in May — Sota Advertising ——— and Clnasited — Total Advertising —~ and Classified 
page manual first issued a year. a oe . Bel FRc PR Rd: HOE js RT 
; : | Cc Li f farm b- | Pages Lines Pages Lines Lines Lines | Pages Lines Pages Lines Lines Lines 

ago. The booklet’s first four print-  CHICAGO—Linage oO! ta pu FARM MAGAZINES Idaho Farmer ..... 52.6 39,794 43.1 32,606 36,211 29,159 
ings have totaled 480,000 copies. |lications for the past month was ang a era en Indiana Farmer's ee arte 

> } P ‘apper’s Farmer.... 51.7 35,16 61.7 31,2 33,565 30,002 CIES no vssewsescs 36.7 28, ‘ 20,46! 9,492 
_ Published as a non-profit serv-| 17.1% greater than in the same) (ountry Gentleman. 95.2 64,756 69.9 47,504 61,951 45,273 | Kansas Farmer... 40.7 30,941 30.7 28,334 25177. 19.141 
ice to stimulate individual en- period last year, according to ApD-| Farm Journal ..... 86.3 37,064 63.6 27,316 34,782 25,206 Michigan Farmer... 52.9 40,644 45.4 34,904 35,458 30,024 
terprise, the manual is an _ out-| verrising AGE’s May tabulation of | P™8™essive Farmer: 


Missouri Farmer .. 8.1 6,332 6.6 5,206 5,960 4,87 
growth of the Digest’s $25,000 


Carolina-Va, 


D,< 


70 
Missouri Ruralist 34.9 26,486 30.6 23,287 21,735 18,806 
" | farm linage figures. The monthly rer 67.9 49,462 46.4 38,842 45,463 30,388 Montana Farmer .. 55.5 42,065 39.5 29,788 33,983 22,685 
prize contest for unusual small- | | tal 2.227.909 lines, against| ©%-Al4--Fla. Nebraska Farmer . 72.2 54,553 64.2 48,536 45,777 40,786 
business ideas. It is obtainable | ‘O%44 Was +,<<!, » ag Edition ........ 66.5 48,455 45.8 33,380 44,699 30,004 | New England 
f he N | 1,902,627 a year ago. Ky.-Tenn.-W. Va. Homestead ...... 49.2 34,423 45.6 31,921 21,979 21,153 
at 25 cents a copy from the New | "G : + el isbamad RMS 252 cnc 65.6 47,762 45.3 33,007 43,881 29,727 | Ohio Farmer ...... 59.0 45,330 50.8 39,006 40,104 34,947 
Enterprise Editor, Reader’s Di- reatest gains were registere Miss.-La.-Ark. Oregon Farmer .... 54.2 40,971 40.8 30,882 37,503 27.545 
‘ . , ’ 4 
gest, Pleasantville, N. Y. by magazines in May—up 37.1%, Edition ........ 67.2 48,980 44.7 32,599 45,442 29,412 | Oregon Grange SCHUTT 
f 331.017 to 453.814 lines—and Texas Edition 73.2 53,300 50.6 36,898 48,843 33,200 Co arr 18.0 19,572 15.5 16,814 19,572 16,814 } | 
le Ss ie: os rom Jul, O 299,02 j |*In all 5 Editions.. 58.2 42,436 39.7 28,934 40,209 27,089 | Pennsylvania Universa 
Breen Boosts Dixon by April weeklies, which enjoyed | sAver. 6 Editions .. 68.1 49,592 46.6 38,945 46,666 30,546 Warmer ......... 47.4 36,414 43.0 33,000 32,463 29,194 Bright), 
: s ,- Itah Farmer ...... 32.3 24,4 25. 4105 22, 7,635 
a 34.2% increase, from 67,086 to outhern Agricultur S re oo ey am v ~ I tah F armer i 41,440 5.3 19,105 431 17, of the 
George A. Breen & Co., Kansas | 4 eee 39.8 27,886 32.6 22,794 24,268 20,066 Wallaces’ Farmer & d 
City Oe pharmaceutical chien, | 90,013 lines. Successful Farming. 91.0 40,988 72.0 32,413 38,762 30,244 Iowa Homestead.. 67.3 52,722 63.7 49,898 45,685 44,296 oe | 
lly, *y »'s : . Cc —_— OO ————-—- — Washington Farmer 56.9 43,039 42.7 32,275 39,293 28,935 understa! 
ist, has promoted Basil M. Dixon | —— gains Long a grt Total Group am 704.4 453,814 522.6 331,017 421,656 303,522 | Western Farm Life. 53.1 41,664 46.2 36,222 26,348 25.344 Bhood" fr 
irgini j ear-to-year jump y pri le- Monthlies Wisconsin Agri- > 
from a West Virginia territory to y kli y hich arried 205.074 Agricultural Leaders’ OQUIUPISE civecese 51.1 40,071 62.3 40,972 35,213 36,084 tertainm 
the position of Central-Southern | weeklies, which Carr’ ’ Gieest) ....<.s.s.. 27.9 5,467 33.1 6,496 5,467 6,496 Senki. Sami Sls <a 
division manager. lines last month against 171,704} American Fruit Total Group . «1,067.0 826,055 916.9 710,201 697,481 601,616 [of the Le 
; : “hehe Grower ......... 28.1 12,046 21.5 9,357 11,732 9,085 | Bi-Weeklies—April 
a year ago, by semi-monthlies in American Poultry Arizona Farmer - 68.3 51,639 44.4 33,568 48,615 31,76: the Par. 
April, up 16.3%, from 710,201 to Journal: : Dairyman’s League : "" Emade tt 
-_ . “ Eastern Edition . 36.8 15,819 43.3 18,572 8,873 11,034 oo Saari Pere 13.2 9,628 9.1 6,608 7,589 4,875 ed for 
e sang a - yer pee Central Edition .. 30.0 12,881 36.1 15,471 7,499 9,802 Pacific Rural Press: ABC of 
.5%, from a year| Western Edition.. 25.0 10,740 30.9 13,295 7,041 8,957 | Northern Edition. 65.8 49,783 59.9 45,032 43,363 39,940 
Agricultural ey beg te this menti , *In all 3 Editions.. 21.7 97297 26.4 11,328 6971 8,715 Southern Edition. 61.8 46,180 56.5 42,764 39°679 37.63 which fr 
? ag fad i i P Better Farming Prairie Farmer ... 65.7 47,844 60.0 43,732 38,504 35,74 
Monthlies reporting for April} Methods ......... 28.7. 12,298 21.9 9,424 12,298 9,424 pain cceiinaesinn , Soest o> chilies, Aaa 
: | Better Fruit ...... 26.6 11,192 14.9 6,283 11,192 6,283 Total Group ..... 274.8 205,074 229.9 171,704 177,750 149,952 
a issues showed an 8.9% loss, down | yo cder's Gazette .. 20.7 91319 23:3 10,487 6.574 6,187 | , 
: A 3% , : , | Weeklies—April 
) 4 from 25,107 lines to 22,874. Dailies | California Citro- ae. das : ; | aCapper’s Weekly.. 10.0 22,479 9.2 20,500 11,695 7.6835 FELON 
PMi est... in April held about even with| #raph ---jo.-s-: eee Sotee Ge eee tee. ateas | ?Weekly Kansas 
i“ ° . -man, SP pis OW OOD, id. od, “ 3,002 wie nee Bee .. ok acae 97. 57.63 y 586 79 3 598 
Sreeeien aud vecatienst SesRaa last year, carrying 243,972 lines | Cooperative Digest. 17.5 3,675 18.3 3,832. 3,675 3,832 | vare Sear SOM SURES SEP SE CER MLA Em] 
iy : ee last month compared with 245,060 | Plectricity on the rw - ] | Total Group ..... 37.4 90,013 28.1 67,086 56,493 39,316 
FOR FARM AND HOME OO Pra 21.9 7,816 19.9 7,091 7,816 7,091 ili April 
. a year ago. |Farm and Ranch.. 35.4 24,848 27.9 21,111 21,544 18,504 énlasae Daan Diver Stol 
$ ; ; | Far -8 cmeé - 39.¢ 23,893 27. 20,468 22,3 ,152 . coin i 
NOW—Over 30,000 Leaders To Canadian farm _ publications | Florida Sener fee es 16.7 11/358 14.2 9/678 10 940 "91217 ers Journal 
i Help You Sell Your Products | showed a 13.4% gain, running | ;Michigan Farm 


tawee 22.8 48,603 22.8 48,560 27,539 25,128 
Kansas City Daily 


CHIc. 
- F pethics mee = 796 PS — » 96 o Drovers Telegram 33.3 70,844 27.8 59,168 40,764 34,657 roti 
A LEADERS’ Digest ad now tells 16,008 men | 567,381 lines against 500,290 a PR ahh kad 3.3 f, 26 2.4 4,892 7,726 4,892 Omaha Daily Jour- ration 
and 15,000 women about your products to | year ago |. Bechucer ° 11.5 8.427 9.9 7,228 7.734 6.932 nal-Stockman ... 36.0 76,619 26.6 56,631 55,741 var he 
implement the farm management and home ° ‘New Jersey Farm ; siti . , , St. Louis Daily Live xhibit 
modernization programs they are Carrying to six she ou wees ‘ = Pe Stock Reporter .. 22.5 47,906 19.1 40,701 34.246 28.23 
/ million prosperous farms. Addition of 1,500 ex & Carden ...-... 60.0 22,664 40.8 18,168 18,778 14,182 é ; mer seeee chante Stoker 
; - . i. Se os x Ohio Farm Bureau ’ Seer ; Guanes Sais snes > 
ee ne dee ianareees Mahaneet coke. Drake Opens Agency ae 10.1 4,557 11.1 5,006 4,077 4,778 Total Group ....114.6 243,972 96.3 245,060 158,290 128,267 [Coal I 
ket”’ to the highest peak in the 29-year history of Harold P. Drake, - pag? ara gh eager _. 44.8 19,223 47.9 20,540 11,804 18,149 *Not included in totals. omm< 
LEADERS’ Digest. Ask for Data Folder with | advertising manager of the Rome,| Conrail maition .. 36.5 15.646 41.0 17,865 10,228 12/384 tPage size changed since year—seven column format 1946; [Bast w 
new CCA circulation breakdown. |N. Y., manufacturing division of| Western Edition. 30.5 13,065 36.2 15,537 9,152 11,425 | eight column format 1947. toker's 
AGRICULTURAL LEADERS’ DIGEST |Revere Copper & Brass, has/|*In all 3 Editions.. 28.5 12,229 32.4 13,905 8,658 10,345 . — “dy cee 1946, ith 
. a “ F ° é s years. } 
139 N. Clark, Chicago 2, Phone CEN. 7670 opened an agency at 721 State St., Southern Farmer .. 6.4 5,092 5.1 4,096 4,408 3,614 year vithou 
° met, ° eo Southern Planter .. 35.9 25,138 25.8 18,026 23,901 15,786 ne 
TTT TLE «| Utica, to specialize in advertising, | Western Dairy pace. 
AGRICULTURE AND HOME ECONOMICS merchandising and public rela-| Journal ......... 55.4 23,240 65.2 27,384 8,568 8,610 | *CanaJian Country- Four 
tions Western Livestock SS ee eae 39.5 27,642 44.2 30,936 21,812 25,278 [heir s 
os Pi. | eee ee 118.3 49,700 85.5 35,950 17,367 15,149 Country Guide, The. 50.6 36,397 45.6 34,266 36,397 34,266 entat 
wuseminninetan **Family Herald & mer 
Total Group ..... 807.0 386,107 756.0 352,452 279,254 251,704 Weekly Star: jarde1 
Monthlies—April Eastern Edition..110.7 110,683 87.6 87,635 68,714 59,23 ri 
Arkansas Farmer .. 10.4 7,849 10.8 8,146 7,849 8,146 | Western Edition.. 92.0 92,034 75.1 95,137 64,131 55,511 meunctic 
|; Idaho Granger ..... 11.0 11,956 11.2 12,121 11,956 12,121 Farm & Ranch armi 
Nation’s Agriculture 6.6 3,069 10.6 4,840 3,069 4,840 ee 24.0 17,306 23.4 16,864 16,081 15,56 me 
— - —— ————. - — - *Farmer’s Advocate 10 ’ 
Total Group ..... 28.0 22,874 32.6 25,107 22,874 25,107 & Home Magazine 47.3 33,095 43.5 30,447 26,431 25,727 bnd co 
| Semi-Monthly—April Farmer’s Magazine. 48.2 33,747 42.8 29,967 29,930 26,401 
| American Agri- *Free Press Prairie 00 Ch 
Culturist ...p06... 35.1 25,572 30.9 22,498 21,180 18,668 (rrr 136.7 158,780 121.7 136,927 7 hetitio 
*Western Producer. 58.6 62,697 64.3 658,111 


| 
| California Grange | 
News 

| 


eS 20.6 23,044 17.6 19,752 22,701 19,640 ge ae siesta tal aiaas iimc Patt to Tribu 

aw Dakota Farmer .... 54.0 41,793 41.0 31,989 38,310 29,553 Total Group ..... 607.6 567,381 538.2 500,290 361,589 342,38 nodel 
Farmer, The ...... 63.0 49,412 61.6 48,268 39,421 39,347 — ---—- 

| Hoard’s Dairyman. 52.2 38,007 45.4 33,044 30,559 27,488 | *April linage. in Ol 

*Hoosier Farmer... 18.2 8,212 19.0 8,439 7,575 7,522 *Five issues 1947; four 1946, e pla 


. ies in 
Peck Joins Putman Starts Consomme Drive Appoints Ganter Ree 
er?! : American Kitchen Products| Walter Ganter has been ap- —'” 
In Schenectad as Vice-President Company, New York, has launched | pointed sales manager of the JR°'P° 
eee _ James O. Peck, formerly assist-| 4g summer campaign in news-|newly formed Buffalo Alumatic Pow i 
ant to the president and director 


papers and magazines for Steero 
jellied consomme. Rose - Martin, 


Window Corporation, producer of Roker 


| of promotion and research of Mc- }aluminum combination storm sash Wink! 


| are ‘Hill Pub- | Inc., New York, is the agency. and screens. howe 

ishing Company, 
has been named oal t 
" vice-president in e al 
] charge of sales ocks 
of Putman Pub- ight 

lishing Company, | ins 


with headquar- | 
ters in the New 
York office. 

Mr. Peck will 
now become ad- 
visory head of 


f 7 J 
James O. Peck James O. Peck | / lant 
Company, New) lirect 
Soh York, research specialist in in-| ilu, 
c enectady hous : — advertising and _eé sales, | N illic 
rel CWives which he formed in 1944. The| lawe 
Y on the advertisin Peck company will continue to be | . 
Sages in +h 9 mes- | _under the direction of Ira Cotins, oe : ercl 
© Gazette. The who has been with the organiza- | Faithful reproduction demanded by a | 
take i+ shoppin ith y tion since its founding. | | 
ADVERTISING This is " 9 with them, Ps Maga discriminating advertising clientele, is the er 
ie reader confidence" Bliss Joins Wiley; ( 
1 Ie Newspapers jn A Takes Nine Accounts reason for the exclusive recognition 
st CIRCULATION few Cities —_ ery Benjamin B. Bliss, who for- 
’ equal! merly headed his own advertising of Laurence. inc.. in the certifica 
Schenectag q agency in New York, has joined of ; yicate ' 
in Y home - mak 
Ove ‘ ers, Walter W. Wiley Advertising , 
READER " @ period of fifty_+ Agency there as account execu- of merit awarded by the New Dork 
CONFIDENCE years, have med Y-Two tive on all accounts transferred 
ade + from his agency. HN of Sci ‘ 
Gazette their "b he The Bliss accounts include Mar- Museum of Science and Industry. 
. ay word". garet Benson skin preparations, 


Elasticity Company, Era Watch y 
Company, Harkin Affiliates, Gold 


Bros., Kovax Products, Novo Pro- 
SCHENECTADY ; cess Company, Gale Products and CANNES ; 
Metropolitan Stamp Company. f INC. 
Bass-Luckoff Moves PHOTO ENGRAVINGS OF QUALITY 


A Z E \ I Bass-Luckoff of Hollywood has 


= : moved its offices to larger quar- 
REYNOLDS-FITZGERALD, INC., National Representatives ters at 439 S. La Cienega Blvd., 
Los Angeles. 


547 SOUTH CLARK STREET, CHICAGO * WABASH 6284 
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SCHUTTER CITED—A. H. Rosenberg, 
Universal Match Corp. president, 
(right), accepts a citation on behalf 
of the Schutter candy division “for 
outstanding contributions to interfaith 
understanding and universal brother- 
hood" from the Cinema Lodge, the en- 
tertainment industry's unit of B'nai 
B'rith, Robert M. Weitman, president 
of the Lodge and managing director of 
the Paramount Theatre on Broadway, 
made the presentation, which was is- 
sued for the company's sponsorship on 
ABC of “David Harding—Counterspy," 
which frequently attacks bigotry in its 
mystery scripts. 


Home Planning 
Emphasized at 
Stoker Exhibit 


CuicaGo—To glamorize the op-. 
ration and adaptability of post- | 
var home stokers, a cooperative 
exhibit sponsored by the Midwest 
Stoker Association, the Chicago | 
oal Merchants Association and> 
ommonwealth Edison Company, 
last week demonstrated how coal | 
stokers can be planned for homes | 
vithout sacrificing cleanliness and | 
space. 
Fourteen exhibitors displayed 
heir stokers, while as a supple- 
1entary feature, Better Homes & 
rardens exhibited six miniature | 
unctional city homes. Successful | 
arming displayed a model farm 
1ome, while top-ranking designs 
bnd color renderings from its $24,- | 
)00 Chicagoland Prize Home Com- 
petition was shown by the Chicago | 
fribune. Also on view were two 
nodel basements showing how 
jin or hopper feed stokers can 
e planned to fit recreation facili- | 
ies in basement quarters. 

At least one exhibitor, offering | 
Vinkler stokers (U. S. Machine | 
‘orporation), showed graphically | 
ow it had overcome one major | 
toker annoyance, the shear pin. 
Vinkler stokers, the exhibit 
howed, are able to push not only 
oal through the tube leading to 
he actual fire, but will grind up 
ocks and scraps of wood which | 
night find their way into coal 


MNS. 


Resigns Castle & Cooke; 
© Merchandisers Hawaii 


A. Camp has resigned as 
Jantation stores merchandising 
lirector for Castle & Cooke, Hono- | 
to become associated with | 
Villiam Poland in Merchandisers | 
lawaii, in which he has acquired | 
| interest. He will also act as a} 
erchandising consultant, and) 
merchandise Hawaiian prod- | 
in the United States. 
Merchandisers Hawaii, located | 
005 Waimanu St., Honolulu, is 
erchandising and advertising 
cy representing about 20 
rican food, drug and tobacco 
ufacturers, including Chal- 
e Cream and Butter Associa- 
Ohio Match Company, Ben 
Products, Gerber’s baby 

s, Producer Rice Milling Com- 
J. B. Hill Feed Company, 
Meat Company, Iris Prod- 
Pacific Fruit & Produce Com- 

, Kip Corporation, Ball Bros., 
ert Products and Pacific Soap. 


cads Dr. Swett’'s 


iliam F. Mueller, advertising 
ager of Corn Products Refin- 


Company, New York, for six | 


Ss, has been elected executive 
-president and general man- 


wad = 


: | __430 j in th : | Newmark’s Advertising Agency, a = 
Nil Deodorant Page Ad | Daily Star, Windsos Ont. the 27th AFA Adds Six Membe vas ,| New York; C. Franklin Brown & a 
Tops ARF Best-Read List © study in the series. The Advertising Federation of|Co., Chicago; Times-Mirror, War- 


. | America has added the following} ren, Pa.; Claude Aniol & Asso- 
A full-page advertisement for | |to its membership: Humble Oil! ciates and Station KONO, both in 
Nil, new rons meat og Peay ees Stedfeld & Byrne Agency |& Refining Company, Houston;| San Antonio. 
use manufacture y the inner | . 
Mfg. Company, Omaha, appearing Formed in Cleveland 
in the March 13 issue of the Waco Stedfeld & Byrne, Inc., adver- | 
Times-Herald is the best-read|tising agency, has been formed | 
groceries (soaps and cleansers) | in Cleveland with offices at 1220 | 
advertisement percentagewise to|Huron Rd. Principals of the new | 
date, in the Continuing Study of | agency are Harold L. Stedfeld, | 
Newspaper Reading, the Advertis- | formerly with Fuller & Smith &| 
ing Research Foundation reports. Ross, and Hubbell Advertising | 
The Waco study was number 107} Agency, Inc., president; and Dick | 
in the foundation’s newspaper re- | Byrne, who has represented sev- | 
search project. /eral national publications since 
Featuring various home uses of | his discharge from the Navy, 
the new deodorant, the Nil ad | secretary-treasurer. 
stopped 33% of men and 51% of This Cleveland agency has been | 
women, and was the best-read | appointed to handle the advertis- | 
national ad in the survey issue. | ing of Van Dorn Iron Works Com- | 
The previous high in the groceries | pany, Davies Can Company and 
(soaps and cleansers) classifica- | Auto Arc Weld Mfg. Company, all 
tion scored men—11% and women | in Cleveland. 


FINE OFFSET LITHOGRAPHY 


FINE DETAIL THE VERITONE COMPANY 


57 W. GRAND AVE., ° CHICAGO 10 
WHITEHALL 5957 


L. A. NIVEN 
Associate Editor 


4 


* 
VIRGINIA MOORE 
Associate Editor 


ALEXANDER NUNN, Managing Editor 
Office: BIRMINGHAM, Alabama 

Ss E 2 2 E> ey Aas nae " —H TNE y 

JOE A. ELLIOTT Dr. CLARENCE POE, President & Editor WILLIAM C. LaRU 

Associate Editor Office: RALEIGH, North Carolina Associate Editor 


The True Strength 


OF ANY PUBLICATION IS ITS 
SERVICE TO ITS SUBSCRIBERS 


EUGENE BUTLER, Vice-Pres. & Editor 
Office: DALLAS, Texas 


— : . ; ; SALLIE HILL, Editor Home Department 
W. C. LASSETTER, Vice-Pres. & Editor N SUPPORT of this belief, The Progressive Farmer main- Office: BIRMINGHAM, Alabama 


Glee: BEBPUNS, Tennesse tains fully-equipped editorial offices at Raleigh, Bir- 
mingham, Memphis and Dallas. 


Twenty full-time editors and thirty staff contributors 
keep “‘in close neighborly touch’’ with the needs and desires 
of The Progressive Farmer’s one million subscriber- 
families (3,860,000 readers) in the 14 Southern states. 


“4 hf In addition to material prepared by staff members, ELIZABETH COLE JOHNNIE HOVEY 
* SiiuaeRiine” ted, temsiins Galles The Progressive Farmer regularly carries timely and in- Home Department Home Department 
re , teresting articles, features and stories obtained from 
leading writers and many correspondents, strategically- 
located throughout the South. 


Published monthly in five separate editions, localized to 
the farm and home interests of five distinct agricultural 
~— areas of the South, The Progressive Farmer provides 
— its readers with an intensely-localized editorial service DANNIE ORR LOUISE JEWNETT 
T. W. GODWIN GUYTON USSERY ; " : : 
Art Editor Asst. Art Editor which no other leading regional or general farm magazine Young Southerners Dept. Assistant Editor 
can claim. . 


Each of the five editions of The Progressive Farmer is 
carefully edited for its particular territory. The only edi- 
torial material appearing in every edition is that which is 
of general interest to the entire South. Thus, The Pro- 
gressive Farmer is a local magazine to each of its readers, 
with no wasted space in any edition on subjects foreign 


RUSSELL LORD 


W. F. JOHNSTONE 


EVELYN CULLER BETSY SEYMOUR 
Assistant Editor Forum Editor to local needs. Home Department Assistant Editor 


~~ Your advertising in The Progressive Farmer makes 


you a good neighbor to your prosperous Southern cus- 
tomers .. . it serves to convince them that your 
product is fitted to their particular needs. 


4 ag 
; 
¥ 
& 


B. Hoffman Louise C. Allen 


B 


wtb 


a a " 
Frank Joyce Dr.W.T.Oglesby Glenn Rutledge Winifred Leverenz 
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V.E. Davison R&R. H. Driftmier 
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D. M. Seath A.j.Sims Keith Hincheliff Price Hobgood Dr.J.W.Holland RussellA. Hunt Fred J. Hurst 
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¥.& Hutcheson D.F.King RichardC. Miller J. H. Neal Lon Riggs Rev.J.W.Sells W. 6. Starr Or.B.E.Washburn 


Advertising Offices: BIRMINGHAM + RALEIGH - MEMPHIS + DALLAS +» NEW YORK « CHICAGO 
Pacific Coast Representative: Edward S. Townsend Co., San Francisco, Los Angeles 


BE of Dr. Swett’s Root Beer | 


ipany, a subsidiary. 
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Magazine Ad Costs 


has found 
1913-1946, inclusive. 


in a 34-year study, 


from 14 in 1920 to 35 in 1946. 


Advertising Age, May 19, 1.47 


The $2.57 black-and-white page| F OUF-Color Magazine Rates and Cosis 


Drop In 25 Years, - the same period the four-| rate in 1946 compares with $2.63 ae. 
‘ color magazine page rate per 1,000 | in 1945 and $2.61 in 1944. In only Average Average Rate | 
MAB Study Finds -has been halved, from $7.99 in|seven of the 34 years did these! _ No. of Cireulation 4nDelee Daibe Pes 
1921 to $3.57 in 1946, the bureau | magazines offer a lower black-and- | *°** — eS), ee 1m 
New York—The cost of the points out in “MABriefs.” |white rate. Starting with $2.47} 1921 13 ex: . er at vs 
average magazine black-and-white | The study covers “advertisingly | in 1913, it dipped to a record low | 1922 12 8.1 46.250 5.6 
page per 1,000 circulation has|important magazines” of each| mark for the entire 34-year period | 122° ae 11.6 67,729 5.8 
declined consistently from a peak | year. For black and white this|of $2.43 in 1914, stayed under i986 18 ‘aa Lage 4 
of $3.74 in 1921 to $2.57 in 1946,| group ranged from 15 in 1913 to| $2.50 for the next two years, and | 1926 21 22.4 naas ie 
the Magazine Advertising Bureau|36 in 1946, and for four-color| then climbed to $3.74 in 1921. rnp 22 26.1 120,764 4.8 
Then the black-and-white trend | 1235 4 yr po te 
moved steadily downward to $3.11 | 1930 27 30.2 rents be: 
in 1929 and $3.03 in 1933 and| 1931 27 30.8 146,179 4.7 
ADVERTISERS — TAKE HEED $2.68 in 1939 to $2.50 in 1942. | 1982 = + 148,539 47 
; The 1946 cost, MAB shows, “was | 1934 28 Hp a hy og 
You cannot fail to overlook the opportunity of securing G.I, || nearly 20% lower than in the pre- | 1935 29 31.7 139,763 441 
surplus HELMET LINERS for distribution as sales stimulants. | depression period of 1925-1929, | 132° 4 — aoa ef 
¢ 'and actually lower than in 1939.” oaae z _ pte #12 
Several thousands of these liners are available at negligible cost Weus-by-teas 1939 31 43.0 165,480 3.8. 
to be used as advertising aids. ee ee ee 1940 32 46.3 170,955 3.69 
Costs per b&w page per 1,000 | 194! 32 49.4 176,249 3.57 
STENCIL THEM PAINT THEM DECAL THEM for the entire period were: 1943 3 oa? 198087 He 
GIVE THEM — AS IS 1913 .....2, $2.47 1920 ....... 3.19| 1944 24 52.5 192,872 3.67 
pcr eae me” Ge 3. - 3s: 3.74| 1945 35 2 5.596 3.67 
THEY'LL GET AROUND 1915 se... 2.49 1922 0.0... $3.33 | 1946 35 87.9 206,925 3.5% 
ere > oe 3.23 “ 
RUSS EQUIPMENT CO. 300 W. 21st ST., NORFOLK, VA. ++ 3.59 1934 ....... 3.27 
1 RS oe on 3.26|1927 ....... 3.17 1929 ....... tt eer $3.19 1939 ....... 2.6 
Rees ROY < TOMB ce issaen 3.18, 1928 ....... S35 0008 ....... SAT SONNE occsces: MAE WORE v5cccs $2.61 
TSEe cccsias BS 1941 - 2.54 
« "ease S06 1968 ......; 2.5 
eR 2.95 1943 2.54 
| UG gies 2.88 1944 ....... 261 
}2087 2044. 2.86) 1945 ....... 2.69 
co ere 2.85) 1946 ....... 2: 
In 1920, when inside four-color 
first was offered generally in 


DVERTISING” 


No Longer a Slogan 


... It’s the Life-blood of Your Industry 


To the critics of advertising there is only one potent defense: TRUTH. Truth 
in labelling, in advertising copy, in illustration, in radio script, in publicity. 

To those advertisers and advertising agencies who realize the importance 
of using advertising’s most powerful defensive weapon, the United States 
Testing Company, Inc., one of America’s greatest scientific laboratories since 
1880, offers the following three proposals: 


@ Submit all advertised products to us for scientific test and analysis. Keep our 


certified test report in your files for your own protection against attacks 
from any quarter. 


every new campaign. 


Let us check all advertising claims made for such products in advance of 


Let us help the advertising industry organize a Certified Group of national 


advertisers whose advertising will be checked and certified by us for scientific 
accuracy on a regular basis. 


We shall be glad to discuss these pians with interested executives, whether 
advertising agency men or national advertisers. Write or phone. 


ESTABLISHED 
1880 


{. PRILADECPHIA, PA . BDSTOM, MASS. « 


MPANVAINGS 


NEW JERSEY 


WOOMSDCKET 8 + «+ CRECAGG ILL + MEW YORK, NY 
porsennenoennnnernervnnsoernvennseonrmscsonerenseeenrseoeenorsuseereernasstecreweprsiecenermnaated 
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/major magazines, MAB reports, 
the four-color rate per page per 
1,000 was $5.88. In the next year 
it leaped to $7.99, then dropped 
to $5.68 in 1922, rose to $5.86 in 
1923, and has been consistent}; 
lower every year since—to $4.7() 
,in 1929, $4.57 in 1933, and $3.49 
in 1942. 

Then the four-color rate rose 
to $3.57 in 1943, was at $3.67 in 
both 1944 and 1945, and went 
down to $3.57 last year, as shown 
in the accompanying table. 


Use of Color Rises 


The bureau then shows how 
|four-color costs in the last 22 
years have decreased even faster 
than b&w costs: In the 1925-1939 
|period they were 52.1% greater 
|than black and white; by 193)- 
| 1939 the premium had been cut t 
46.5%; and by 1946 it was down 
to 38.9%. 

In 1939, the bureau says, 12.6 
of all inside linage carried by 72 
leading magazines was in four 
colors. By 1946 the four-color 
proportion in these magazines had 
irisen to 26.3%. “In that seven- 
| year span, there has been an in- 
‘crease of 327% in four-color linagé 
\in these magazines, of 144% in 
| two-color linage, and of only 62‘ 
| in black and white linage. In 
'other words, four-color advertis- 
|ing has gained about four and 4 
|half times as fast as all other 
| advertising.” 
| MAB believes that “it will be 3 

good many years before news- 
papers will be able to compete 0! 
anywhere near an equal plane 
with magazines in offering four 
colors to the advertiser”; cites < 
recent Scripps- Howard § survé! 
|which showed that “only 
| papers in the entire country take 
four-color advertising,” and finds 
|obstacles to newspapers’ progress 
with color. 

Some of these, the bureau ©x- 
plains, are: “Quick-drying i:k: 
are required; few multiple-c: lo! 
presses are available; lack of wn! 
formity in rates; many papers re- 
quire a minimum of a full-p.s 
insertion; often poor register 
wide variation in ink shades, 
availability of color, market 
market, shows no logical pat 
for a national advertiser.” 


To Frey Agency 


Charles Daniel Frey Adve) (s- 
ing Agency, Chicago, has en 
named to handle the adverti i" 
of Easterling Company, Chic. 
national distributor of ster im 
flatware. Howard W. Ander->0! 
formerly free lance art direc'0! 
has been appointed art direct 
the agency. 
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NAB Groups Hit 
Agency Discounts; 
Will Support BMB 


CuicaGco—Opposition to 2% dis- 
counts to agencies for prompt pay- 
ment, continuation of radio sta- 
tion circulation measurement, and 
a strong bid for liberalization of 
FCC policies regarding radio edi- 
torializing were voiced through 
resolutions voted at a meeting 
here of the 8th, 9th and 11th dis- 
tricts of the National Association 
of Broadcasters. 

Opposition to the payments of 
2% discounts was based on the 
principle that such discounts 
would increase cost of operations 
of broadcasters, and result in 
higher rates for radio advertisers 
without additional advantages for 
either broadcaster or advertiser. 

Although the resolution regard- 
ing FCC policies on editorializing 
asked only that the NAB board of 
directors “make every effort to 
secure early FCC liberalization of 


Mankato, Minn., was named di- 
rector for District 11. District 8 
did not hold an election. 


Joins Royal & de Guzman 


| John B. Doriss has resigned as 


Evans Names Mercready 
Evans Engineering Corporation, 
Waukesha, Wis., new division of 


facturer of special bearings, has 
named Mercready & Co., Newark, 


Magnolia Metal Company, manu- | 


ee he to direct its advertising. 
director of advertising for TACA | iniiasianialice oasis 


Airways Systems to join Royal & e ™ 

de Guzman, New York advertis- | Seidel Names Weiss 
ing agency, as account executive; Florence Weiss, 
in charge of transportation ac-| past five years has been produc- 
counts. 'tion manager of two New York 
advertising agencies, has been 
named account executive of Seidel 


Appoints Kloster Advertising Agency, New York. 


‘ John A. Kloster, formerly pro- 
uction manager and printing) . 
buyer of John Falkner Arndt « Joins Breese, Enloe 

Co., Philadelphia, has joined the| Richard Boebel, recently re- 
Kipe Offset Process 
New York, as 


representative. Smith, New York. 


who for the} 


) Company, | leased from the Army, has joined | 
its Philadelphia the staff of Breese, Enloe & Elliott- | 
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THE BEST WAY TO REACH 
“16,000,000 BOWLERS 


Tell Your Story in Rowling 


Over 37,000 circulation, including 25,000 league and 2515 
city association officials. The only magazine with 100% 
coverage of 5336 certified Bowling establishments. Bowling 
market, wide open after four war years, produces $291 ,000,- 
000 annually — three times as much as pro baseball. 
Write for our latest rate card today. 


e Official Publication of e 
Wi), V4 AMERICAN BOWLING CONGRESS 
GJ 2200 NORTH THIRD STREET 


MILWAUKEE 12, WISCONSIN 


THE BOWLER’S MAGAZINE 


policy .. .,” Justin Miller, NAB 
president, declared that the FCC | 
has assumed many of its powers | 
by its own volition, and that | 
prompt action by broadcasters 
could have prevented the present 
over-all regulation. FCC, he 
pointed out, was originally 
charged with allocation of fre- 
quencies, and its expansion has 
been in some cases without justifi- 
cation. 


Urges BMB Continuance 


Regarding the decision facing 
the NAB board of directors as to | 
whether the Broadcast Measure- 
ment Bureau should be continued, 
Hugh Feltis, president of BMB, 
warned the group that, without | 
renewal of subscriptions by radio 
stations, BMB would by August) 
reach a deficit of about $20,000. | 
Urging its continuation, Mr. Feltis | 
told the group that BMB is con-| 
sidering a plan whereby it would 
be able to estimate a daily aver- 
age on station circulation. He did | 
not disclose details of the plan 
now under consideration. 

He pointed out that BMB’s next 
survey could be available during 
the latter half of 1948, although | 
future plans would provide for | 
an annual study. Although cost 
of the next study will be about the | 
same as that for the one re- 
leased this year, it is probable, 
he said, that scaling of subscrip- 
tion prices will be more detailed. 
There will be additional break- 
downs in the price scale to dis- 
tribute costs more equitably. 


Includes FM in 1948 


He said that annual surveys 
would reduce the per-survey cost, 
and also pointed out that the 1948 
measurement would include FM 
circulation. BMB, Mr. Feltis de- 
clared, will stick to its 10% ac- 
C 


‘uracy margin, and warns users 
its measure that, below 5%, its 
accuracy is questionable. To re- 
port down to less than 10% would 
inerease costs beyond the point of 
proportionate usefulness, he said. 
Tie three districts resolved jointly 
tiat the BMB should be con- 
ued. 
Another resolution pointed out 
it broadcasters are faced with | 
growing problem of fees being 
vied on radio broadcasts by tax- | 
pported colleges and_ public 
10ols, for the privilege of broad- 
sting certain activities. It urged 
‘iat a survey be made of the 
uation as it affects each member 
the NAB, and that a report be 
£ven at the NAB’s annual con- 
ntion in September. 
At the meeting, Charles C. 
Caley, of WMBD, Peoria, IIl., was 
med a new director for District 
and John F. Meagher, of KYSM, 


One out of every 15 readers 
returned this questionnaire 


“Be'Sure to Fill ima Mail This Report | 
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When more than 7% of a business magazine's readers 
fill out an insert that looks like a tax form, that's the kind 
of action that is important to advertisers — especially 
when those readers are the leaders in the field. 


Bound in the January issue, The Progressive Grocer 
annual business questionnaire asks about sales, employes, 
lines handled and operating methods. Like other business 
men, food retailers usually are reluctant to reveal their 
figures. Yet, voluntarily, 4,600 of the nation's biggest food 
merchants sent us confidential details of their business. 


There must be a reason for a response like that — and 
there is... 


where the best retailers in the food trade 
get their best selling information 


The 65,800 supermarkets and big service stores who receive 
The Progressive Grocer average annual sales of $120,000 com- 
pared to less than $20,000 for the independents and local 
multiples not covered. Add to that 4,400 key wholesale execu- 
tives, buyers and salesmen; 1,400 buying executives of corporate 
chains, 1,180 brokers and 160 retail and wholesale associations 
and you get coverage of 72,900 key merchants who sell or 
directly influence the sale of 90% of the volume of grocery 
and combination stores. 


More of the best food merchants in the country consider 
The Progressive Grocer the outstanding authority on the 
retail food business. It consistently gives them sound, 
down-to-earth information they can use in their own oper- 
ations — sales, merchandising and working information 
that tells them how to do more business and how to make 
more money. It’s their handbook. They read it. They rely on 
it. They keep it for reference. And they respond — to sound 
advertising as well as to sound editorial material. 


That's why advertisers use more pages and invest more 
advertising dollars in The Progressive Grocer than in 
any other food trade publication. It gets action. 


The national magazine of the food trade 


PROGRESSIVE GROCER 


New York + Chicago + San Francisco + Los Angeles 


Just off the press! FACTS IN FOOD AND 


GROCERY DISTRIBUTION —1947. A data- 
packed book on the latest in food stores, sales 
and distribution. For a free copy, write: Indus- 
try Service Department PA. The Progressive 


Grocer, 161 Sixth Avenue, New York 13,N. Y. 
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In this big crowd-"~ 


there are lots of 
customers for YU 
T You 


And among the more than 1,300,000 families who 
read Our Sunday Visitor and The Register are thous- 
ands who will respond to your advertising when they 
see it on the pages they read so regularly and so 
sincerely, with full confidence in the editorial features 


that provide information, guidance, and inspiration. 


C. D. BERTOLET & CO., INC. 


Advertising Representatives 


NEW YORK 
110 E. 42nd, Rm. 803, Lex. 2-6176 


CHICAGO 
30 N. Dearborn St., CENtral 0481 
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cards already available, which re- 
tail at 25 cents apiece. Mercha: - 


Hallmark Starts 

2 | ; 2 dising hel included, such as 
Comic Section _| ising Relps are imeludea, such 2s 
Ads for Dolls play rack, window streamers, 


merchandise bag and newspaper 
| Kansas Citry—Hall Brothers, | mats. 

\Inc., believes it will set a new! Foote, Cone & Belding, Chicag», 
| precedent for greeting card manu-| handles the account. 

facturers May 25 when it adopts We FESR 
|mewspaper comic section adver- . 

| tising to market a new line of Two Name deSauve-Pine 
| Hallmark dolls. Penrod Novelty Company, 
| ‘The new series, for year-around Providence, distributor of wom- 
‘sale, is made up of greeting card|©”’s garments, and Albright 
interpretations of the favorite Motors, Inc., Providence, auto- 


: motive sales and service, have 
story book people and fairy tale| appointed deSauve-Pine & Asso- 


figures, printed in full color. Be-| ciates, Providence, to handle their 
sides their introduction through | advertising. 


the comic pages, Hallmark dolls aa 
include a number of other “‘firsts’’: . 

They’re said to be the first cara, WMLO Appoints Four 
figures whose costumes are com- Bs on BB ily Psa ag 
plete on the front and back of the - A rs 
card; they’re the first with new WMLO, Milwaukee’s newest radio 


: . : station. Al P. Strauss has been 
rhymed versions of the old stories, /named local sales manager of the 


and they’re the first greeting cards| station, Gordon Salzman, com- 
children will treasure as perma-| mercial manager, and William 
nent gifts. | Travis, general manager. 
The doll series was introduced eee 

with a four-color ad in the comic; Foyr A’s Council Elects 

| section of the May 11 Kansas City | A. W. Seiler of the Cramer- 
| Star, and the same copy will run) Krasselt Company, Milwaukee, 
|'May 25 in Puck—the Comic! has been elected chairman of the 
Weekly, 17 papers in the Metro-| central council of the American 
-politan Group, and the Omaha/| Association of Advertising Agen- 
World-Herald, Dallas Times-Her- | cies. R. B. Barton of Batten, Bar- 
ald, Miami Herald, Oklahoma City | 0", Durstine & Osborn, Chicago, 


Oklahoman, Denver Post and Tele- | Allg Waist I Walter Thome. 
' gram, Portland, Me. Other inser- | “ Oy 


|v . re son Company, Chicago, is secre- 
tions may follow if the initial re-| tary-treasurer. 


sults are satisfactory. Acitinamatminiiias 

The newspaper campaign will | ohnson Joins ‘Tribune’ 
be coordinated with the Hallmark J Rohavt Aye pea 
radio show, “Reader’s Digest | . ‘ son, formerly as- 


: a |sistant advertisi 
Radio Edition,” broadcast over the Chicas " hae Cie _ 


full CBS network, with a movie| joined the advertising department 
star favorite of the young set to! of the South Bend Tribune. 
appear as guest on the May 29 


broadcast. The doll cards also Chapman Forms Agency 
will be mentioned frequently on Louis Chapman has formed an 


subsequent commercials. advertising agency in Milwaukee, 
A dealer broadside pictures the to be known as Chapman Asso- 


opening ad and the eight doll) ciates, at 1909 N. 12th St. 


Business levels remain high in San 
Diego... higher than State or Nation. 
(See your May Sales Management 
Survey of Buying Power). Add this to 
newsprint problems and you see why 
schedules are sometimes interrupted. 


The fact remains ... this major 
American market is reached best with 
just one “buy”... the San Diego 
Union and Tribune- Sun! 


1947 City Population 
(Metro Area) 480,000 


1947 County Popula- 
tion 560,000 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc 


New York « Chicago e Denver « Seattle 


Union-Tribune Publishing Co. 
— San Diego12, California. 


Portiand e San Francisco e Los Angeles 
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Need for Market 
Research Stressed 
at Eastern Parley 


Greatest Competitive 
Era Ahead, Atwood 
Tells Conference 


Boston—The need for thorough 
market research, to develop sales 
potentials to the highest possible 
degree, is greater than ever now 
as we face the competitive era 
ahead, industry was warned here 
at the New England Marketing 
Conference. 

The conference was sponsored 
by the New England chapter of 
the American Marketing Associa- 
tion with the cooperation of the 
Advertising Club of Boston, the 
Sales Managers Club and the 
Technical Advertising Associa- 
tion. 

The greatest “era of competi- 
tion in the history of the world” 


is now starting, Paul W. Atwood, | 
Stewart, | 


managing partner of 
Dougall & Associates, told the con- 
ference, and he said that “unless 
an industrialist has a thorough 
knowledge of the entire market 
for his product he may become an 
early victim in the competitive 
business war.” 


Supports Bonus Plans 


He urged that careful study be 
given the incentive bonus plan 
for salesmen, in the interests of 
giving the salesman a means of 
developing his own fortune and 
thus goading him to seek new 
fields for the product he is sell- 
ing. 

“With an incentive to spur him 
on,’ Mr. Atwood declared, “the 
ordinary salesman of today could 
become the super-salesman of to- 
morrow. Such a system worked 
to the advantage of the entire 
nation in the shipyards and war 
plants in this very section during 
the war. 

“At that time, additional money 
was given men who completed 
specific jobs in less time than 
such a job would have been fin- 
ished under ordinary 
stances.” 

E. C. Whittemore, executive 
vice-president of Bennett, Wal- 
ther & Menandier, Inc., 
agency, also cited the need for 
developing market research to 
fulfill sales potentials. 


Describes Actual Studies 
He presented in detail two spe- 


circum- | 


Boston | 


cifie cases where careful analysis | 


of the consumer and the market 
opened up entirely new fields for 
selling. One of these instances, 


he said, developed a tremendous | 


market for a quality product 
among the so-called low-income 
group, and he urged that a par- 
tcular study be made of the buy- 
ing habits of this group. 
His firm was engaged, he said, 
do market research for a com- 
pany selling atomizers which had, 
during the war, lost all its sales 
records. The researchers went on 
tne delivery trucks with the prod- 
‘t; went into stores and inter- 
v.ewed purchasers at the counters; 
vent into women’s schools to 
iestion users. They found that 
rne out of 10 women received 
e atomizer as a gift, and this 
‘nabled the company:to build its 
mpaign on the “gift” angle. The 
searchers also found out that 
ght out of 10 women wanted the 
omizers to be decorative so that 
ey could be kept in view on 
ieir dressers. 
The same technique was used 
study a superior grade flour 
hich was already enjoying an 
«tensive sales program. Its price 
as a little higher than the aver- 


+ 


age and it advertised only in the 
better papers and magazines. 
When one advertisement in news- 
papers with circulation among 
low income groups brought re- 
sponse, researchers went into the 
homes, found that these were the 
people who could really appreciate 
a superior flour, who made their 
own bread and knew what they 
wanted. An additional market 
was thus developed. He cited this 
case to emphasize the possibilities 
of the low-income group. 


Tells Raincoat Story 
Researchers who made a sur- 
vey for a firm manufacturing rain- 


coats, Mr. Whittemore declared, 
found that fishermen, for whom 


the coats were designed, were not 


the chief buyers. The firm had 
thought that fishermen, truck 
drivers and others working out- 
doors in all weather conditions 
were the bulk of their buyers. 
The researchers found that the 
bulk of the buying was being 
done by industrial users for men 
working near oil vats, chemical 


| plants or inside water pressures. 


The firm revamped its entire sales 
|and production schedules, began 
| to specialize in heavy aprons, and 
| quadrupled its business in six 
months. 

Wroe Alderson, marketing and 
management counsel, Wroe Alder- 
son, Simon & Sessions, Philadel- 


Names Ramsay, Lyon 


Harvey L. Ramsay, sales man- 
ager of Porter-Cable Machine 
Company, Syracuse, has been ap- 
of 


merchandising. Douglas 


71 


Appoints Norman 


Kelso 
San Francisco agency, has been 
appointed to direct a magazine, 
pointed vice-president in charge | newspaper, 
M. | campaign 


Norman Organization, 


; radio and _ outdoor 
in western states for 


Lyon has been named to succeed | Golden Grain Macaroni Company, 


Mr. Ramsay as sales manager. 


San Francisco. 


phia, told the conference that pre- 


war bargains are a thing of the 
past for the American buying 
public because of the stupendous 
debt incurred during World War 
II. 

He predicted continued high 
prices for all goods, and said that 
it is the opinion of some of the 
country’s foremost economists that 
the old, prewar price level will 
never return. 


Time Grants Commission 


Time, Inc., has announced that 
on commercial motion pictures 
made by its subsidiary, March of 
Time, a 15% agency commission 
will be granted “in recognition of 


‘the agencies’ promotion of com- 
|mercial films.” 


IN PITTSBURGH AND 


MONRor 7080 


80135 AMERICAN 


BUILDER READERS 


DEC. 1946 aac 
ie ge 


Covering the sale of Building Material 


The December, 1946, ABC figures show 
80,135 subscribers—the largest circulation 
and the greatest concentration of buying 
power obtainable in the building field. 


Advertisers reach an influential audience at 
every strategic point in light construction. 
All must agree to the worth of a product if it 
is to move to market at a profit. 


JOBBERS IN 
BUILDING MATERIAL 


Ves -. 
a 
Thousands of carloads of building materials 
are onthe road to jobbers, whose executives 
and salesmen read American Builder. 


= “DEALERS IN 
4 BUILDING MATERIALS 


American Builder reaches more than 14,000 
retail lumber and building material dealers 
and distributors who handle more than 85% 
of the volume. 


AMERICAN BUILDER 


covers and influences the flow of 


Building Material from the Manufacturer 
to the Finished Job 


wal M 


YH yoga Wrly does 


‘ sy ) ydyhe 


American Builder readers are concentrated at every vital point of sale for building material, equip- 
ment, and appliances. In the American Builder, the manufacturer's sales story reaches all im- 
portant buying factors. The distributing army must be sold so that the product is stocked locally. 
Acceptance by the contractors and builders must be gained so that the product flows smoothly 


to the actual building job. 


Here, you can reach more than 45,000 
contractor and builder subscribers who 
specialize in light construction. Whether they 
build for sale, for rent, or on contract, in 
any area, in every area, in 2,714 counties of 
the 3,071, in the U. S., American Builder 
readers dominate the market. 

Back of the builders is their line of 
supply—more than 14,000 wholesale and 
retail outlets who supply more than 85% 
of the volume. American Builder supports 
their interests in the special Distribution 
Section in each issue. 

Such readership must be earned 


American Builder editors work in the field 
on the building site with active building 
men. Their first-hand information is trans- 
lated for the needs of the wholesale and 
retail trade. The editorial pattern is one 
which many advertisers could follow in 
offering help to the building industry. 


American Builder Readers Plan to Start More 
than One Million Units in 1947 


Send for Market Study No. 11, a truly repre- 


Send for your copy of 
MARKET STUDY No. 11 


NAME 


sentative cross-section of building condi- 
tions, made in November, 1946. See how 
many homes were started by professional 
builder readers of American Builder in 1946 
and how many were completed—together 
with the projection, based on builders’ 
plans, for more than 1,120,000 residential 
units to be built in 1947. 

The Report gives the number of single 
homes built in 1946 for sale, rent, or on con- 
tract, and estimates for 1947. It also covers 
apartment units and comments on commer- 
cial building potentials. It gives builders’ 
opinions on pre-fabrication. It — on 
who writes the specifications for building 
products and equipment. 

Theconstruction equipment that builders 
plan to buy is a ep, of the survey. It 
covers trucks in use and needed, and fifteen 
other types of equipment required from 
radial saws to Cement mixers. 

Market Study No. 11 is unquestionably 
the most comprehensive study to be made 
by private sources for many years. Write 
now for your copy. 


AMERICAN BUILDER 
105 W. Adams St., Chicago 3, Ill. 


Please send my FREE copy of “Market Study No. 11." 


CONTRACTORS 
} ’ | 
euiLoERs | 


4 


American Builder reaches more than 45,000 
builders of light construction — the largest 
and strongest list of volume buyers reached 


by any magazine in the bu 


CHICAGO 3, ILLINOIS: 105 WEST ADAMS STREET 


ilding field. 


COMPANY. 


POSITION 


-BUILDER 


1S-BOARDMAN PUBLICATION 


NEW YORK 7, NEW YORK: 30 CHURCH STREET 


NEW YORK 
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Rejoins ‘New World’ 


R. E. Threlfall has rejoined the 
advertising sales staff of the New 
World, Toronto illustrated maga- a a 
zine. Mr. Threlfall left the pub- . : . 
lication in 1944 to join the ad-|Joins Ad Service 


vertising department of Liberty. | 


|ing in a sales and advertising 

: . | capacity with the Robert A. Johns- 

Hits New High /ton Company, Heil Company and 

The London Daily Express re-|L. J. Mueller Furnace Company, 

ports that its circulation reached | Milwaukee, has joined the Mil- 

a new high April 16 with 3,872,- waukee Transportation Advertis- 
140 copies. With the increase, the| ing Service. 


|circulation of the Daily Express 
is believed equivalent to the com- 
bined circulations of the Daily 
Mail and News Chronicle. 


Roy Des Jardins, formerly serv- | 


the St.Paul Dispatch 
and Pioneer Prese are 
the Only Daily Papes 
Read by 9O% of the 
331,000 people in 
the St.Paul A.B. C. 
city zone , 


*Less than 10% of the people in the St. Paul 
City Zone read any other daily newspaper. 


RIDDER-JOHNS, INC.—Nofional Representatives 
NEW YORK CHICAGO DETROIT T. PAUL 


iF 
342 Madison Ave. Wrigley Bldg. Penobscot Bldg. Dispatch Bldg. y 


eh Sea 
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|tinger’s familiarity with the| 1940, to become vice-presid 
|theater is evident from many of| and copy director of Kenyon 
his observations. Eckhardt. Mr. Carson is presj- 
The hard-pressed, non-technical | dent of the Copy Research Cou). 
-adman will find the opening chap- | ©" 
ter, “Tools of the Trade,” a good,|_.. ‘ 7? 
New York—The first compre- readable discussion of how tele-| Mills Jr. Joins Sweeney 
| hensive technical discussion of all| Vision works, and many artists | Ray Mills Jr., formerly asso: i- 
the facets of television produc-|and copywriters are likely to be! ated with his father’s agency, R y 
tion has been put together in| intrigued with the chapter on pic-| Mills Advertising Agency, Ai- 
“Television Techniques,” to be| torial composition and continuity. | burn, Me., has joined the John \. 
published by Harper & Brothers| There are other chapters, all well | Sweeney Company, Boston, pub- 
May 21 ($5). ‘illustrated, both by photographs lishers representative, to special. 
Although the book is designed|and drawings by the author, on|yo,0n ‘he new magazine, United 
primarily to be of service to tele- | video techniques, television writ- | ot ae 
vision producers and writers, its | ing, directing and producing, pro- | “Wi 
| general discussions of television | ducing the play, motion pictures | Wayne Names Williams 
productions, and particularly its|and film integration, and televi-| Mrs. Charles H. Williams, for- 
chapter on pictorial composition | sion lighting. fw advertising manager of 
and continuity, will undoubtedly| The book is of the “handbook” ge ddlyg 5 seeeren._ Sart 
: : : ; store, has been appointed to 
prove interesting to everyone in type, with numerous examples |the executive staff of Tucker 
any way involved in television. |and a vast amount of practical) Wayne & Co., Atlanta agency. 
The book was written by Hoy- | how-to-do-it material, rather than | ——_____ 


land Bettinger, currently a con-| general discussions of principles. Otto Elects Beyea Vp 


sultant on television program- Archibald L. B ; 
rn Mg B eer get erat tae Carson Joins KE scotumt ote Mr ng Sy eats oh 
G-E ccaeitesen chalaae Weteia “4 Gerald H. Carson has resigned|rector of the agency, has been 
Sch tad I Oe » “| as vice-president and director of | elected a vice-president of Robert 
chenectady. In addition to his | copy of Benton & Bowles, New| Otto & Associates, New York ex- 
television experience, Mr. Bet-| York, a spot he has held since! port advertising agency. 


Video Techniques 
Explored in New 
Bettinger Book 


eo 


° 


dvertising men, buyers of lithography, 


° 


need a full measure of “know” to buy better 


lithography --. and your lithographer, a much 


° 


Collins Miler & 
© Hutchings 


greater “know” to produce it better! That’s one 


° 


of the things Haynes does every time... 
° 


° 
does it better! 
° 


° 


Thee s a Mayes Keo 0 hel pre Ga + @ beer: 


ATLANTA: 501 HAAS-HOWELL BUILDING ¢ Phone: CYPRESS 427 


BALTIMORE: 30 WEST 25TH STREET * Phone: BELMONT 086 


WASHINGTON: 1140 EAST-WEST HIGHWAY, SILVER SPRING, MD. © Phone: SLIGO 800 
NEW YORK: SUITE 303-4, 424 MADISON AVENUE © Phone: PLAZA 8-274 


PHILADELPHIA: NEW OFFICES ARE BEING READIED NOY 


~S ~ 


S 
es 


FOR CLARITY, COLOR AND Consistent quatity.. HAYNES eemmanleniel LITHOGRAPH CO., INC 


IN SILVER SPRING, MARYLAND, 


_— 
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F. ' i a a « : ton, who has resigned because of 
" « {Video Programs’ Names Campbell-Ewald ‘Song Hits’ Picks Appoints Carter in henlh. Bév Dosmbee Giee wan 
Campbell-Ewald Company, De- John R. Carter has been ap-| direct the advertising and will 


o- [Center Is in West, _ tit, has been appointed to handle Leqders in Radio _ pointed men’s wear coordinator of continue as editor of the “Paper 


advertising and promotion for the Eastern-Columbia - Pacific Stores) News Poster.” 
7 7 | Detroit & Cleveland Navigation with temporary offices at 855 S. : onan 
Woods Maintains Company, which, under new man- for Past Decade Broadway, Los Angeles 14. He) 
j HoLLywoop — Television pro-| agement, plans to double its Great New YorkK—Song Hits is cele-| Was previously connected with | aie : 
SO\\- Boramming will find the key point | Lakes cruise service through the} prating its 10th anniversary by | Buying Service Company, Ark-— pee 
Ray of the nation in the West, with | 2ddition of another ship. Henry T. naming the 10 outstanding enter- | W778 ge Ben cpmgpns Ba ee ad Cir ulation 
sik’ ; ) 


wal esi of th | Fabrics i rs, fe wee 
‘Avr Pxollywood as the center, Mark | Who ‘started his business “career |tainers in radio during the past/ Roebuck & Co, | aN os 
pub. Woods, president of American with 10 years’ employment by the | 10 years. —__—_——_— : us i} A58... 
cis]. @Broadcasting Company, declared | steamship company, will direct The list, based on readers’ re- Pool N A of he esie Bat 
nited Phere last week. | the account personally. quests for pictures and stories, is: |“ 0O*© “ames Aagnew | ee os 
The network executive, meeting | Bing Crosby, male singer; Kate| .J: Jeffrey Agnew, formerly di-| 


with press representatives, infor- | : Smith, female vocalist; Guy Lom- | V/si0n purchasing agent of Cana- 
ms mally discussed such general | Issues Marketing Chart | bardo, dance music; Duke Elling- dian Industries Ltd., Montreal, has 


among top-flight executives 
concerned with store and 


for. giopics as building plans, televi- Research Company of America, | ton, swing music; Xavier Cugat, adel waneene ar te @aaes business equipment, construc- 
of sion, business prospects and FM|New York, has issued its sixth Latin American music; Fred Allen,|Company, Toronto, manufacturer | ‘ siiedh aital tanned tle 

part- plans. annual “Basic Marketing Chart of | top comedian; Paul Lavalle, radio| of Royal ink products. coon pa soe 

2d to In his discussien of television,|the United States,” described by | conductor; “Superman,” children’s TERED cain ctnene, 


icker §Mr. Woods said that ABC will| A. Edwin Fein, general manager, | favorite: Ben Grauer | 
have television studios and equip-|@S_ a “compilation of workable | ey aitbbanes r “ © kp eeeygeoee- Dunbar Advanced 
ment under construction within | data designed to facilitate current | : Edson S. Dunbar, sales promo- | 


CHAIN STORE AGE 


12 months in New York, Detroit, |2%alysis of business contisions | tere oe eree audience par- tion manager of Crocker-McE}- | Administration @, 7 

Chicago, Sex Francisco pont Sos and trends.” All data have been | “!¢!P nll ge no , wain Company, Holyoke, Mass., | Combination ’ ‘OD: 
Dusly ’ | prepared for each state and geo- | The list is announced in the| has been named sales manager, = 
, qi. BAngeles. He added that con-) sraphic area. June issue, now on newsstands. | succeeding Thomas W. Harring- 


been struction will begin in the five | 
obert Hcities simultaneously and_ that 
- ex- §general plans are being worked | a 

on now, as well as sites, so that | i 
—— §everything will be in readiness. | ; 


Plans Own Movies 


ABC probably will produce its 
own motion pictures for television, 
so as not to depend entirely upon 
the movie studios, he said. These 
productions will be similar to the 
present “B” movies shown in 
theaters now. 

In talking about ABC’s building 
plans in general, Woods offered 
two reasons why the network will 
not build at present. The coun- 
try’s main need now is more 
homes — especially for veterans 
and their families—and he be- } 
lieves that if ABC begins building 
studios and office structures now, 
it will take away valuable mate- 
rials needed to build homes. An- 
other reason is the high cost of! 
building in the nation today. 

Touching on FM briefly, the 

Yr network head.said ABC is going 
right ahead with its plans for this 
medium and that he expects to 


‘ . in a surrey, 
+, Augustine in ee ‘ 
do r per ur in the U 
’ ° 


ae 


stately P 


mark the 


have FM interim operations ; The illars © aad. 
started in both New York and mount Vernom "7%. Washington's 
San Francisco within three “pack” door to 

@Ff months. 


Gaining on Others 


In respect to business _ pros- 
pects, Mr. Woods declared that 


k ABC has climbed ‘‘tup on CBS and = 
c NBC” and that it had been “quite . 
successful recently in signing new a 


business.” He pointed out that so j . 

far this year, ABC’s new business | a ry este if S h 0 | | ( a 

has been ahead of the same period ses 
ne last year and that 1946 was ahead . A - : ae 

of °45 from a business standpoint. | When crops are in, the farmer and his wife take an 


He emphasized that ABC not only 


earned vacation . .. catch sun, sand, surf, sea-air in the 
maintained its old business but 


zained during the two-year span South ... snow sports in Canada ... do Washington, ee i va.winter trip. 10 the 
ee 4 " “eee “- 5 ¥ mid- 2 
following the war. D.C., Acapulco, or Monterrey . . . visit farm friends in palm Springs: nr pee to catch the sun 
Discussing the general drop in Se ae ni 8 , : +. desert is o , 
e as . P “XAS ‘. a - — . _ " iforma 
» edi alwetiobas. Bie. Wools said Virginia, Texas, California . .. see the Yosemite, bis : 
the sponsor, because of removal Crystal Gardens, the Mardi Gras ... rest, relax, loaf, _. a? 
t the excess profits tax, is now have fun, sight-see, shop, spend ... 
shopping around to get a “best oe : é ‘ 
buy.” Traveling by plane, diesel-powered streamliner, ’ 
When asked about rumors that luxury ship, or the family automobile, the top farmers 
Marshall Field, Chicago publisher, me 1 like t | d ow thei sabe 
4 4 s9 - < . «we v < ; m4 c , us i Fi S 
ht be “buying into ABC,” Mr. get around, like to go places, do new things visi 
Woods replied that there have one of the foreign or U.S. travel spots regularly 
een no actual negotiations with . . : a , 
" described and pictured in SuccEssFUL FARMING. 
Mr. Field and that he knows of no ; | ae z ire 
1 intentions. He did say that A major travel market of fast growing significance, 
n the market is able to ab- top farmers with the time, temperament, and legal Kies adds to P 
» it, ABC will offer stock to its iby S F tl A Fish fry in we eae holiday: df 
iated stations and to the pub- tender are best covered by SUCCESSFUI ARMING ... With Colorado « ; *, ~ , ee 
. on a wide scale. more than 1,200,000 circulation concentrated in the 13 the excite 
- ° 7 , . c au 
ys Sane teabeeees agricultural heart states, N.Y. and Pa... with the largest 
— Profile Appoints Kastor yields, cash crops, investment in buildings and equipment, 
rofile Company, Chicago, the greatest backlog of spendable surplus ... best class 
086 ch is again making Profile : i : 
‘hin straps, has appointed H. W. market in the U. 8. today! For more data, call any office, 
Aostor & Sons Advertising Com- . . . ; , “.: 
. e > SUCCE TTY Ef . > S. euar . 5 : ag 
- 800 pany, Chicago, to direct its ad- UCCESSFUL FARMING, Des Moines, New York, Chicago, 
, ’e tising. National magazines and Detroit, Cleveland, Atlanta, San Francisco, Los Angeles. 
27 € vspapers will be used. 
ow 


Now Motorola, Inc. 
alvin Mfg. Corporation, Chi- 
NC aso, maker of Motorola home 
car radios and Motorola car 
eaters, has changed its name to 
TA Motorola, Inc. 
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the 


first of a series of magazine ads, 4, 
for Alcoa S.S. Company. 


“Voice of the Advertiser,” | 
issue of April 21, and enclosed the | number—it won’t matter. 


Hank Helm 3. 


| 


| 


rent travel folders and studied the | 100%. 


design and cut of their new ships | 
high seas in May, and having just 


returned from an 18-day cruise 


Creative 


perience.” 


| folders. 


Man’s general feeling | Everything was 


This department is a reader’s forum. Letters are welcome. 


Offers First-Hand Data 
on Those Travel Ads 


“To the Editor: Leave your affairs in such|cials of these ports—that is: If 
wrote a letter which appeared in| shape that if you take 10 or 12) the dock and cargo unloaders do 


days longer than the advertised | not want to work after midnight 


Be prepared—in South)|the ship’s officers can do will 
America, that is—to see the Good | make them work. 
Having read all Alcoa’s cur-| Neighbor policy in reverse . 


Very briefly, I formed a good | dined to get any work out of them 
(S.S. Corsair, etc.) due to take the many impressions of what I could | at all. These men infest the dining 
|expect from the travel ads and|salon and the bar from morning 
The Kodachrome photos| to closing—eating and drinking, 
which took 24 days, I have the| were the best, the copy was won-| all at the ship’s expense. 
following comments to add to the | derful, the cabins looked great. | The steamship company makes 
rosy—but 
about travel ads: | truth was slightly lacking. What) has no cruise director, no guides, 
1. Agency men who work on | the travel ads and folders did not /and does nothing toward the pas- 
such an account should take the! tell me was that the steamship sengers’ comfort or welfare while 
first cruise they can—for the “ex-| company docked at South Ameri-| the ship lies in port. 
'can ports for four and five days 
2. No one but tried and true each. The folders tell you “two | reproduced, is a gent relaxing in 


a 
eA, 


sailors (who do not get sea sick) | days each.” 
should ever board one of these) 
boats for a pleasure cruise. 


The ship’s crew and officers are 
at the mercy of the customs offi- 


or on Saturday or Sunday, nothing 


The country’s customs officials 
| have to be continuously wined and 


the | no provision for shore parties— 


In Mr. Helm’s ad which was 


_ 


~ 
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TIMELY TIE-UP—That Ford poster won a fortunate link with Stag beer on 
these outdoor boards in St. Louis. 


man. 


than Detroit’s Hal Newhouser. 


the 52 passengers took to their 


America. 


| 5) The twelfth in a series of frank talks about the aluminum industry and Alcoa 


“Half a ton of aluminum? Ridiculous!” 


But that was yesterday... 


Plenty of folks—even some in the alumi- 
num industry—have gotten in the habit 
of thinking about aluminum as a “baby” 
in the Metals Family. Probably that’s 
because of its youth in comparison with 
iron, copper, zine, and so on. Well, “‘baby”’ 
it is—but one that’s wearing long pants 
these days, and they’re a neat fit! 

The oldsters in the Metals Family may 
have been slightly surprised in 1946 when 
“baby” aluminum, in its first full postwar 
year, topped all its nonferrous brothers and 
sisters when it came to actual volume of 
new metal produced. True enough, some 
of the oldsters tipped the beam a little 
more from the tonnage standpoint—but 
in volume the lightweight youngster stood 
above all the others except iron and steel. 

This “baby”, aluminum, did not grow 
by accident. Behind its growth is that 
vital thing called acceptance. Every day, 
more people are discovering more reasons 
why aluminum can do more things to 
make postwar living more pleasant than 
ever before. 

Naturally, the aluminum industry is 
mighty proud of the vote of confidence 
represented by constantly-increasing public 
acceptance of its products. The industry 
discovered years ago that real acceptance 
does not come easily. 

There was the time, for example, back 
when the young men who founded Alcoa 
were first beginning “commercial” pro- 
duction, that they offered a special price 


on their aluminum in half-ton lots. Pro- 
spective “‘customers”’ roared with laughter. 
“Ridiculous!” they said. ‘‘Who could ever 
use a half-ton of aluminum?” 

Those who scoffed at the early aluminum 
men turned out to be poor prophets, of 


course. But you couldn’t really blame | 
them. Aluminum had not yet had a chance. 


to stand the test of time. 


Most things that are intrinsically good | 


gain acceptance the hard way. Once 
acceptance comes, however, chances are 
that it will stick. Over the years, the 
acceptance of aluminum has come as a 
natural growth because of the simple fact 
that it is better suited to hundreds of 
applications than any other material. It 
simply took time for the world at large to 
find out about it. 

The fact that aluminum isa “grownup” 


in the Metals Family is reflected more and | 


more in the columns of the press, too. In 
almost any newspaper or magazine you 
read these days, round-up stories about 
metals production, markets, supply, and 
sales are highly aluminum-conscious. As 
always, good reporters make it their busi- 
ness to keep abreast of the trends of the 
times. 

A booklet containing this entire series 
of advertisements on Alcoa and _ the 
aluminum industry is soon to be available. 
If you would like to have a copy for your 
files, write to the address below and one 
will be reserved for you. 


ALCOA 


ALUMINUM COMPANY OF AMERICA 
1882 GULF BUILDING - PITTSBURGH 19, PENNA. 


(ALCOA) 


a steamer chair and watching “the 
girl in red” passing by. In the 
first place these cargo passenger 
boats roll and pitch so much, the 
man in the chair would have to 
be lashed in and to a deck stan- 
chion. The “girl in red” would 
not be striding by but would be 


proceeding along like a drunken | 


ustration on the right. A mighty 
smooth job all-around. 
H. H. HAMMER, 


Maxon, Inc., Chicago. 
. a, ie 


Du Pont Testimonial 


To the Editor: I passed them 
two or three times with a ques- 


In short, these types of| tion in my mind. Then I got the 
cargo passenger boats pitch better | answer and it pulled me up short, 


|I mean those hand-lettered signs 


We were no further south than| on the windows of hole-in-the- 


Ambrose Lightship (just outside} wall stores that shout “Du Pont 
New York harbor) when 50 of| Nylons.” 


Of course it’s true, for as manna 


respective bunks with the old mal} comes only from heaven so nylon 
de mer. They stayed there until) comes only from Du Pont. 
the ship hit Cartagena, South | strong testimonial for the eager- 


It’s a 


‘ness of the small merchant for 


Prices in South America (and) branded goods, and especially does 


_I see that Alcoa goes to some of he like the prestige of that one 
|the ports we hit) are twice what} on lower grade merchandise. 


| you would expect. Scotch is $20 a} 
| bottle and rum, rather than being | jing to like it? 


However, are the Du Ponts go- 
And if they don’t, 


| cheap, ranges from $5 a fifth|is there anything they can do 
' down to $2.50 and is nowhere near! about it? 


|as good as our domestic rum. 

Taxi 
honest. Giving one price (no 
meters on the cabs) and changing 


drivers are totally dis- 


CHARLOTTE MONTGOMERY, 
Westfield, N. J. 


. ¥ 


it after you have driven a few How to Stay Young 


, blocks—always five to eight pesos | 


| 


To the Editor: The somewhat 


or bolivars higher than the orig-| startling advertisement on Page 


inal price set. 


96 of the March 31 Life becomes 


Learn to speak Spanish. If any-| somewhat less startling but none 
/one speaks English down there the jess amusing when it is noted 


they will not admit it. 

All in all, we had a fine cruise. 
|My wife and I were not seasick 
one minute of the time. But the 
majority of the passengers all 
agreed that the people who wrote 
the travel ads and folders for the 
steamship line should surely take 
|a cruise to see what it is really 
| like. 

In other words: Before you 
'take a steamship cruise—ask the 
man who has been on one. 


F. C. HmMMELMAN, 


Sales Promotion Manager, 
General Motors Corporation, 
Detroit. 


v v Vv 
Rides First Flight— 
New Zealand to Canada 
To the Editor: This letter has 


come to you by the first flight of 


the British Commonwealth Pacific 


Airlines Ltd. from New Zealand 


to Canada, a fresh milestone in 
'the travel arrangements between 
our two countries. This 


augurs 


well for the closer knitting of the 


tinents and 
is to take place in the near future. 


We bring you greetings on this 
and convey to you 
our best wishes and good will for 
ever- 
strengthening link that exists be- 


| inauguration 


the ever-growing and 


tween us. 


ties between our two great con- 
is evidence of what 


The stamp this envelope bears 


will eventually become very valu- 


able and we leave it to you to do 


what you think best with it. 
FRANK GOLDBERG, 


that it is not one advertisement 


ONE CAUSE OF 
“GROWING OLD” 


Read about this wonderful 
aid to keeping fit in 
advanced years 


After age 80, lack of appetite, faulty di- 
gestion and peor teeth cause many folks 
unwittingly to cut down too much on the 
body-building and en- 
ergy foods they need. 
When your body fails 
to get enough of the ne- 
, trients needed to make 
‘e up forthe wearand tear 
of everyday living, old 
fe ace creeps up faster. 
Doctors tell us that 


Feels young Horlicks Malted Milk 
provides a good extra supply of essential 
food factors. Two glasses of Horlicks daily 
gives vou an inrportant share of vitally 
needed protein and energy food. 

Horlicks digests so speedily it dees not 
epeil your appetite for the next full meal 
Then. foo, vou lenjoy its grand, full-bodied 
flaver~hot er cold, in milk or water. 

Make’ the helpful, pleasant Horlick 
hahit a part of your daily plan for good 
vittrition, Get a pound jar at vour drug 


tore. Horlicks Corporation, Racine, Wis 


WORLD'S FINEST 


MOTORCYCLE 


SPRINGFIELD, MASSACHUSETTS 
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Goldberg Advertising, Syd- with a sense of humor. 
ney, Australia. PauL R. McCwuLty, 
Advertising Division, Cal | 
oe, oe negie-Illinois Steel Compan) P 
Pittsburgh. . 
Smooth—and Dry nee * 
To the Editor: Our client, the Microscopic Readership : 
Griesedieck Western Brewery ° 
Company, Belleville, Ill., recently of Photo Review Proved 2 I 
received a “double -spread” for To the Editor: Thank you jj" * 
the cost of a single “insertion” much for the fine use which ; 2, 
thanks to an inspired bill-poster made of our miniature grocelie@ ' 
in St. Louis. story and photograph which «) ~ 
Note how aptly the story mes- peared in your April 7 issue. : 
sage matches the “blind” baby ill- We have already had a letter 0 @"°"' 
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comment from V. R. West, direc- | 
tor of public relations, Pillsbury 
Mills, Inc., whose product, Pills- 
pury pancake flour, appeared in 
the photograph. Thought you’d 


chance at responsible experience 
such as requested—he was tak- 
ing graduate work in at least 3 
chances out of four. 

In any of these cases, he was 


like to know of this tangible proof 
of the microscopic readership of 
the Photographic Review. 
JOHN STOVER, 
John Stover Advertising 
Agency, Columbus, O. 


probably single, and if not, he 
wasn’t having any family. Further- 
more, personally, he was either 
normally physically fit, a neurotic, 
|or a cripple. If physically fit—per- 
haps you have forgotten that 1940 
‘ . | was the first draft registration—he 
Bigger and Better 'went into the Armed Services 
To the Editor: We note that W. | within the next two years and 
Allen Burpee (AA, April 28) pre-| came out a year or so ago. 
fers flowers for his famous seed! If he was one of the very few 
catalog covers. enjoying such bad health, with 
More power to him, but did you! such extreme neuroses, or such a 
ever try to dramatize a water-| family that even the Army didn’t 
melon seed? Well, we did. How | want him by 1943, he was in such 
well we have succeeded may be| demand he is sitting at the top 


table brochure for Lawrence Rob- 


decided from the enclosed vege- right now and drawing a salary far | 


beyond that which anyone would 
_be interested in paying to lure 
him from that job. Q.E.D.: If he’s 


if he’s not over 42, he probably 


services. 

An employer either wants ex- 
treme youth, or well-rounded 
experience. He can’t buy a fin- 
ished product at either the time- 
price or money-price of 
raw material. 
ices took 14,000,000 men. 


42 in 1947 remember). 


000 who were 15-19 in 1940. 


not over 35, he has no experience, 


when you put an age specification 
/in your next ad. 

C. R. Wasson, 
Marketing Research Section, 
Spiegel, Inc., Chicago. 


|your paper in publishing letters 


| both “pro” and “con.” 

IvAN B. RoMic, 
Grant & Wadsworth, Inc., 
New York. 


spent 24% or more years in the. 
| But I’m 40 and I was one of the)! 
| 14,000,000. 


Thanks AA, Chessmen 


the | ADVERTISING AGE certainly have 
The Armed Serv-| been more than generous with the 
Just | space devoted to the controversial 


| discussion caused by the adver- 


over 10,000,000 were in the low | 


rejection age group 20-28 in 1940, 
only 17,500,000 were 20-35 (27- 
That is 
why the Army finally had to in- 
sist on taking some of the 6,000,- 


Employer—look at those figures | preciate the unbiased attitude of | 


P. S. I’m not looking for a job. 


~” DIE 
/ CUTTING » 
3 ‘STEEL RULE DIES 


Write, wire or phone 
ADVANCE 


\ FINISHING COMPANY. 


325 W. OHIO STREET 
. CHICAGO 10, ILL. 
\. Delaware 5517-18 


To the Editor: You people at 


tisement prepared by us for Geyer 
Publications. 

Actually I had no idea there 
were so many chess experts in the 
| country. You may rest assured | 
| that our client and ourselves ap- | 


a 


ty 


inson & Sons, Modesto, Cal. | 

Produced by this little old ad-| 
vertising agency, this will appear | 
as a four-page, four-color, center | 
spread supplement in the June 6) 
issue Of Seed World, also of your | 
city. 

Flowers may make the best 
“pin-up-gals,” but what could be 
better than a nice thick slice of 
that luscious California water- 
melon—about now? 

JOHN A. ROLLINS, 
Modesto Advertising Agency, 
Modesto, Cal. 
7, = F¥ 


Wonders Why Those 
Cash Orders Come Back 


To the Editor: Can some adver-_ 
tising man please explain what) 
logic leads to rejecting small cash | 
orders brought in by his ads? | 
Surely a practice so widespread | 
can’t be just plain dumb. | 
No lesser a giant of marketing | 
than Gimbles returned my $1.88 | 
remittance for a ball point pen’ 
(’m not too sorry) with a form) 
letter about a $2 minimum. | 
A mail-order homecraft sup- 
plier sends large free catalogs, but 
returned my 50-cent remittance | 
for four 10-cent plans and 10 cents 
postage. Defacing my painfully | 
vritten order, an ugly red sticker 
arried some irrelevant remarks | 
about costs. | 

(Not that placing a small order 


is €asy or commonplace. No, not | 
hat.) | 
But these same outfits uncon- | 
ernedly forward mailings which | 
robably cost more than filling | 
small orders, to say nothing of the | 
cost of turning an order down. | 
If small orders annoy the ac- | 
countant, why not consult the ad- | 
vertising manager? Where could 
he get a better prospect list? What | 
advertising pays better than a. 
litle real help for the customer? 
Why not fill his desired order, 


“ined ieeeow'st ~— RETATLING is nol in double market coverage: 


reater satisfaction and economy 


when purchased in more conveni- 
ent quantities? 

When the coffee is not quite hot 
enough, don’t pour it down the 
drain and brew a new potful, just 
warm it up a little... takes less | 
time and gas. 


FreD CRAMER, 
Fred Cramer Manufacturing, 
Milwaukee. 
3 


hose Age Figures in Ads 
Irk One Statistician | 
To the Editor: 


anted Market Analyst—27 to 35, 
take charge of sales statistical 
irk, market potentials by terri- 


Like the Dilly Sisters above, there are two halves to America’s vast 
home furnishings market. Department stores make up the first half; 
furniture-home furnishings stores make up the other. Together, they 
account for the great majority of the country’s 7 billion dollar home 
furnishings volume. 


No home furnishings advertiser can do a complete selling job unless 
| he reaches both halves of the Double Market. And there’s only one 
| home furnishings business paper that offers comprehensive coverage 
of both halves. That’s RETAILING! So if you're aiming to do a double- 
barreled job in the Double Market, you'll make RETAILING the No. 1 
home furnishings business paper on your advertising schedule. 


RETAILING Home Furnishings, 8 E. 13th St., New York 3, N. Y. 


=, 


THE TWICE-WEEKLY 
NEWSPAPER COVERING: 


e@ Furniture and Bedding 
Curtains and Draperies 
Decorative Accessories 
Floor Coverings 

China and Glassware 
Lamps and Lighting 
Housewares 

Major Appliances 
Radio and Television 


tories and market research for 
nufacturer. Must have good 
lege training and some actual 
perience in this kind of work. 


his ad was not in ADVERTISING 

Ace, but it is typical of many such 

“let have been. Let’s look at a 
facts of life. 

‘ny man now 27 to 35 was be- 

en 20 and 28 in 1940. Unless 

ie was over 21, the chances are 


ready .. 


HAVE YOU RECEIVED YOUR FREE COPY of “Your 
Business Paper Advertising”? This helpful booklet contains 
specimen ads of 20 resultful copy themes being used by 
today’s successful business paper advertisers. Your copy #s 


. simply drop us a note. 


1 that he had ever finished col- 

If he had finished college, 
he was after “good” college 
raining—“good” enough to get a 
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Koppers Appoints Minton 


Courtley Plans 


the portfolio, and it figures that 


Nea. cl z 


Goodrich Reveals 
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|on a taxicab fleet in a midwestern 


Advert 


Tell 


Bri G Hush C. Mint the customer’s answer will be | city, on state police cars and op Sup 
rig. ee" ug ‘ — ~ - “Yes,” since it estimates the com- = a number of _ privately-owned 
Suor tela taken, inc Biggest Ad Drive bined readership of the publica- New Tubeless Tire passenger cars. 
director of the production divi- for Father's D | tions at more than 43,000,000. Akron, O.—B. F. Goodrich - a> Mec 
sion of Army Service Forces from | fOr F @ ers ay The portfolio, being sent to| Company has developed a tubeless |Offers Wire Recorder | 
1942 to 1945, has been appointed | (Picture on Page 79) toiletry buyers in department,| tire, it was disclosed last week, Webster - Chicago Corporation, ait 
production manager of Koppers | New York — Courtley Lta., | drugs and men’s stores, reproduces | put it will be offered only for|Chicago, is making available ; ge 
ny, Se, cantando of Courtley men’s toilet- the full-page Father's Day ad; | limited sale now, pending com-|new wire recorder, consisting of ,§'* sess 
July 1. pee ing” the question to|SMOWS, Special display material, | ,jetion of extensive tests. wire transporting system, am)]i.§@s US 
eae ” popping : q : ‘ including window and counter | : . fier and speaker, plus a micro.§*Te 
retailers in connection with its ; _ The tire is of rayon cord con- acted 
cards; displays “gold coin” greet-| ruction and was pertected affer phone and three spools of stain-ftracte 
biggest promotion yet in connec-| ing discs to be slipped over Court- more than three years of engi. | i°Ss,tecoraing wire. It retails forffsuch w 
tion with Father’s Day. lley containers: and reproduces : y 181- | $149.50. Advertising and promo-fwc Ac 
| The company, according to Wil- | rid Aittneiente § 4 hia he James J. Newman, vice-| tional plans include trade publica-f) -omot 
i A. Ch I as eleertidies i ee ro walcn'| president, said it combines the|tions, national consumer maga- waters 
feseten base i 1 € plastic mats are available. ‘ | sae features of puncture-seal-| zines, display material and dealer « a i 
manager, will use fu color pages| In addition, the company is of-| ing inner tubes with improved |sales aids. William Hoffman «f°° ” 
T | Promoting its men’s rapeeg in | fering $1,500 in prize money to | riding qualities, high bruise re- Associates, Chicago, is the agency. adie 
Stet wae og veg — —— dealers for window displays. | sistance, and “remarkable ability” in eee? ae F ca 7 
toon - we ah olio ns Kiesewetter, Wetterau, & Baker |4, yetain air pressure. Applica- Issues Classified Book  aotasel 
|v . ph ealer ° 2 gw var, handles the account. tions protecting the development| Parish & Pickett, Miami, Fla, in 
cod oatg eso age ed canis Ms pe |have been filed with the U. S.|newspaper classified advertising bmploy 
| Medien : . | Patent Office. counselor, has published a 110- . 
: -. mWorld’: 
CCESSFUML L janes of the publications being Spencer Joins SSC&B Tha new tubeless tives now ace | pane, bee on classified advertis- so 
su boeorl yresrganeg pion age gs actual; Abbott x. Beranes, or 18 Lpaers | undergoing all known tire tests ing, ——. ‘How . egg compre KOC pid 
|nickel for the call, with a coin|an executive wi , alter | aAai. | He vertising.” e book is™creens 
(MITA iL £, D ‘taped to each letter enclosed in| Thompson Company, has joined | the yg announced. In addi available at $25 per copy to news- picture 
; Sullivan, Stauffer, Colwell &| tion to their use in a high-speed | papers in non-client cities. Toffproject 
Bayles, New York, in a similar | road testing program in the South- | clients, the book is a part of thefhors is 
capacity. west, tubeless tires are serving | company’s want-ad service. nantes 
5 one oO 
; : ‘losing 
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on {Tells How ‘Life’ 
Super-Projector 
Mechanism Works 


(Picture on Page 79) 


estern 
nd on 
Wed 


New YorK— The remarkable 
technique which Life magazine 
has used in its new presentation, 
“The New America,” has _ at- 
tracted so many comments and 
such wide interest that ADVERTIS- 


nicro- 
Stain- 
ils for 


romo-fjnc AGE asked George D. Wever, 

blica- promotion manager, to explain the 

aa method-in greater detail than was 
aler 


used in the report of the first 
showing of the picture, in the 
March 31 issue of AA. 


lan & 
gency, 


x He described the multiple pro- 
. fectors used in the showing as a 
ae new invention, based on a device 
i100 employed at the New York 
vertis.@Vorld’s Fair by the Eastman 
“lassi-gkodak Company. There are five 
0k jsMscreens, and each screen shows 
news-fpictures thrown upon it by two 
s. Tofbrojectors. Each pair of projec- 
of thefhors is a unit, synchronized me- 
‘hanically so that the shutter of 


one opens while the other is 
losing, and vice versa. This cre- 
bites a dissolving or 


heretofore only 
lures. 
Because of the 
creens, a panoramic effect is de- 
eloped. Sometimes different pic- 
ures are used for each screen, 
pnd sometimes 
hown on all five. When the lat- 
er is done, the pictures are made 


akes the exact sections of the 
ubject to be used in the several 
rojectors, thus obtaining a com- 
lete and unbroken panorama. 


Narrator Controls Projectors 


The projectors are controlled by 
he narrator, whose voice is re- 
produced by a loud speaker. It 
as not thought desirable to re- 
uce the narration to records, but 
fhe musical background for the 
icture is on records and is con- 
@rolled by the narrator through 
he same push button which op- 
rates the projectors. 

The inspirational character of 
The New America” is greatly 
eightened by the unique effect 
bbtained by full-color pictures 
hown through multiple projectors 
n the wide screen. It has been 
hown to groups of advertisers 
nd agency men in New York and 
hicago and to most of the Wash- 
igton bigwigs, including foreign 
mbassadors, and in every case 
as created a sensation. 

While Mr. Wever agrees that 
le cost of building the equipment 
Ss portable units was high, he 
elieves that the effect has fully 
istified the time and expense 
hich were involved in the pro- 
uction. The units used by Life 
tre the only ones 
lus far, and it has not been in- 
icated whether the idea will be 
lade available to others’ or 
hether additional units will be 
mployed by Life and other Time, 
ic.. Magazines. 


farents’ Names Vincent 


Parents’ Institute, New York, 
a appointed Zola Vincent as 
cd editor. She will edit the food 
€partments of Parents’, Calling 
ll Girls, Polly Pigtails and Var- 
new magazine for high school 
hd college men. Until recently, 
rs. Vincent was, for five years, 
editor of the New York 
nal-American. 


a ee 
lugs Small Bread 
Pepperidge Farm Bakery, Nor- 
= is, Conn., is introducing its 
—— | size whole wheat and white 


®& ds in Philadelphia with a 
s of 600-line newspaper ads 
‘d through Kenyon & Eck- 
t. The smaller size bread is 
ded for families which find 
regular pound-and-a-half 
‘Ss larger than they need. 


by a calibrated camera which | 


fade-out | 
ffect which has been available | 
in motion pic- |, 


use of five | 


one picture is) 


in existence , 


10 PROJECTORS IN TANDEM—Operators tend the five pairs of projectors 
which enable Life to project a single picture on a five-panel screen nearly 
4\ feet wide, with unusual fade-out effects. 


up 170% over the first quarter of 
1946, reaching 835,468 for 1947. 
Factory sales of small washers, re- 
ported for the first time, totaled 
70,072 additional units for the 
first quarter of 1947. 


Appliance Sales Up 

Sales of household washers and 
ironers in the first quarter of 
1947 broke all previous records, 
according to industry-wide figures 
released by the American Washer 
& Ironer Manufacturers’ Associa- 
tion, Chicago. Washer sales were 


first quarter of 1946. 


Ironer sales | 
reached 113,190, up 478% over the | 


a % 


N. Y. Art Directors Elect 


The Art Directors Club of New 
York has reelected Paul Smith, 
art director of D’Arcy Advertising 
Company, president for the com-| 
ing year, and elected the follow- 
ing new officers: William  L. 
Longyear, Pratt Institute of Fine 
and Applied Art, first vice-presi- 
dent; Edward Fischer, Sullivan, 
Stauffer, Colwell & Bayles, second 
vice-president; Richard S. Che- 
nault, American Magazine, secre-| | 
tary, and Garrett P. Orr, Outdoor 
Advertising, treasurer. ‘. 


| 
| oo 


Kimble Glass division of] } 
Owens-Illinois Glass Company,| = 
Toledo, has appointed Stanley J.| | 
McGiveran, formerly vice-presi-| ~ 
|dent and general sales manager 
|of the Owens-Illinois Can Com- 
pany, to general sales manager, 
of the Kimble division. He is also 
vice-president of Owens-Illinois. 
Maxson A. Eddv. a vice-president 
of Owens-Illinois, has been named 
to head Kimble’s manufacturing 
| operations. 


Owens-Illinois Ups 2 j ; 


a8 


aes. ie 


CHICAGO 
NEW YORK 
: LOS ANGELES 


’ 


he pertect tie-up! 


Good advertising and good distribution 
add up to successful merchandising . . . if 
they’re tied together in the public mind. 

Trade Mark Service in the Classified 
Section (‘yellow pages’) of the telephone 
directory is a proven method of merchan- 
dising the branded product sold through 
selective outlets. 

The brand name and trade-mark are dis- 
played over a list of local dealers... providing 


effective product and dealer identification. 


Trade Mark Service makes 


advertising 


more productive because it enables shop- 


pers to find out easily where to buy the 


advertised products they want. 


To make advertising do a bigger job for 


both producer and dealer, Trade Mark 


Service is the perfect tie-up . . 


. available 


in one or all of the 1600 different directories 


throughout the Nation. 
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THREE 


FOR THE SHOW 


Only three magazines are read 
by more than 12,000,000 persons 
each issue. These leaders 

are LOOK, LIFE, and the 
SATURDAY EVENING POST. 


FOR THE MONEY 


But when you buy advertising in 
these three, you'll find LOOK 
delivers its big audience at the 
lowest cost per thousand—a full 25% 
lower than either LIFE or the POST. 


For all the facts and figures, 


see the LOOK representative. 


AMERICAS FAMILY 
MAGAZINE ——> 


MOST READERS PER DOLLAR AMONG THE BIG 3 


Read by 
12,650,000 
people 
each issue 
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' Advertising Age, May 19, 1947 


OTOGRAPHIC fig 
EVIEW OF 
THE WEEK 


The last word in Gifts for Men... 


MAMMOTH SHOWING—How *he screens used by Life look when individual pictures are thrown on each (above), and 
when the same picture, carefully calibrated, is extended across the full 41-foot width (below). (Story on Page 77.) 


MAGNIFICENT MEN'S TOILETRIES IN MATCHLESS CONTAINERS 


He'll get a tremendous thrill when you give him mag He'll enie 


y that hae. lusurious “richcream” Courtley 
tuficent Gourtley tniletnes on Father's Day. or tes Grord lather 


he mimulstag altershave lation with its 


vation of any occasion! Recogniaed as the best and manly fragrance the skin-smoothing alter-shave 
mos! handsome products lor men, they'll thrill) bow powder the clean. magnetic, masculine ait they give 
every day tor yours, becnuse the “permeitient wr hire. Leek fo: Courtley products on counters and in 
tesiners last indefinitel y windows of the best stoves everywhere 


Se the C@dram ne Madbrmen & 


te replere ame 
seen 9 voske wots xubayne. Rok dress Gow de drgedix 


© colegos, 2008. ete 


3 


{ ~ 
Ae Skewes Loten, Powder +45 Attn, Rhone hate Shore Cowl 22S i 
cwoting Cinks CRS pelows phot tex COWRTLEY L1G, MEW CONE Loe ASO ° j 


eowe Rorwi_ 96 7S 
Ad ee is meanllienes Cohwe Dobonco Vick Mowe Grewe Chewy. duduic Pas Viewin Whive 


0 Fowtes, Cummene, Bewee Bowl. sh 2s Bier Dee Letom Posvte 


RENEWS CBS SHOW—News of next season's renewal and of a program award from the Intercouncil Committee on Christian 

FOR FATHER'S DAY—This Courtley Ltd. full-color page will run in the Family Life brought these smiles when principals got together at CBS studios in Hollywood after a recent broadcast of "The 

“Father's Day" issues of Esquire, Life and Look as part of the company's Adventures of Ozzie and Harriet." Left to right are Ted Bliss, Young & Rubicam, producer of the show; Earl Stevens, 

biggest promotion for the special day. Kiesewetter, Wetterau & Baker, Inc., president, International Silver Co., the sponsor; Ozzie Nelson and Harriet Hilliard; C. D. Munson, International vice-president, 
New York, is ihe agency. (Story on Page 76.) and Bruce Eells, business manager of Y&R's Hollywood office. 


ONE PART REPLACES THREE 


THE CRAVE fer CANDY" 
offen 1s a call for energy 


ee Nt oe aOR COUR RES Seeman 


wtaten TO (Am Om Pf SECONDS 


SIMPLY REMOVE HEATER HOUSING 


by 
000 
: ert tree ue om Peat Osage compan 
sue ; ' 
AEP WINNERS—These ads are taken from campaigns that won the seven top awards in the fifth business paper ad competition sponsored by the Associated Business Papers. They include copy for (left to 
"ight, top row): Waldes Kohinoor, Inc., New York; E. |. du Pont de Nemours & Co., plastics department, Arlington, N. J.; U. S. Steel Corp., Pittsburgh, and Council on Candy of the National Confectioners 
— Association, Chicago; (bottom row) R. G. LeTourneau, Inc., Peoria, Ill.; G-M Laboratories, Int., Chicago, and Pittsburgh Plate Glass Co., Pittsburgh. (Story on Page 42.) 
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Two Name Garrison 


W. W. Garrison & Co., Chicago- | 
New York-Grand Rapids ee 
has been named to handle adve 
tising for E. Greenebaum & Co, 
New York meat processor. 
Marshfield Company, Te lvace| 
camera concern, also has ap-| 


pas 


both the company and the com- 
mittee, and now exceed $5,000. 
|School children, church groups, 
|business firms and _ individuals 


‘Sells’ 3,000,000 
[Relief Packages _| ined ‘2 bulk purchases, Largest 


PITTSBURGH—H. J. Heinz Com- | individual was for 1,800 packages, 
/pany wrote off as a worth while|and many mothers reported pur- 


Heinz Ad Effort 


pointed the Garrison agency to) success last week its April offer | chases of more than 100 packages | 


direct its promotion. 


to send a package of baby food to |during the week. 


. digests, defines 


and clarifies “Oscar of industry” 
the Financial News Awards om 
Send for booklet: Dindend Honor 
“A Keystone for | Stock Factographs 


Public Relations” 


FINANCIAL WORLD 86 Trinity PIN. Y. 6 


|hungry European children for'| 
|every package purchased by U. S. 
mothers. 

| The unusual two-for-one “sale” 
| (AA, April 14) will result in the 
shipment of 3,000,000 Heinz baby 
food packages to Europe’s needy 
by the American Friends Service 
Committee, a Quaker relief or- 
| ganization. The company had an- 
nounced originally that it would 
' contribute outright 1,000,000 pack- 
| ages, in addition to the duplicate 
| packages assured by U. S. pur- 
chasers during the week of April 
7-12. More than 700 daily news- 


To Hirshon-Gartield 


The Herb Farm Shops, New 
York, has moved its advertising 
account from Abbott Kimball 
Company to Hirshon - Garfield, 
New York, which will promote 
both the cosmetic and culinary 
lines in color space in national 
magazines and magazine sections 
of newspapers. 


G-E Appoints Caldwell 


Philip G. Caldwell has been 
appointed manager of sales for the 


‘ : . | General Electric transmitter divi- 
papers carried the Heinz offer in| sion at Syracuse, N. Y. He for- 


large-size ads. merly was sales chief for tele- 


| Cash contributions were sent to) vision equipment. 


| 
| 


LOPE LE LILLE LOLOL AIT BOON Es ae : os ee 


~ SMALL TOWN 
CIRCULATION? 

| FOUND THAT 1/3 __ 

DIDN'T GO WHERE 
“| THOUGHT IT DID 


* * 
at. 


THAT 10 MILLION FAMILIES LIVED fh 


OUTSIDE THE 


METROPOLITAN MARKETS. 


q Thought 


2» 9 Kuew 
INFLUENCE OF ' 3 MILLIONS LIVED IN TRUE SMALL 
; TOWNS UNDER 1000. 
* 49 Found 


13 PUBLICATIONS WITH REPORTED 


CIRCULATION OF 3 MILLIONS IN 


TOWNS UNDER 


GOOD COVERAGE. 


 @ Found 


1 HAD OWLY 2 MILLION CIRCULA- 
TION FOR 3 MILLION TRUE SMALL 
TOWN FAMILIES—AN ACTUAL 
COVERAGE OF ONLY 58%. 


OF THAT 3 MILLIONS, 1/3 OF IT 
WENT TO SUBURBAN TOWNS IN 


1000 GAVE ME METROPOLITAN DISTRICTS. 


What 7 Did 


1 ADDED GRIT. 2/3 OF ALL ITS 
CIRCULATION IN TRUE SMALL 
TOWNS INCREASED MY COVERAGE 
BY 20%. 


There is a market of more than three million families in True Small Towns 


beyond the influence of 


Metropolitan Market Districts and this market 


‘is not adequately covered by the multi-million-circulation urban publications. 


Grit has the greatest co 
national publication. 


it takes Grit to supplement your coverage in 
True Small Towns. Ask the Grit representative to show 
you "S. T.— Small Town or Suburban Town.” 


ncentration of True Small Town circulation of any 


SMALL TOWN OR 
SUBURBAN TOWN— 
HAVE YOU READ IT? 


“GREATEST | FAMILY WEEKL 


hi 


with more Viben 600,000 circulation 


GRIT PUBLISHING CO., WILLIAMSPORT },PA 
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Sale 

WQXR (NY) account exec Robert Krieger is the father of a or 9 
seven-pound, one-ounce daughter, Ellen Roberta, born April 20. NEW 

Sigma Delta Chi held initiation ceremonies at Northwestern U,, gales 0} 

Evanston, Ill., April 25, and one of the agreeable victims of the Jor nin 
rite was George P. Herro, publicity dir., midwest operations of Mu- fhared 

tual Broadcasting System ...A new vice-pres. of the Springfield, Kervice, 

Mass., Chamber of Commerce is William B. Remington, head of the Bributec 


agency of that name... ies. 


Ira E. DeJernett, pres. of the Dallas ad agency of that name, was § The ! 
voted “most valuable member” for 1946 by the Dallas Advertising JRoston, 
League, and honored appropriately at a recent award presentation feles, } 
luncheon. .. The “Collins Column,’ monthly company publication Francis 
of Collins Radio Co., Cedar Rapids, Ia., has been awarded first Hhures 
prize as Iowa’s outstanding industrial publication of the year. Prof, or 18 
Wilbur Schramm, director of the U. of Iowa school of journalism, In ge 
presented an engraved cup to Marian MeNutt, editor of the maga- Rach ci 
zine, and Howard Johnson, art editor, at a conference dinner of the Bributic 
lowa Industrial Editors Association. . ing a 

outes, 
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ADVERTISING'S MAY DAY—Eager to get at the birthday cake, celebrating the Badvice 
fifth anniversary of organized public service advertising, are Advertising Coun B rho 
cil Directors Allan M. Wilson, council vice-president; Charles G. Mortimer, Jr., f the 


vice-president in charge of advertising, General Foods Corp., and council chair- 


man; T. S. Repplier, council president; and George P. Ludlam, council vice. PO": 


president. Large-scale public service advertising was organized in May, 1942, errito 

to sell war bonds and help the war effort, while in peacetime it coordinates ation 

advertising to help solve social problems. de: 

homes 

Jake Sawyer, of Sawyer, Ferguson, Walker Co., newspaper rep- eristl 
resentative, is feeling good about the adoption of his “Teen Age 

Achievement” idea by the Grand Rapids Herald and the Minne- utl 


apolis Times. At last fall’s newspaper promotion meeting, Jake S. . 
made a plea for support of this kind of activity by newspapers Jasenc 
to help foster teen age activities of the right kind. . . uite 

Publisher Frank W. Mayborn of the Temple Telegram and other 
Texas newspapers, was married in Washington April 20 to Wythe! 
L. Killen, who has been sec’y to Sen. Alben Barkley for the past 
six years. .. Lyman Hill, new western mgr. of the Bureau of Ad- 
vertising, was the featured speaker on the luncheon program of the 
Ohio Select List’s Cleveland meeting May 5. Preceding the Cleve- 
land conference, members of the group were guests of A. J. Hoiles 
of the Alliance Review and FM Station WFAH at the dedication oi 
the new station. . 

John A. Bush, pres. of Brown Shoe Company, St. Louis, was 
given a banquet May 5 in honor of his 50th anniversary with the 
company. He has been president for the past 32 years. .. A certifi- 
cate of appreciation has been received by Theodore P. Seymour, 
v.p. of World-Wide Advertising Corp., New York, from the Bureau 
of Naval Personnel for outstanding services rendered during the 
Whi... 


Rod Maclean, ad mgr. with the new title of assistant cashier of | ‘ 
the Union Bank & Trust Co., Los Angeles, who has been covering 4 
a series of group meetings of the California Bankers Association, “dl 


showed his versatility by doing a group of novelty songs at the 
Fresno meeting. . . 

Pres. Frank Gannett honored veteran employes at a dinner in 
Utica, N. Y., not long ago, observing the 25th anniversary of the 
merger of the Observer and the Herald-Dispatch. Three hundred 
employes of the Observer-Dispatch and its sister paper, the Press, 
were on hand for the celebration. . . 

Cigars have been going around with the announcement of the 
birth of Grant Downer Beardshear, first baby in the household 0! 
Albert N. Beardshear, public relations mgr. of Ohio Nat’l Life In- 
surance Co., Cincinnati. . . E. J. Morrison, head of the Morrison 1 
agency, Milwaukee, handled publicity for that Milwaukee County Myor 6: 


Boy Scout jamboree called Scout-O-Rama, which came off lst, ~ 
week... greate 
Jack Matlack, pres. of the Oregon Adclub, is reported to have ch 
ordered a costume from M-G-M for the Portland Newspaper Guili!s m AE 
Front Page Ball, coming up June 6, with the notation that it’s and i 
a man weighing more than 300 pounds. He won first prize list EY i 
year with his Henry VIII portrayal. . . ~ a 
About 99% of employes of the Daily Journal, Elizabeth, N. J. Ph 
attended a dinner-dance given May 2 by the board of — wt Meh p 
veterans and newspaperman George W. Swift, managing ed., Ha: g 
has rounded out 40 years with the paper. Each war vet recei\ : 
a pen and pencil set, presented by Business Mgr. Rufus R. Ness, rt 
and Mr. Swift received a silver cigaret box, presented by pub- “tobe 


lisher Fred L. Crane... 
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Plugs New Can Opener Meredith Wilson 
Bell Products Corporation, Bos- | 


|chestra, but will be a dramatic 


feature the NBC Symphony Or- 


program. 


81 


Appoints Phillips 


Nicholas L. Phillips has been 
‘appointed sales manager of the 


- Hearst Releases 
Sales Controls ton, has launched a campaign in| Replaces Shore 


,, for 9 Markets ejecting “stip type ‘vacuum can (OM Ford Program 


... New YoOr«K—Comprehensive | opener. 


New accounts added to Kenyon 
| & Eckhardt’s list of clients brought 
|its annual time billings to a rate 
NEw YorK—Kenyon & Eckhardt | | of $9,000,000. A _ sizeable chunk | 


Buffalo branch office of Crucible 
| Steel Company. 


COVER THE QUALITY MARKET 


rm | ales operating control brochures apmepon anaes has signed Meredith Wilson for | of this is contributed by the Bor- | 
of the for nine markets have been pre- L&M Drops Maxson ‘the Ford Motor Company’s spon-|den Company, from Young &! of CHICAGO... 
f Mu- pared = by Hearst Advertising| fennen & Mitchell, New York, | sored Wednesday night show | Rubicam. 
gfield, Service, and will shortly be dis- has resigned from the account of | (9: 30 p.m., EDT) over CBS. Stagebill is read by an 
of the Bributed to advertisers and agen-| Maxson Food Systems, New York, Wilson will begin the new | average of 55,000 theatre- 
ies. effective May 29. L&M will con-| series of dealer programs June 18, | ‘Carr-Consolidated ita | goers each week, over 
>, Was The markets include Baltimore,| tinue to operate as Maxson’s|the effective cancelation date for | Carr-Consolidated Bi tc 2,500,000 annually. 
‘tising JRoston, Chicago, Detroit, Los An-| agency until the advertiser ap- | the Dinah Shore show, which was | | pany, Wilkes wp oy Pe. poe ° 
as eles, New og gay = points a new one. dropped when Ford transferred soe Henry G. Schneider, gen- Send for Booklet 
ion Francisco an eattle. e bro- . 3 |eral manager of the recently ac- “Chicago is the Second 
1 first Bhures break down city markets Stauber Joins Piedmont be Sheooradlgeege- + Agiaay patie quired pl Biscuit Seabee: oe 
Prof. Mor 18 product classifications. William E. Stauber Jr., formerly | STi act defnitels sat as ‘to | and Harry F. Phares, 
alism, In geographic sales areas within | COPY. chief of Station WPTF, | tine oud mateeh Parks casi | vice-president in charge of sales 
maga- Mach city, the brochures show dis- Raleigh, N. C., has joined the staff , titutional H and advertising of Carr-Consoli- | CHICAGO. STAGEBILL 
of th ‘neilien 6h véhait tmaelinie tole of Piedmont Advertising Agency, | ong institu iona program. tL0W~ _ dated, as members of the board of | 
e ripu ; oe a Salisbury, N. C. ever, K&E officials say it will not directors. 540 NORTH LA SALLE STREET * CHICAGO, 10 
ing area, sales potential, traffic 
outes, shopping area, economic 


lassification of the area, and pro- 
posed major changes (housing 
rojects, highways, etc.). 

Unique makeup permits each 
nap to face a page blank for 
sotes on which appears a cylinder 
yhich can be used for the figuring 
ff individual company sales data. 
The markets cover $22 billion 
n retail sales,.41% of total U. S. 
etail sales, and 37,000,000 people. 
While the approach to each mar- 
set is the same, each is handled 
ndividually. 

In compiling data for the 2,020 
maps in the controls field, crews | 
valked more than 500,000 blocks, | 


Railway Men Look To 
located nearly a half-million re- | 


ail outlets which were broken 


oli into the pes lg Wil- | FO R I D E A 5, I N FO R M AT 0 N 
liam G. Hobson, as general sales 
and Product Knowledge 


ae PU ae co 


manager, supervised the compila- | 
ion of the controls, and the Hearst 
rganization interviewed more 
han 1,200 sales and advertising 
executives to get their needs and | 
advice. 

The maps, which form the core 
ff the brochures, show sales divi- | 


ing the 
Coun. 


ver, Jr., 


4 - ions, suburban area, and jobbing 
, 1942, erritories (all towns 2,500 popu- 
dinates ation and up). With each map 
descriptive data on type of 
omes, industries, racial charac- 
r rep- eristics, average rent, etc. | 
n Age i pa aay ee 
finne- (Rutland Agency Moves | 


Jake 
papers 


S. A. Rutland & Co., Toronto 
agency, has moved its offices to 
uite 107, 26 Queen St., East. 


other 
Vythel 
aun LYE’CATCHERS Th ialized busi f di i 
aa ese specialized business papers make a world of difference in reach- 
of the 
Sleve- i ifi fk il i i 
clev ing specific groups of key railway men. Nowhere else in the railway 
o1les 
ion oi e . 7 . 
industry, can you find such concentrated audiences with such buying 
3, wa ‘. 
th the power and influence! 
ertifi- 
‘mour, 
age EVENTY thousand items make up railway publications have gained such popularity with their 
l ne ? ‘ 
the railways’ annual shopping lists. readers. Each speaks in terms of the specialized interests of 
ier of 
vering The responsibility for the selection the group it serves ... and contributes substantially to the 
iation, ‘ : oe 1m 
at the and purchase of these items—some of which may be your solution of that group's specific problems. Through these 
= | products—falls within several distinct spheres of buying in- publications you can direct your sales messages without waste 
a 4 fluence. to railway specialists. 
ndre¢ ; 
Press, 
<i Modern railroading necessitates four broad divisions of ac- For additional information about your railway audience, and 
of the = b A 
old of IN THE OLD DAYS | tivity—(1) executive, managerial and purchasing: (2) me- how to reach it, write to Simmons-Boardman publishing 
fe . , ‘ P ‘ ‘ — ‘ a rr , 
on OVERTISING illustrations cost your chanical and electrical: (3) engineering and maintenance: specialists with a century of railway publication experience. 
on dad his shirt. ge = gt gem, : : 
I t buy costs you your shirt ayday was . —o F . ll 
. “nappy day” but paydays don't seem to and (4) signaling and communications. 
ere anymore! uyers’ resistance gets - . . . 
nove EEE tnd eteater ahd that Hee why we | — a Simmons-Boardman Publishing Corporation 
lave - 1e key me ese groups insis specialize siness 
oi , JMOU. MUST CATCH THEIR EYE BE- y men in these groups insist upon specialized busine: 30 Church Street, New York 7. WN. Y. 
aoa FORE YOU CAN MAKE THEM BUY — ; Ahicl ‘ ‘ , , 
t’s bat tt ees eneh wou your eldet te Gee papers which comprehensively cover their respective fields. 105 W. Adams St., Chicago 3 Terminal Tower, Cleveland 13 
e | zy ” CATCHERS to give your ads more 1638 Henry Bidg., Seattle 1, Wash 530 W. 6th St., Los Angeles 14, Cal 
pe aca can, act, top-notch, ad photos | ae) he a 00 muntgmery Bt Sam rane 4, Cal. 2900 ape Ave, Dales Te 
N bee ad pay tour tienes 20 meuch for, The That's why the Big Four Simmons-Boardman specialized Washingten 4, D. C 
“~ is even less than stock photo houses 
: . i ze, 
» W ag on to your shirt and your pennies | 
-ejyved "you have tried EYE’ CATCHERS. | 
: Fac, month 100 ad photos to choose your 
Ness, Ae quota from. Only $7.50 per month. 
pu be On your letterhead for sample proof 


No obligation. 


EYE’ CATCHERS, Inc. 


10 E. 38th Street | 
New York 16, M. ¥. | 
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Frisbie Joins KGO 


Ed Frisbie, formerly with the 
San Francisco Chronicle, has| 
joined the staff of Station KGO, 
San Francisco. 


RACINE 


has the Best 
of Everything 


| SCHOOLS 


Public -13 Parochiel- University Extension } 


The JOURNAL-TIMES 


RACINE, WISCONSIN 
THE ALLEN KLAPP CO. © REPRESENTATIVES 


Council Launches 
Safety Campaign 


New YorK—The Advertising 
Council 
stop accidents campaign guide to 


| advertisers, agencies, and maga- 
| zine and newspaper publishers 
| throughout the country. 
| vertising proofsheet also was sent 
ito all dailies and weeklies, with 


An ad- 


copy illustrating and explaining 
right and wrong driving tech- 
niques. Mats are available to 
local newspaper advertisers with- 
out charge. 

The material, prepared by 
Young & Rubicam, Chicago, for 


| the council, is based on data fur- 
/nished by the National 
|Council to promote traffic, farm 


Safety 


and home safety. 

This is the second year the 
council has made accident pre- 
vention one of its major public 


service campaigns. In 1946, more 
than $1,000,000 worth of adver- 


'tising featuring safety was con-| 
| tributed by American business 


and advertising media owners. 


last week distributed a/| 


Urges Support of 
Government Program 


Advertising Men’s Post No. 209 
of the American Legion at a meet- 
ing at Hotel Lexington, New York, 
unanimously passed a _ resolution 
urging continuance of the Depart- 
ment of State’s information and 
cultural relations program. Funds 
for the program have not yet been 
approved by Congress. All depart- 
ments, posts and members of the 
American Legion also have been 
urged to use their offices toward 
maintaining the program. 


Richard C. Rutledge, formerly 
national retail advertising man- 
ager of Spiegels, Inc., has been 
named sales promotion and adver- 


Sampson Names Rutledge 


Advertising Age, May 19, ‘947 


gram producer; R. R. Fraser, 


MARK I5TH YEAR—NBC's dinner party celebrating the I5th radio anniversary 
of "One Man's Family" included, left to right: Sidney N. Strotz, vice-president 
of NBC's western division; Don Gilman, former NBC vice-president who gave 
the "family" its start 15 years ago; Mrs. Gilman; Cornwell Jackson, vice-presi- 
dent of J. Walter Thompson Co., the agency in charge; Carlton Morse, pro- 
regional 
Standard Brands, Inc., and Norman Blackburn, vice-president, JWT. 


sales manager, grocery division, 


tising manager of Sampson Com- 
pany, Chicago, distributor of ap- 
pliances. 


YOU JUST CAN'T BEAT THE PULLING POWER 
OF THE BIG 3 IN THE GREAT FLORIDA MARKET 


Fs - es, ¥ 
Paes: x rth nt, 


@ Every new survey draws the same vivid picture of Florida’s growth,— 
of new highs in population, agricultural production, and construction,— 
of a Florida that is First in the South in total retail sales per capita. 


Yes, Florida is a great year-round market, and an ideally concentrated 
one as well,—the areas represented by the Big 3 accounting for close 


to 70% of the state’s total retail sales volume. You reach more buying 
dollars per advertising dollar when you harness the Pulling Power of 
the Big 3 . . . the morning papers that set the pattern of sales in 
Florida's three major trading zones, and throughout the entire state. 


FLORIDA TIMES-UNION 


jacksonville 


Nationol Representatives 


Reynolds-Fitzgeral 


Jann and Kelley, Inc., 


d, Inc. 


Atlanta 


* 


Sawyer-Ferguso 


TAMPA TRIBUNE 


Notionol Representatives 


n-Walker Co. 


MIAMI HERALD 
* 


National Representotives 


Story, Brooks & Finley, 


Inc. 


A. S. Grant, Atlanta 


‘United’ Dropped; 
‘Rexall Drug’ Now 


WILMINGTON, DeEL.—Stockhold- 
ers of United-Rexall Drug., Inc. 
at the annual meeting held here, 
approved a change in the corpora- 
tion’s name to Rexall Drug, Inc. 

The amendment to the certifi- 
cate of incorporation, approved by 
the shareholders, completes the 
change-over in the corporate 
name which was begun last year 
| when the name was shifted from 
|United Drug, Inc., to United- 
|Rexall Drug, Inc. At that time it 
| was felt that ultimately the trade 
|nmame Rexall alone should be fea- 
|tured in the corporate name, but 
|that this objective should be at- 
_ tained gradually to preserve con- 
| tinuity and minimize confusion. 

Edward J. Noble, chairman of 
| the board of American Broadcast- 
ing Company, H. Smith Richard- 
son, chairman of the executive 
|committee and a director of Vick 
| Chemical Company, and Justin W 
| Dart, chairman of the executive 
committee and president of Rex- 
| all, were elected as a proxy com- 
mittee with power to vote an) 
| proxies solicited in their names at 
|any meeting of Rexall stockhold- 
/ers during the ensuing year to 
and including the next annual 
| meeting of stockholders. 


Makes Study of Value 
of Pre-cal Tables 


A survey of advertising agen- 
|cies and publishers covering their 
use of Pre-cal tables, which pro- 
vide agency commission calcula- 
tions and cash discount calcu- 
lations on both net and _ gross 
bills, has been completed by J. K 
Lasser Company for McGraw- 
Hill Publishing Company, New 
York, developer of the tables. 
The survey showed that 26% 
of the users found the tables in- 
| dispensahle; 72% found them use- 
ful, and less than 2% found them 
| unsatisfactory. It was learned that 
the principal applications we) 
Preparing and checking invoices, 
drawing up contracts for sp: 
reservations and estimating, coi- 
puting agency commissions a 
cash discounts, computing net re- 
|mittance billed gross and grvss 
amounts from net billings, ad 
preparing budget figures. 


“ 


Promotes New Baby Oil 


Chesebrough Mfg. Compar y, 
Consolidated, Montreal, will e 
| weekend papers to promote 
new Vaseline baby oil, which }s 
being introduced to the dig 
trade in Canada. Cockfield, Bro." 
| & Co., Montreal, is the agency. 


Joins Wayne Agency 


James R. Brumby, forme 
southern manager of This W 
Magazine, has joined Tuck 


Wayne & Co., Atlanta agency, 
account executive. 


Tyson Promotes Keyler 
Fay Keyler, who joined O. 5 
Tyson & Co., New York indust 
advertising agency, as a vi 
president in 1936, has been ele« 
_executive vice-president. 
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° | |\Co irm 1 « | broadcast over Mutual on Sunday | rector of Neiman-Marcus, Dallas, 
ditors Disagree fie Fi Elects Wick ‘More Net Time | night. succeeding Zula Lee McCauley, 
B ‘ | Joe G. Wick, vice-president and | seithelianiateaesetiil who has retired. Chuck Gruen, 
n a usiness | Seneral sales manager, has been Purchased by AFL C . formerly with Californian, has 
. 'elected president of David G. | ,Yaruso Names Pratico joined the store as art director. 
Jump in 1947 Evans Coffee Company, St. Louis,| New York—The American Fed-| pay) pratico has been a 
‘ } ‘ s p- 
| producer of Old Judge coffee, | eration of Labor has bought an-| pointed sales manager of Caruso 
New York — Three editors, | spices and condiments. _other hour of network time to| Foods, Inc., Long Island City, | NO USE TURNING 
faking on the WNBC program, | See ae rane /push its case against anti-union | manufacturer of spaghetti, maca- 
ow’s Business?” May 14, were | Sweatt Rejoins ‘Post’ labor bills now under debate in| roni, egg noodles and other food | CUSTOMERS AWAY 
vided in their opinions as to L. C. Sweatt, sales manager of | Congress. | products. if Y 
neiner America will face a|the Washington Post’s radio sta-| Arrangements have been made | And yet you may ou 


. 2 : : | : ‘ . be doing just that. 
sivess recession this year. The| tion WINX, and prior to that aj for four Tuesday night, 15-minute | To ‘Good Housekeeping’ There's-a 7 billion ~~ 
ogram was sponsored by the|™ember of the Post’s local ad-| proadcasts over ABC (8:15 p.m.,! Sherman K. Ellis Jr. with Bar-| 2Quay Market youl COSMETICS 


ational Conferen f : vertising staff, has joined the na- | : ich : t : lo tee tanel 
tion ce of Business tional advertising department of| EDT) during which prominent) den, Inc., Danbury, Conn., since| simply y. ettingt 


Ney i A ; : - yee these people know you'd welcome their 
pper Editors. the Meet. | speakers will discuss the labor | leaving the Nav y, has joined the} pusiness. For the Negro looks to his race 
Julien Elfenbein of Haire Pub- /situation. Furman, Feiner & Co.|New York advertising sales staff press for guidance. Your advertising in 


rsary Bhations pointed out that “Amer- . . is the agency for the sale. | of Good Housekeeping. | ne Nae eee Se see confi- 
: . e 2 , good will and regular patronage. 
ident 2 is selling itself a depression Appoints Hendricks Already the AFL’s radio sched- | ana nr ae ‘But whether your product is cos- 


ave A ; , Isabella Hendricks has been ap- : F | Beak . . tic, food, drink, ble, or any- 
Seve Bhen it should be selling goods pointed head of the newly. created | Ule includes a 15-minute across- Join Neiman-Marcus thing clas. it wil pay you te wrtte 
d continued prosperity. . . Stores 


: 'the-board afternoon program and | a : . Interstate United Newspapers, Inc., 545 
pro- , é >| consumer education department of | , : | Virginia Sisk, formerly with) Fifth Ave.. New York, for the facts on 
jision, e loaded with too much ‘junk’| the Western Growers Association, | 42 evening variety show over) Bonwit-Teller, New York, has the auesens atevien pulll ous of Sense 
é aterial. Stores should replace it | Pasadena, Cal. _ABC. This evening show is re-| been appointed advertising di- | ing this great and growing market. 
—__Bith things people want... at 


price they can pay. The con- 
d: mer wants reputable brands. 
wt even national branded mer- 
SW andise must be sold. . . Every 
jpplier . . . must sell security 


shold-@ well as merchandise.” 

» Inc.tewis Urquhart, of Factory 
_ here, anagement and Maintenance, 
rpora-Boed that industry “smooth the 
Inc. ys and downs in employment; 
ertil-Bovide incentives for workers, 
ved byfid install more productive equip- 
S theont and methods” to provide 
'rateBods at lower prices. 

t year wal Burnett, of Industrial Mar- 
from ting, emphasized that “despite | 
nited-Binpling strikes and material | 
Ame \Mortages, industry set new rec- | 
trades in 1946. Industry and labor | 
e fea-Boether are beating those rec-| 
€, bulls in 1947.” However, he urged | 
be at-Bbters to curb the “government | 
€ CON-Blicy of mild, controlled infla- | 
s10N. Bons,” consumers to “demand 
1an O'Mod value at fair prices,” and 
ideast-Bidustry to “guarantee firm 
chard-Bhices,” 

cutive Mr. Burnett’s plane was 
f VickBounded at Chicago. His talk 
tin W.fas read by Lawrence M. Hughes 
cutive f ADVERTISING AGE. Jim Fleming 
; Rex-B.; moderator. 

r com- 

e@ any 

mes at{Newell-Emmett Names 


khold- Photography Winners | 


ear to | 
| 


e 
Will Whitmore, Western Elec- | 
annua’ Bic Company, was awarded first ad VL : x 
rize as winner of the seventh 
nnual photographic competition 


10 nd exhibition sponsored by | 
ewell- Emmett Company, New | 
fork, for participation by. its staff | OU O 7 AH MW) Y “ae oe . 
agen- nd clients. Second prize went to | 
> theirgland W. Olsen, General Electric 
A pro- ompany ; third prize to Robert L. | ; 
ulcula- a 59g Bete ne aoe | Advertising suffers from occupational —_ for monotone, two color, four color process 
alcu- . K. Murray, staff; fifth | , - . 
"gross oY heer 1 at i eae Fe | disorders. Being pleasant under pressure... and relax. Intaglio prepares the copy, 
_K ‘ s cl color prize, ° " | ° . ; on . 
She yan, staf. | makes account execs edgy. Art directors submits advanced proofs... provides the 
New The exhibition of all entries is | Prag : : : ° ‘c 
= eing held in the agency’s art| get depressed, copy men sstomachscurdle. — publication and printers with uniform 
‘ogc, Meallery from May 12 to 29. , : - ‘ 7. . 
ay \- aman But these are healthy 4H kids compared _ positives to insure uniform reproduction 
| them ft Scandinavian Agencies to those poor production men! Gravure — and happy production men. 
id that /pnite to Open NY Office etiasliclina a ee il of teen te 
we Three Scandinavian advertising ae oe 7 ‘ 
voices, Bsencies have established a New ‘reami emi o get the best out of gravure, get it 
space HF or office at 11 Ww. 42nd St., | PCEeEEnS merece 8 . . 6 , B* 
, com- finder the name of Triangle, the The art elements had to be assembled produced by Intaglio, first organization 
is a df—candinavian advertising pool. | } , ° | | 
ret re-fFhey are: Sylvester, Hvid Adver- | i ne piece, photographed, retouchec to service gravure, pioneer in advancec 
grossing Agency, Copenhagen; A/S | oo 3 ; Pp" "6 : ; 5 . . 
s, and fo a ie eae od | to hell. Each publication required separate —_ proofing and better processing, policeman 
any, ; n vensSKa | . . ° 
Felegrambyran, Stockholm. | copy. Each printer had a pet formula for — on production, constructive collaborator 
Oil —— a ies un cal cage eae arR 
i . ; . red as Lo: rinters... respected for a decade 
as Designers Form Firm production. Reproduction differed as Los _ with printe | | ae 
pe : ~ CF eng gar TN Angeles and Boston, Mass. ! of successful experiences and advertisers 
Dte ts me orme y enry ollins r ‘ é a sete” . 
_ s#Fla.g and Donald B. Robinson Jr., Now you just call Intaglio .. . give us satisfaction. . . completely staffed shops 
di ig #lt. offices at 55 Vandam St., : . . r , Te es 
Brown #Me., York 13, for product devel- | a layout, art, typeproofs, sizes, schedules in both New York and Chicago. 
acy. bn ent, engineering research, dis- ; : 
Ma’ and packaging. Mr. Flagg 
y nc Mr. Robinson were formerly 
8ss ciated with Walter Dorwin ' 
s vy ie ‘ : F es " 1 T ’ a i T 
i i; _ New York industrial de- res nta 10 S E RY IC E - O R PO R A | LO N 
teker Le a “/ é Z 
ancy | : ® ' ae pee: aa ee 
Cann Appoints Jones , | AMERICA’S FIRST GRAVURE & LETTERPRESS SERVICERS 
seph M. Jones, manager of hw Y rank EF y - 731 Plymo Ct. e PHILADELPHIA: Land Title Bldg. 
ler ne eed department of Mc- NEW YORK: 305 E. 46th St. ¢ CHICAGO: 731 Plymouth Ct. | 
. @° n-Erickson, has been = ap- 
O. > Po ted to the administrative | 
lust " go mittee in charge of the Con- 
Pr (f-ing Study of Transportation 


ertising of the Advertising | 
K€ earch Foundation, New York. 
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To Reinig & Shondell 
Professional. Golfer, Chicago, 


official publication of the Profes- 
sional Golfers Association of 
America, has named Reinig & 
Shondell, Chicago, as its advertis- 
ing sales representative. 


Two Appoint R&R 

Pacific Coast Paper Mills of 
Washington, Inc., Bellingham, 
manufacturer of MD toilet tissue, 


Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 


7 SS RUBBER CEMENT CO. 
314 N. Michigan Ave, Cen. 3373, Chicago 1 


has named Ruthrauff & Ryan, Se- 
attle, to handle its advertising. 
The Cincinnati and Chicago offices 
of the agency have been ap- 
pointed to direct the advertising 
of the P. H. Davis Tailoring Com- 
pany, Cincinnati. 


Build New Studios 


Stations KMAC and KISS, San 
Antonio, will soon occupy new 
studios and offices, consisting of 
26 rooms, on the third floor of 
their own building, which is near- 
ing completion at 222-224 W. 
Commerce St. 


‘Printers’ Ink’ Moves 


The Chicago offices of Printers’ | 
Ink, editorial and 
have been moved to 208 S. La- 
Salle St. 


eee 


interested in his own local area—each letter 
_ was unsolicited. They know their local listening 


-habits—know that no 


sy so many ears at one time. 


“patie: aay so 


a eee re 
Bismarck, has one or more stations closer _ 
than KFYR. It is significant, don’t you thin 
that these advertisers chose KFYR? It’s just 

added proof of what we’ve been saying all 
along. . . KFYR blankets the Upper Midwest. 


a 


5000 Watts 


= 550 Kilocyles : 


Frederic Goudy, 
Famed Designer 
of Type, Dies 


Marvtsoro, N. Y. — Frederic 
William Goudy, America’s lead- 
ing type designer and said by 
many to be the best since William 


|found his career by chance, Mr. 


advertising, | 


Sead $2.00 


2801 CHELTENHAM 


HAROLD M. LAMBERT 


cataLoc Ze. 5 


OF STOCK PHOTOGRAPHS 


82 PAGES e SPIRAL BOUND 
1,262 NEW PICTURES 
HEAVY DUTY COVER 
BEAUTIFULLY PRINTED 

ALL PICTURES CLASSIFIED 
COMPLETELY INDEXED 


Guaranteed to do a bang-up job for you — or your money refunded 


HAROLD M. LAMBERT STUDIOS 


AVENUE e 


Now Ready For Distribution 


oe) 
$2 PER COPY 


LIMITED EDITION 


PHILADELPHIA 19, PA. 


Morris, died at his home here 
May 11. He was 82. 

A former’ bookkeeper who 
|Goudy invented more than 100 
| type faces in the last half century, 
| despite suffering numerous set- 
backs during his life. 

Born at Bloomington, Il., in 
| 1865, Mr. Goudy became inter- 
'ested in typography while book- 
| keeping in a Chicago book store 
| before the turn of the century. 
| Thereafter he set up his own 
|printing shops, losing one by 
| bankruptcy and another by fire. 
|He designed advertising type for 


Hart, Schaffner & Marx, Kuppen- 
|heimer -& Co., Michigan Farmer 
and for agencies from time to 


\time, until setting up his Marl-| 


boro press in 1923. 


| HACKENSACK, 
|Mershon, 75, former advertising 


pany, pharmaceutical house, died 
here May 5 after a brief illness. 


‘Bade Advanced 


American Thread Company, 


New York, has promoted John | 


| Bade, for six years advertising 


|manager, to general advertising 
|manager. In his new position, | 
| Mr. Bade will be responsible also | 


|for the company’s yarn and in- 
| dustrial lines. 


Promotes Preserves 


ley, Cal., is using full-color, 
double-size car cards and radio 
spots to promote its Gold Coast 
preserves. The agency is Bots- 
ford, Constantine & Gardner, San 
Francisco. 


Guild Elects Benton 


The Chicago Photographic Guild 
has elected Daniel L. Benton, 
president of the Stadler Studios, 
Inc., president. George Miller and 
Stephen Deutch have been elected 
vice-presidents. 


Three Appoint Halpern 
Herman Halpern, Advertising, 

Winston-Salem, N. C., has been 

appointed to handle the advertis- 


ing of Silbert & Wainer, whole- 
sale jeweler; Webber Glass 
Washer Company, and Carolina 


Distributing Company, distributor 
of Cocktail Candy Cnax. 


In 1939 the Marlboro press) 
| burned, destroying more than 75 | 


N. J.— Robert H. | 


manager in charge of sales pro-| 4 
motion for Scott & Bowne Com-| = 


Golden Gate Foods, Inc., Berke- | 


Appoints Pedder 


James F. Pedder, formerly di- | 


rector of employe information for 
General Motors Corporation and 
prior to that advertising manager 
of GM’s Frigidaire division, has 
joined Meldrum & Fewsmith, 
Cleveland agency, as vice-presi- 
dent in charge of Detroit opera- 
tions. 


Forms Film Division 
American Public Relations As- 
sociates, Inc., New York, has 
formed a film division to handle 
production and sales on industrial 
and commercial films. Mark H. 
Hawley, a member of the firm’s 
advisory council, and president of 
Intercontinental Audio Video Cor- 
poration, New York, has been 
named to head the new division. 


Raleigh Adclub Elects 


Richard H. Mason, manager of 
Station WPTF, Raleigh, N. C., has | 
been elected president of the 
Raleigh Advertising Club. 


dv: rtisin 
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Beverage Group fO0use 

Elects Whiting ear | 

and McCarthy i 
10% F 


New York — Rear Admiry 
F. E. M. Whiting was formal 
elected president of Licensec Bey 


erage Industries, Inc., at its § (Cont 
annual meeting here recently. A@pnal che 
miral Whiting will retire frorn tify piece 
Navy June 15. and 

Thomas F. McCarthy of Aust carr 


Nichols & Co., retiring presideyfrtising. 
was elected chairman of the boarffThe bill 
succeeding Munson G. Shaw @ptter rz 
Munson G. Shaw & Co. cents pr 
Elected vice-presidents weyg% incr 
Ellis D. Slater, Frankfort Distifkyertisin 
lers Corporation, and Carlet@the adi 
Healy, Hiram Walker & Son, Ing@hed to 
secretary, Thomas W. Caseffnes, ar 
Schenley Distillers Corporatiof§ eighth 
assistant secretary, Thomas §jj-cent 
Donovan, general counsel of Ligne rate 
'and assistant treasurer, Joseph Mne by ¢ 
| Tapee of Austin Nichols. The Ni 
bss Mai 


nt rate 

prtising 
cent 

oposal, 


ould ra 
| original type designs and matrices, | His pa 
but Mr. Goudy continued his! m at | 
work, creating new designs until | bught b: 
his death. He received numerous : ent. 
awards and honors throughout his S 408 Meanw 
life. ass ittee c 
C posines® . St a 
'H. G. SELFRIDGE je te dis 
| Lonpon —H. Gordon Selfridge, | a bill 
| Chicago department store execu- Qu 
| tive who came here to found his ~~ 
own department store in 1909, | If you could select 2600 typical have The Kiwanis Magazine. Our Lnamitts 
| died May 8 at his home. : Ne . F ‘d Re 
| Born in Ripon, Wis., Mr. Self- | American communities, then pick bylaws limit membership to owners tgs 
so iawn Pe Ni rg | two leaders of each business classifi- of businesses, practicing profes- At its 
Co., when he was 15. By the time| cation in each town to get across sional men and bona fide execu- — 
he was 39, he had amassed a for- ; ; , ; seer 
tune as a partner of Marshall section, and if you could advertise tives. And only the most successful “ee 
: 3 - , ai 
Field in ee — age ny just to the 175,000 of them in one and articulate in each group are hy, dre 
pursue various hobbies. In A 
however, he opened Selfridge’s! publication without any waste at selected to join Kiwanis. Find out BS 
store and introduced American i Ra ho 4 T 
merchandising methods here. He| less than $700 per page per month how to make your institutional and cow 
NMLOGE 
seen pe ttatcamadheeaegge Ky tore —you'd have something, wouldn't — public relations message get action. Bity ea 
until his retirement in ‘ F 
sans you? You bet you would—you’d Write for further information. Bae A 
RALPH L. BRACKETT | 4 Oa 
| PortLanp, Ore.—Ralph L.| psted 
| Brackett, retired sales manager of | br han 
|Crown Willamette Paper Com-. gine d otk 
| pany, died here re PUBLISHED a COMMUNITY LEADERSMat th 
bctly” 
‘ROBERT H. MERSHON 520 NORTH MICHIGAN AVENUE e CHICAGO 11, ILLINQIS ein 


...an all-time high circulation of 


7200270" 


“DECEMBER 1946 ISSUE 


a a 
ee ae — 
ee 
es 
| 
he 
Sponsor Frooy... 
| Zz | 
ey. 
os ee 
| é OO i—==| a * 
; ¥ | Bia : Pr stig emits SF 
a. af y ; Res Ps y 
| l—~\___ Apeeeege” wen : 
| 4. Lene, ss ee ) 
| Be . 4, hea “Seen FERGUS eas parma %. F ae 
a imme SSS \ i 
— BE... ~~ GE > i 
Pn, ea” ie 
: } a ue wre ‘ 
is \ yor L ae 
4 ft J rs - CH : 
cae Vee a 
| : ane \ ‘ Se 
| '... that KFYR blankets the Upper Midwest! — 
"These are just a few of the advertisers who 
ae aa 7 
‘gia -: 2 
hy} Eines 7 
Rs ss oy Re Sete nee air Saute, An 4 
| ag Re costal 2 Bee Re ly 
ee ae | : nts i 
eee ie - $ << : 
mie , it ER i MES \ OE so 
ae ei ts re ae =e x “yg = 5 a cael &* cy oe a, w 
= . ae Pa penal ee gO. ae ee . i 2 ‘witl 
ee ae - CO _eeest, Ser & 
oe i i [ec 2S etme! eee ao ms ¥ a a the, - , -* ot. # 2 oi ae 
iain i A ac tala ei as el ae a ~ fe: - a ee $ # oid f = > 
fb es a. ae se Pig x i. J errs ~ lhe _ 
- fps me (ag 5 ae em bY. fee ” ene be r 
SO ees |e ee CA lie & 
hous Bs pe e ie oS a \ : 
su — ee | a “ge 
a ‘ | ay i Song = ee se 3 * am P eae ee 
Be: Bt sto eee es Tae bi a e ie = ” “—_o ‘ Sige 
no 0° Re si Ae ee » o ~~ 
, ont ph gre = opd p i ie Nee Ce = « > / 
, _ i ie a a 0 
7 — : ‘@ e 
oe mea Hecyllance : 
sl: 4 lt 
. 


aes 


qvertising Age, May 19, 1947 


ouse Group Seen 
ear Accord on 


4% Postal Boost 

‘or mal | 0 0S a 00S 

ec, Bey 

it: m (Continued from Page 1) 

tly. A@bnal charge of one-fourth cent 

rom tir piece on each second class 

pm, and the surtax on publica- 

 Austibns carrying more than 50% ad- 

"es iderrtising. 

€ boar—iThe bill is said to boost reading 

haw @atter rates from 1% cents to 

cents per pound, and aims at a 

wewg% increase in zone rates on 

. Distifivertising. 

Carlet@iThe advertising increase is con- 

on, Ing@hed to % cent in the first two 
Caseffnes, and 1 cent in the third 

oratio—f{ eighth zones. Percentagewise, 

mas §\-cent boost increases the third 
of Line rate by 50%, but the eighth 

yseph ne by only 16%. 


The National Council of Busi- 
bss Mail Users agreed to a 1%4- 
nt rate on bulk direct mail ad- 
rtising matter. While this is 
cent below the departmental 
oposal, Dr. Sorrell estimated it 
ould raise $20,000,000. 
His parcel post rate proposals 
m at $25,000,000, half the net 
ght by the Post Office Depart- 
ent. 
Meanwhile, Senate postal com- 
ittee chairman William Langer 
R. N. D.) suspended further 
te discussions pending passage 
a bill by the House. 


Quick Action Promised 


». Our 


ywners 
rofes- 
execu- 
cessful 


Ip are 


In announcing his policy at a 
bmmittee session Tuesday, he 
id Rep. Rees promised action 
ithin a “very few days.” 

At its meeting, the Senate group 
ceived a statement by John E. 
illotson, president of the newly- 
ganized Associated Third Class 
ail Users, who warned of a 
)\% drop in volume if the 1%- 


int departmental proposal is 
Hopted. 
Mr. Tillotson, who is president 
Modern Handcraft, Inc., Kansas | 
ity, called for “a thorough study 
the mail, 
dividual mailer as well as the 
st Office Department” and sug- 
ested allowances to compensate 
br handling penalty mail, bonds 
d other special costs. Arguing 
hat third class “at least indi- 
bctly”’ is carrying its weight, he 
tlined revenue producing stimu- 
nts it provides for first class 
d other profitable services. 


id out 


al and 


ction. 


FADERS 


N O15 


Says Bigger Volume Needed 


“With the immediate problems 
@enfronting third class mail users 
bday, it seems that instead of 
enalizing them with added ex- 
enses, we should try to get a 
‘e'ger volume of mail to bear the 
roportionate cost of handling it, 
nce overhead is pretty much 
xed.” 
A few years ago, Mr. Tillotson 
hid, conditions were such that 


SS 
1947 - 48 
CHAIN STORE AGE 
Directory of 
Manufacturers 


OUT AUGUST 15 
eaches 8,000 buyers of 
man variety store items 


a Write or ‘phone 

q for the details 

mm) CHAIN STORE AGE 
Dept. D4 


85 Madison Avenue « New York 16 


Do 


\\ 


} 


as it relates to the} 


many users of third class prob- 
ably could have taken an increase 
without too serious results. 

“In our own case, for example, 
we are not getting over 25% to 
30% of the response we got a few 
years ago from the same efforts. 
We have used many thousands 
of names—in fact, millions of 
names on marginal lists. With a 
further increase in costs, these 
lists would be eliminated.” 


Appoints Turner 

Robert G. Turner, formerly 
editor of the Georgia Petroleum 
Retailer, has been appointed an 
account executive of Bates, Rikard 
& Richardson Advertising, At- 
lanta. 


Hayhurst Names Morrison 

Alan S. Morrison has been 
named manager of the Montreal 
office of F. H. Hayhurst Com- 
pany, Toronto, succeeding R. H. 
Schafhausen. 


Opens Stamford Branch 


St. Georges & Keyes, New York 
advertising agency, has opened a 
branch office in the Gurley build- 
ing, Stamford, Conn., from which 
accounts in southern New Eng- 
land will be serviced. Carr 
Speirs, who headed his own sales 
and dealer promotional business 
in Stamford, will be manager of 
the new office. 


GF Boosts McGrath 


General Foods Corporation, New 
York, has promoted Harold P. Mc- 
Grath from assistant sales man- 
ager in the Post cereals division 
to sales and advertising manager 
of the Gaines Dog Food division. 
Mr. McGrath joined the company 
as a retail salesman in 1931. 


WOXR Promotes McGee 


Norman S. McGee, 
vice-president of sales for WQXR, 
New York, has been appointed di- 
rector of sales. 


assistant 


a 


| 


‘Names Honig-Cooper 


Henry J. Kaiser Motors, north- 
ern California distributor 
Kaisér- Frazer automobiles and/| 
farm equipment, has named the| 
Honig-Cooper Company, San | 


ing. 


Appoints Bachman 


Charles W. Bachman, formerly 
head coach at Michigan State 
College, has been appointed gen- 
eral sales manager of the Food 
Freezer Distributing Company, 
Lansing, Mich., distributor of 
Bishop food freezers. 


of | 


Francisco, to direct its advertis- | 


85 
Cory Fair Traded 


| Cory Corporation, Chicago, has 
announced that its new Model 
C500-A, Cory commercial auto- 
| matic coffee brewer, is to be fair 
| traded nationally. The new unit 


will retail for $365 plus tax. 


Pocat of Sate TAPE 


PRINTED © CELLOPHANE + ADHESIVE 


TOPFLIGHT TAPE CO. 


HUBER BLDG., —— YORK, PA. 


TYPOGRAPHY Sse 


} CRAWFORD COMPOSITION CO. 


-, Inc., 161 W. Harrison St., Chicago 5, Phone WEBster 


.we have what it takes...type faces} 
second to none...expert craftsmen... |} 
typography efficiently produced for 
the letterpress and offset processes. | 
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IT CLEANS WITH A 


ye 


HAMMERMILL 
DURA-GLO COVER 


It’s tough, handsome, colorful 


Wipe it clean with a damp cloth, and the marks of handling 
disappear from the menu, catalog cover, parts list—any 
printing put on Hammermill Dura-Glo Cover. 


TOUGH Hammermill Dura-Glo Cover is the ideal cover for 
any printing subject to much handling and reference use. 


LONG-WEARING Hammermill Dura-Glo Cover has the 
strength to make it wear and wear. The protective plastic 
surface is part of the sheet, not a separate film that will peel. 


FLEXIBLE Hammermill Dura-Glo Cover does not crack when 
scored or folded as many processed cover papers do. 


COLORFUL Hammermil! Dura-Glo 
roughest handling, 


Cover, even after the 


can be wiped clean with a damp cloth, 


and all its original sparkle is restored. 


Best of all, Hammermill Dura-Glo Cover 
is IN STOCK with Hammermill Agents 
for prompt service. Send coupon for sam- 
ple book showing this cover stock's 
sturdy body and seven attractive colors. 


eice- 


BY THE MAKERS OF HAMMERMILL 


BOND 


Hammermill P; aper Company 
1459 East Lake Ro: id, Erie 


Please send a sample book sho 


of Hammermil] Dura-Glo Cover 


» your busines 


pana --- es FREEY 


» Pennsylvania 


wing the seven pleasing co] 
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jvertisin 
. | : Elects Cari-Cari ; : 
Radio Execs Elect ‘ FCC Authorizes _day, formerly 1,000 watts daytime ; : : , Alligator Cigaret 
William S. Hedges, NBC vice- Pp I “only Po cog NS over Gtr ane A N Y e 
i i h f planning | Ww . station relations o ardner - Ww ‘ 
pete gy noe heen ag od bana pare fower increases | WREN, Lawrence, Kan., re-|vertising Company, and head of priate it a ; or 
Ww RK — Newest entry 


wS 
, tives | ceived an FCC okay on moving| the radio department of the Uni- 
rape heed =e Executives for ABC Outlets the station to Topeka, where op- versity _College of Washington|the highly competitive, popul, re { 
Regina Scheubel of Duane Jones New York—Eight affiliated sta-| eration will be 5,000 watts full| University, St. Louis, has been! priced cigaret field—Al! gat 


Company was named vice-presi-| tions of the American Broadcast- time on 1250 ke. Currently WREN | elected president of the newly | 


|500 watts night and 1,000 watts 


| cigarets — will be launched he 


ii) 


dent, with Louise Spalding, J.|ing Company have been granted is on 5,000 watts day and 1,000 
Walter Thompson Company, sec-| sizeable power increases in con-| watts night from Lawrence. 
retary, and Ralph N. Weil, gen-| struction permits issued by the 
eral manager of Station WOV,/| Federal Communications Commis- 
treasurer. sion. The stations are located in 
the Midwest and on the Pacific 
Coast. 

Authorizations went to the fol- 


Promotes Walther 


Philip J. Walther, sales man- 
ager covering the regular hard- 
ware jobbing trade and special 
markets throughout New England 
lowing: KGEM, Boise, Ida., to|and eastern New York state for 
10,000 watts full time from 250|the Corbin Lock division of 
watts; KFBK, Sacramento, Cal., American Hardware Corporation, 
to 50,000 watts full time from 10,- can stone cekeeel — 
000 watts; KEIO, Pocatello, Ida., oes 
to 800 watts fall time frosa 290) MADAOe Of See aivisien. 
watts; KTOK, Oklahoma City, to 
5,000 watts day and 1,000 watts 
night from 250 watts; KOME, 
Tulsa, to 5,000 watts day and 1,000 
watts night from 250 watts; KGHI, 
Little Rock, Ark., to 1,000 watts 
day and 500 watts night from 250 
| watts; KFSA, Fort Smith, Ark., 


For Guaranteed 


CIRCULATION 


IN THE POWER PLANTS 
OF AMERICA 


IT'S 
NATIONAL ENGINEER 


A JOURNAL FOR POWER 
ENGINEERS 


4 So. 15th $. 176 W. Adams 
Phila. 2, Pa. Chicago 3, Ill. 


Plans Fly-Ded Campaign 


Boyle - Midway (Canada) Ltd., 
Toronto, beginning in June will 
launch a 10-week campaign in 60 
daily newspapers across Canada 
to promote Fly-Ded insecticide. 
The agency is W. Earl Bothwell, 
Inc., New York. 


formed St. Louis chapter of the) 


National Association for Educa- 
tion by Radio. 


To Hoefer, Dieterich 


Hoefer, Dieterich & Brown Ad- 
vertising, San Francisco, has beén 
appointed to handle all the ad- 
vertising for Asturias Importing 
& Exporting Corporation, San 
Francisco. James C. Warren has 
joined the agency’s staff as as- 
sistant production manager. 


Gets Sugar Accounts 


Spreckels Sugar Company and 
Western Sugar Refinery, San 
Francisco, have appointed the San 
Francisco office of Harrington, 
Whitney & Hurst to handle all the 
advertising of Spreckels’ Honey- 
Dew sugar and Western’s Sea 


Island sugar. 
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SANDUSKY COUNTY, OHIO 


...one of the 14 rich counties of the 
Toledo Retail Trading Area 


cultivated 
oats. 


ally large 


Located on the edge of the «Old Black Swamp”, 
the Sandusky County land is exceptionally fertile. 
Prosperous farms have a high income from dairying, 
grains, soy beans, sugar beets and fruits. Symbolic of 
Sandusky County’s high agricultural rating is the 


ern farm 


territory. 


One of Sandusky County’s 
fine farms, with 136 highly 


corn, soy beans, wheat and 
Stock includes eight 
dairy cows and exception- 


duction. Land value is $350 
—$400 per acre...Mod- 


equipment are typical of the 
progressive farms in this 


the Swartz farm is 
electrified. 


Toledo 


SWARTZ FARM 


acres, growing 


yearly hog pro- 
machinery and 


And of course 
fully 


Sandusky County Fair—long one of the nation’s leading county fairs. And in 
addition to farm wealth, industry is important in Sandusky County, with cutlery 
outstanding among its manufactures, and high production of lime and stone. 


_..and this is the TOLEDO BLADE 


It has been the great good fortune of The Blade to serve 
for more than a century the fine city of Toledo and also agriculture .. 
the Toledo Retail Trading Area of 14 counties of North- 


western Ohio and Southeastern Michigan... one of the 


nation’s most valuable agricultural regions. “This... tire retail trading area. 
TOO ...is Toledo”’— forming, with the city itself, a 
. me vd I OLEDO 


“This is Toledo" booklet 
and supporting market data, 


an exceptional degree, with 99.2 7%" 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


true doubleWalue market balanced between industry and 


.a market which The Blade penetrates to 


coverage of Metro- 


politan Toledo and 72.8% average coverage of the en- 


Recent Survey 


BLADE 


| this week with large-space neyiys 
paper ads, morning and evenj eve 
radio newscasts, evening cha 
breaks, and daytime one - minfSan FR 
announcements. sociation 
Alligators were first introdycgrtising | 
by Larus & Brother Compargiization 
Richmond, in New England wheplays’— 
the company claims to contro] aggme for 
proximately 60% of the tobacptside of 
market, primarily through its stfAssociat 
brand, Edgeworth tobacco. Tegfeir ann 
have been run in Hartford, Lewigended t! 
ton, Worcester, Boston, Mages for 
chester, Portland and Providenghes his 
Insertions of 1,000 lines will rgehes hi 
in the New York Daily Nevd 21 in 
Herald Tribune and Times, p@Georse 
ginning this week, with WNpgganspor' 
WOR and WJZ scheduled for spqpwly-el 
beginning May 26 and newscaggiation, 
beginning June 2. WNBC w@e total 
carry three one-minute announca@ew tran 
ments weekly, plus a five-minuigfio Ope! 
three-times-weekly (8-8:05 a.m histor, 
newscast. d regi 
Five 15-second chain breaks wick to 
|be broadcast weekly over WJ this s 
‘and WOR will carry 15-minu@With t 
newscasts 10-10:15 a.m. three Cana 
times weekly, and 12 eveniggg Com 
‘chain breaks a week. The cone Settil 
pany will schedule six one-minu gation, 
_spots weekly before and aftq@matior 
| broadcasts of the baseball gam embers 
/sponsored by Ballantine Brewegrest 1n 
\ies, and WNEW will carry fogmpani 
spots weekly. cates — 
Copy will continue to featugpfiliatio: 
' the “air-washed” theme—‘“AlligglC. H.! 
tors air-washed to eliminate egprtising 
| cess tobacco dust’”—and to displagge aSS 
/a whimsical trademark, an arist@!ttee, 
cratic alligator loftily blow ingfa’s P 


| smoke rings. udy o 
| Duane Jones Company is thgs, con 
agency. searc’ 
ps ore mn wit 
'Photogs Form Guild ‘on 
| Commercial photography exec W. V 
tives in Pittsburgh have formeffalve 
the Commercial Photographefffas the 
| Guild. Officers are: Presiden q jo 
| Irving J. Newman; vice-presider ancis 
Sam Levin; secretary, Jack ¥ fore 
Judge; and treasurer, Warr. " 
Gottschalk. rt 
linery 
. rastic 
KRUX Manager Resigns § .;,,.- 
John D. Morgan has resigneif free 
as manager of KRUX, Phoenix. obler 


ed f 
le fac 
ire e\ 
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ROADS AND STREETS) rtify 

( ity 

romo 

; latio 

sabi 

“We 

with Latin-American Buyers-§'""' 
S 


your export market for hea » ‘a 


construction equipmen: f°’ ” 

eC. in 
Reach key buyers in Latin-Ame rig" ‘ 
\for all materials and equiprem 
_used in construction and mant@ 
nance of roads, streets, airporm. 
_and all types of big-job cons*ru@ ; .. 


| tion — 11,700 CCA, € 


' 


| 
| 
| 
| 


ane 
| Write for Readership Survey «fy; 
complete information on how you (@.. 
sell your product in this great e p0 

| market. 


PUBLISHING COMPAN 


Publiiners of ROADS & STREETS -CAMINOS ¥ CALLE' + PO 
CATALOG © WATER & SEWAGE WORKS -INGENIERIA SA 
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ayertising Age, May 19, 1947 
Y ofew Standards 
ode Adopted for 
«haveing Displays 


& cha 
- min 


ent ‘'y 
popula 


FrRANcIsco — The National 
iation of Transportation Ad- 
ing last week set up a stand- 
‘OMipangdization program for “traveling 
1d wheplays”—its newly adopted 
ntro] agme for advertising space on the 

tobaciatside of cars and buses. 

1 its s{ffAssociation members, attending 
>. Tegkeir annual meeting here, recom- 
1, Lewiended the following as standard 
n, Mapes for “traveling displays”: 21 
videnggehes high by 44 inches wide; 21 
Will pgehes high by 36 inches wide, 
y Neygd 21 inches by 27 inches. 

nes, pgGeorge F. Weber, Milwaukee 

WNp@ansportation Advertising, 
for sp wly-elected president of the as- 


SAN 
Ye) 


troduc@frti 


Ss 


ewscaggciation, predicted a big spurt in 
BC wie total volume of this medium. 
inouncqew transit vehicles are being put 
-minu@™to operation at the fastest rate 


05 am history, he said, “and national 

hd regional advertisers will be 
2aks wapick to recognize the significance 
er Wi this standardization program.” 


}-minu With the added membership of 
threme Canadian Street Car Advertis- 


| 


| 
} 


evenifag Company Ltd., Montreal, and | 


he cone setting up of a foreign classi- 
-minu(gation, NATA now becomes in- 
d aft@mational in scope. Association 


| 
| 


Last Minute News Flashes 
AGA Plans Special Range Campaign 


NEw YorK—American Gas Association is expected to approve soon 
a special campaign for gas ranges in black-and-white space in 10 


magazines, 
Erickson. 


from September through December, 


$700,000 would be devoted to the campaign. 
Two West Coast Shows Booked for Trim Tonic 


Cuicaco—Pepsodent division of Lever Bros. Company, which has | | 


been testing its new Trim hair tonic in Spokane, Harrisburg, Utica 
and South Bend, has purchased the 9 p.m. Tuesday slot on the Don 


Lee Network for 52 weeks, to air “The Count of Monte Cristo” for | 
Trim, beginning July 8. Trim also will use a half-hour at 7 p.m. | 


Wednesdays on the CBS West Coast network for a show which has 


not yet been picked. Foote, Cone & 


Belding is the agency. 


Porter Bibb to Join Compton 
New YorK—Porter Bibb, formerly head of new business with 
Lennen & Mitchell, will join Compton Advertising May 19 in a similar 


capacity. 


Mr. Bibb, prior to service with the air forces, was with 


Kudner Agency, the Advertising Council, and Batten, Barton, Dur- 


stine & Osborn. 


Filbert to Shift Agencies June 1 


BALTIMorE, Mp.—J. H. Filbert & Co., manufacturer of Mrs. Filbert’s | 


margarine, mayonnaise, salad dressing and relish spread, will switch 
its advertising from Booth, Vickery & Schwinn to Sullivan, Stauffer, 
Colwell & Bayles, New York, June lst. Plans for an expanded pro- 


papers and local radio. 


| gram throughout eastern United States call for concentration in news- 


McGraw-Hill Considers Farm Magazine 

New YorkK—McGraw-Hill Publishing Company is conducting re- 
| search on possibilities of launching a general farm magazine, molded 
along the lines of Business Week. No decision is likely for another | Pany is resuming radio advertis- 


| 90 days. 


‘Navy May Start Paid Advertising in August 


1 gam@embers were advised that in-| 
Brewegrest in NATA by transportation 


mpanies in foreign countries in- 
cates that they may soon seek 
featugpiliation. 

“A lliogl C. H. Murphey, Chicago Car Ad- 
rate exprtising Company, chairman of 
» displae association’s research com- 
1 aristq@pittee, outlined plans for next 
o w inggar’s program of the Continuing 


‘ry fo 


udy of Transportation Advertis- | 


g, conducted by the Advertising 
search Foundation in coopera- 
nm with NATA. 


| ‘Must Revitalize Distribution’ 

y exec! W. W. Wachtel, president of 
formeéfalvyert Distillers Corporation, 
sraphef¥as the principal speaker May 14 
residen a joint meeting with the San 


is t 


berg ‘ancisco Advertising Club, which 
Warrd included NATA’s annual meet- 

g. Mr. Wachtel said the ma- 

linery of distribution must get a 
° rastie revitalization if American 
IQNS Bisiness and the American system 
resigne™® free enterprise are to solve the 
oenix. 


roblem of satisfying the public’s 

ed for goods and services in 

le face of the highest price struc- 
ire ever to face this country. 

American business leaders,” he 

)  \Rid, “have the responsibility of 

\f™e-educating and helping to re- 

| abilitate our wholesalers and of 

| liding them in their relations 

(ith the retail trade. We must 

rtify them with increased and 

(More intelligent advertising, sales 

romotion, marketing and public 

a | lations to overcome some of the 


sebilities suffered during the 
| 


“We must help them solve their 


yers-# ntory problems and must our- 
lves solve the imbalance be- 
hea ween prices and wages. The 
en? f°’ buryport plan of a 10% price 
eciine must be looked upon as 
Ameri’ icial, and it does not get into 
uiprie he fundamentals of the price 
ma nia. lem. Nor can I believe that 
° hy government edict or request 
adeeb produce the right answers.” 
ons'TrU@ besides electing Mr. Weber to 
eal the association, members 
aried John H. Mitchell, Mitchell, 
vey Mc candless & Klaus, Cleveland, 
# pa he ic -president; F. Lemoyne Page, 


isportation Displays, Inc., New 
<, secretary; and Otto J. Grei- 
Canadian Street Car Adver- 
ig Company Ltd., Montreal, 
re surer. 


war CA Names Baxley 


‘illiaam P. Baxley has 
laied a sales executive of Sta- 
lon KECA, Los Angeles. 


WASHINGTON—Admiral Felix Johnson, Navy public relations di- 
rector, told the House appropriations committee it is conceivable that| schedule have been reserved for| merce Department, and that the 
| the Navy will have to resort to paid advertising in order to recruit | Coca-Cola. This represents an ad- remaining three fourths must 


13,000 men a month, beginning in August. 
| advertising was contained 


No appropriation for paid 


in the budget reported last weekend, 


though there was a $500,000 “advertising” item to cover production 


for contributed time and space. 


Reynolds Metals Pushes Summer Furniture 
New YorkK—Reynolds Metals Company will break its first consumer 
advertising of the year for its summer porch furniture with a four- 


color page in the May 18 The American Weekly. 
carrying the magazine will run an ad in its general section calling | 
attention to the page ad and listing local dealers. 


| son Company is the agency. 


'G. Barr Appoints Kastor Agency 


Cuicaco—G. Barr & Co., manufacturer of Balm Barr lotion and | 


Each newspaper 


J. Walter Thomp- 


Balm Barr Creme shampoo, has appointed H. W. Kastor & Sons Ad- 
vertising Company as its advertising agency, effective immediately. 


Airline Acquires Henri _ 

Airline Foods Corporation, New | 
York, has absorbed the business 
and assets of Henri Foods, Inc., | 
Long Island City, N. Y., manu-| 
facturer of spaghetti dinners and | 


spaghetti sauces. No management | 


Pepper to Seek 
Court Action in 
Newsprint Cartel 


WASHINGTON—Sen. Claude Pep- 


through McCann- | 
Manufacturers and retailers will run tie-in advertising. | \ 
About $200,000 of AGA’s annual consumer advertising budget of | | v~ 


PHILADELPHIA BLUE cross 


| 
| (AMOGATMIO HONFTAL SERVICE OF punADENA) 


< | 


HUMANIZED—Typical of current copy 
being run by the Associated Hospital 
Service of Philadelphia (Philadelphia 
| Blue Cross) is this, part of a 600- and 
1,000-line ad campaign appearing in 
Philadelphia and numerous nearby 
| Mewspapers through Gray & Rogers, 
| Philadelphia. 


Coca-Cola Signs 


Two CBS Shows 
On Return to Radio 


New York — With the sugar 
situation easier, Coca-Cola Com- 


|/ing on something resembling a 
| prewar scale. 

| Two of the week’s best half- 
| hour night spots on the CBS fall 


| dition of approximately $1,000,000 
|to the network’s billings. The 
company discontinued two half- 
|hour shows over Mutual this 
spring. D’Arcy Advertising Com- 
| pany is the agency. 
| In addition, Coca-Cola is waxing 
|a transcribed across-the-board 15- 
/minute series based upon the 
| “Claudia” stories. This transcribed 
dramatic show will be made 
|available to bottlers for use on 
their local stations. 
First of the Coca-Cola shows, 
| spotlighting Percy Faith and his 


| orchestra, will go on the air late 


|in August, taking over the Sunday 
| 6:30 p.m., EDT spot formerly re- 
| served for Kate Smith by General 
Foods. A musical variety show 
featuring Morton Downey will be 
| heard at 10:30 p.m., EDT, Fridays 
| Starting early in October. 


’ ’ 
or personnel changes are contem- | per (D., Fla.) said last week he | A&P Ad Urges Sense 


plated. 
Joins Mac Wilkins, Cole 
Harriet Longbridge, formerly 


personnel manager of State| 
Steamship Company, and prior to| 
that with the advertising sales 
department of the Journal, Port- 
land, Ore., has joined the staff of 
Mac Wilkins, Cole & Weber, Port- 
land agency. 


Alters Classified Pages 


Effective May 19, the Cincin- 
nati Enquirer will change its 


|classified advertising pages from 
'eight columns to a nine-column | 
With a new type face, | 
the paper will be able to publish | 
the same number of words per | 


format. 


line in solid agate type. 


Appoints Van Sicklen 

Hunter Van Sicklen, 
the past six years has been Pacific 
|\Northwest representative for 
Time, Life and Fortune, has been 
appointed western advertising 
manager of National Advertising 
Service, Inc., New York. He will 
open offices in Chicago around 
June 1. 


Ups Hoadley and Holt 


W. L. Hoadley, sales agent in 
Eugene, Ore., for Tide Water As- 
sociated Oil Company, has been 
appointed agency supervisor in 
|the Oregon district, with head- 
quarters in Portland. Richard F. 


been | Holt, formerly in the San Fran- 


cisco office, has been named to 


succeed Mr. Hoadley. 


who for!) 


jury in New York May 26 to press 
for criminal prosecution “of those 
in America” who are participating 
in a Finnish-Canadian cartel lim- 
iting the quantity and price of 
newsprint for the American mar- 
ket. 

When he appears in cooperation 
with the Justice Department 
newsprint investigation currently 
under way, Sen. Pepper will bring 
a document “taken from the files 
of the secret council of the Fin- 
nish newsprint cartel” showing 
for the first time the working to- 
gether of the Finnish and Cana- 
dian cartels “to limit the amount 
of newsprint that goes 
American market, and to keep up 
the price to American publishers.” 

He told the Senate 


were regulated through ‘“Scan- 
news,” a price quoting association 
for Swedish, Norwegian and Fin- 
nish producers. He said a similar 


, 


outfit called “Scankraft” fixed all | 


prices on kraft paper. 


Appoints Hecht A.M. 


William E. Hecht, assistant ad- 
vertising manager of Corn Prod- 
ucts Refining Company, New 
York, has been appointed adver- 
tising manager, succeeding Wil- 
liam F. Mueller, who has been 
made executive 
and general manager 
Swett’s Root Beer 
subsidiary. 


of Dr. 
Company, a 


to the} 


newsprint | 
prices and quantity shipments | 


vice-president | 


|will go before a federal grand | About Food Prices 


The Great Atlantic & Pacific 
Tea Company, in an advertise- 
ment scheduled for more than 
2,000 newspapers throughout the 
| country on “Let’s talk sense about 
| food prices,” last week announced 


|that while it has lowered prices | 


on hundreds of food items re- 
cently, no substantial general re- 
|duction in retail food prices is 
| possible until costs to the retailer 
are reduced. 

A&P declared net profit in the 
last five years averaged only about 
one cent on each dollar of sales, 
and that “When you spend one 
dollar in an A&P store, you get 86 
cents worth of food and only 
about 14 cents goes to meet all ex- 
penses—wages, taxes, rent, light, 
heat, etc. — including our very 
small profit.” Paris & Peart, New 
York, is the agency. 


Public Relations Unit 


Drops Four Men 

Four Institute of Public Rela- 
tions’ men were dropped last 
week, in what was described as 
an economy move due to the 
changing character of the insti- 
tute’s business. They were Wil- 


liam Kostka, a_ vice-president; 
Jack Galub, account executive on 
Carstairs; Philip Hoyt, account 
executive on National Association 
of Commodity Exchanges and al- 
lied trades, and Alex Golden, 
copy desk. 

Mr. Galub has joined Grolier 
| Society, publisher of the “Book of 
| Knowledge,” as a member of the 
| public relations staff. 


| propriations 


| ferred 
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House Rejects 
Move to Restore 
Census Budget 


WASHINGTON — The House 
Wednesday shouted down a move 
to restore the President’s full 
budget request for current census 
statistics, despite a statement by 
Rep. Frank Buchanan (D., Pa.) 
that “This is one of the most 


| shortsighted and uneconomic pro- 
|; posals I have ever seen.” 


Besides supporting the ap- 
committee plan to 
chop $6,500,000 from census funds, 
the House insisted that a fourth 
of the remaining $5,000,000 be 
earmarked for the collection of 


‘foreign trade figures, to be car- 


ried on in New York City. 

In fighting for restoration of 
census funds, Rep. Buchanan re- 
to “the urgent need of 
business men for information to 
guide them in intelligent manage- 
ment decisions.” He said the U. S. 
Chamber of Commerce and other 
groups have testified that the data 
helps executives plan plant ex- 
|pansion programs, schedule pur- 
| chases, production and sales ac- 
tivities. 


Stretching Budget 
| 


Rep. Lansdale G. Sasscer (D., 
Md.) pointed out that the House 
was earmarking a fourth of the 
| Bureau’s money for foreign trade 
|against the wishes of the Com- 


| cover work involving ten times 
|}as many employes. 

Rep. Karl Stefan (R., Neb.) 
questioned the authority for the 
current census work but did not 
test legality of the appropriation. 

He argued that current census 
spending had increased from $1,- 
242,000 in 1943, and that the data 
would be provided through a 
Census of Manufactures in 1948 
and a population census in 1950. 

Earlier, he told the House, “I 
for one feel the country will not 
be any worse off for lack of some 
of these statistics.” 

(Editor’s Note: Census Bureau 
obtained more than $4,000,000 
from war agencies during 1943 for 
the collection of comparable data. 
Its expenditures for identical 
types of reports will run $9,200,- 
000 this year.) 


ATA to Expand Activity 


on Educational Campaign 


The executive committee of the 
American Trucking Associations, 
Washington, has voted to triple its 
advertising activity next year “in 
order to cut down the _ time” 
needed to “educate the public to 
| the economic importance of motor 
| freight transportation.” 
| ATA, which has been spending 
| $200,000 to $300,000 through the 
| Biow Company in newspapers, 
national magazines and trade pa- 
pers, will try to raise $850,000— 
“a big enough fund to guarantee 
that the time needed to do the in- 
dustry’s most important over-all 
job can be cut in half.” 


Harper Named Assistant 
McCann - Erickson, New York, 
has appointed Marion Harper Jr., 


as assistant to H. K. McCann, 
president. Among other duties, 
he will act for Mr. McCann in 
supervising the agency’s planning 
|function, with a view to coordi- 
nating client planning methods 
through the company. In addi- 
tion to becoming a member of the 
executive committee, he will con- 
tinue as manager of the central 


research department. 


Adclub Joins AFA 


The Washington Advertising 
Club last week became affiliated 
|with the Advertising Federation 
of America. AFA President Elon 


charter to 
Washington 


3orton presented the 
Henry J. Kaufman, 
| adclub president. 
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The strange circumstances baffled even the police 
department's finest—then fate took a hand. 


@ The prosperous manufacturer left his home one 
morning, withdrew $1200 from his bank—and 
disappeared. 


The police got nowhere. It looked like another 
unsolved mystery. Then, a year later, fate stepped 
in. A weird chain of events followed—climaxed by 
an eerie, amazing stroke of justice. 

This tingling mystery story held millions of 
readers of The American Weekly spellbound to its 
chilling, astonishing finish. It appeared in the 
September 15th, 1946 issue as one of this maga- 
zine’s “Album of Famous Mysteries.” [t absorbed 
the interests of people in every walk of life... 
provided needed “escape” from their own every- 
day problems. 


Editorial leadership and the 12 interests 


Mystery is only one of the 12 basic human inter- 
ests that move Americans. U pon these interests, 
so deep-seated in all of us, one of the most success- 
ful editorial policies has been built. 

It is a polity that cuts across all class lines. It 
appeals to everyone, regardless of income, educa- 
tion or social standards. /t is the editorial policy of 
The American Weekly . . . and it has attracted the 
greatest reading audience in the world. 

Truth is stronger than fiction 
People everywhere are caught and held by the 
vital, real-life stories in this great magazine. Here, 
m word and picture are fascinating true stories of 
human endeavor and human heartache . . . love, 


ONE OF THE 12 BASIC 
HUMAN INTERESTS | 


an 


conflict, tragedy . . . research, exploration, art and 
history. 

This clear, straight-from-the-shoulder presenta- 
tion of facts has time and again benefited millions 
of Americans. Recently, for example, The American 
Weekly, in preparing a series of articles on the 
exorbitant price of sex hormones, uncovered a 
monopoly condition in the hormone industry. 
Advised of this situation by The American Weekly, 
the U.S. Attorney General launched an investiga- 
tion—before the articles were even published—that 
may well make hormones available to more people 
at a price they can afford to pay. 


Weekly habit in 9,052,251 homes 


It is no wonder, then, that The American Weekly 
reaches one out of every four American families 
every week. This great magazine provides effective 
coverage in more communities of every size than 
any other publication and carries the advertiser’s 
message at a lower cost per thousand than any other 
leading weekly publication. 


4 Cock-a-doodle-do 


In 1916, The American Weekly 

carried a greater volume of toilet 
soap linage—as well as soap and cleanser linage 
—than any other national publication. This is 
especially significant because color advertising 
used by beauty-soap manufacturers in major 
magazine efforts demands an unusually fine 
quality of reproduction. 


i en ae 


Typical articles in The American Weekly 
designed to satisfy the 


12 BASIC HUMAN INTERESTS 


TRAGEDY: . . . First at the Finish . . . . « May 25, 
MYSTERY: . . . The Mystery of Percy Thomas . May 25, 
SCIENCE: . . . Killing Bugs with Germs . . . May 25, 
SECURITY: . . . What Price Security . . . . May 18, 


RECREATION: . Those Gambling Smiths of Reno . May 18, 
ROMANCE: .. . Herbert Marshall's 


Disconcerting Charm . . . June |, 
CULTURE: . . Seeking the Cruel King’s Secrets . May 18, 
HEALTH: . Streamlined Mothers—Don't ‘Eat for Two’. May 18, 
ACHIEVEMENT: . The Amazing Charles Luckman . June |, 
HEROISM: . . Jack Binns—Radio Life Saver . . May 18, 
FAITH: . . . Mother's Reward. ...... Mayll, 
SELF-IMPROVEMENT: . . . Thinking Your Way 


Out of Quandaries. . . 


Createst 
Circulation 
in the World 


June |, 


1947 
1947 
1947 
1947 
1947 


194, 
194 


1947 


194 
194 


1947 


194 


MERICAN 


“The Nation’s Reading Habit”—A Hearst Publication 


\WEEKLY 


MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, N. Y. 
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